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This family of gay little creatures catches 
the light and carefree mood of Springtime. 
From a frisky fish and graceful swan, to 
lovebirds, ballet dancers and curious pups, 
they II draw the eye and capture the 
hearts of the ladies for Spring costumes. 
Sparklingly alive with simulated jewels and 
all in 1/20 12K Gold Filled, of constant 
Van Dell quality and finish. For encore 
after encore sale, order the complete 


assortment from your wholesaler ~ TODAY! 


*Display is FREE: with Asst. VD 100, 
as shown, at SAf, Keystone 
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“AMERICA’S FINEST GOLD FILLED JEWELRY" 
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In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 


with unusually massive tops into which precious stones can 





be set with absolute safety and assurance against loss. 


Pictured here are three of a large selection of styles in 
stock for immediate delivery. They may be purchased unset 
as shown or, upon order, complete with stones to suit the 


customer’s taste and price range. Earrings available to match. 


Brochures showing 17 designs will be sent upon request. 
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HEIRLOOM RINGS 


No. 1200/7 
9 stone cluster, high center 


No. 4436/7 
6 stones large high center 


No. 1645/7 


7 stones, black enamel cross 
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KONITE BUILDING 
Cincinnati 2, Ohio 
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The Cover 


Diamonds are always fashion and 
these gems have always attracted the 
best in the talents of leading design- 
ers. This is exemplified by the en- 
semble shown on the cover, designed 
with a lily motif by Harry Winston, 
New York. Photo is by N. W. Ayer 
& Son, Inc., advertising agency for 
[DeBeers Consolidated Mines, Inc. 





P. M. FAHRENDORF, President 
and General Manager 


LANSFORD F. KING, Editor 


R. H. GOODRIDGE, Associate Editor 
GEORGE HUHN, Associate Editor 
THOMAS J. HIGGINS, News Editor 
MADELINE LOVE, Gifts Editor 
JOHN E. McGINN, Art Editor 


EUGENE J. HARDY, Washington Editor 
Nat'l Press Bldg., Washington, D. 


JOHN J. BOWMAN, Technical Consultant 


DR. FREDERICK H. POUGH, 
Gem Consultant 


VIRGINIA DIXON, Display Consultant 


BUSINESS STAFF 


A. V. ANSEL, Circulation Manager 
ROBERT WATSON, Production Manager 
RAY V. LAWRENCE. Research Manager 


New York 


H. H. HETHERINGTON 
MADELINE LOVE 

ARTHUR J. TUVERI 

100 E. 42nd St., New York 17, N. Y. 
MUrray Hill 5-8600 


New England 


E. P. LINGHAM 

420 Ind. Tr. Bldg., Providence 3, R. |. 
Gaspee |-528! 

10 High St., Boston 10, Mass. 

Liberty 2-4460 


Chicago 

WILLIAM E. COMISKEY 

29 E. Madison St., Chicago 2, Ill. 
CEntral 3735 

ISRAEL DOBSEVAGE, Harrison, Ohio 


West Coast 

AARON ROTHENBERG & ASSOC. 
68! Market Street 

San Francisco 5, Calif. 

DOuglas 2-4475 


Southern California 
HARRY R. TERHUNE 
2412 W. 7th Street 
Los Angeles 5, Calif. 
DUnkirk 2-6254 
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WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET |W \ NEW YORK 23, N. Y. 
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WMaveé with his inimitable 


flair for the unusual and the 





elegant, has created a new col- 
lection of diamond bracelet 
watches that achieve the 
highest level of dramatic 








distinction . . . Flawlessly 
executed in the tradition of - 


WBO, craftsmanship. 
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The urge to buy starts with the eye 
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Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the qual- 
ity of the case. It is also your assurance that the 
fine movement has the protection of precision case 
craftsmanship... plus the distinctive beauty for 
which Wadsworth is renowned. 
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WATCH CASES 


designed to custom-fit fine watch movements 


In the same fine tradition .. . beautiful, nationally advertised WADSWORTH POWDER CASES 


4 THE JEWELERS’ CIRCULAR-KEYSTONE 








a ae 














GIVE 
STYLE-QUALITY-VARIETY 
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Style — Extensive selection of the latest styles from our constantly growing line 


Guality —Die struck means longer lasting — better finish — easier setting — no sizing trouble 


Variety - Ten different head designs — each made in a wide range of stone sizes. Gives you the 
opportunity to express your own individual taste and preference 


ni 





EXCLUSIVELY 
TO | 
MANUFACTURERS KPT A | & BEECHER, «: 
and 
babies ssa ( pestrsadlesiueselita tee ng ndings 
; 188 WEST FOURTN STREET NEW YORK, /4.N. 
OFFICES IN CHICAGO AND LOS ANGELES — 
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FASARIES 


THE GIFT BEYOND COMPARISON For the May devotions... June weddings 






... for parochial school graduations or first Communions and Confirmations . . . there 
is no finer or more appropriate gift than a Simmons rosary. In fact, for such occasions 
a Simmons rosary is a gift beyond comparison. Each bead is cut from imported, 

clear simulated crystal. The medallion, crucifix and chain supporting the crystals 

are Simmons Quality Gold Filled. And the rosary is offered in a fitting rich gift 


case complete with convenient carrying purse. Show them in vour store right now. 


F SIMMONS COMPANY, ATTLEBORO, MAS S, 


MAKERS OF SIMMONS CHAINS © SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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12 Beautiful J-B Bands in the Gorgeous New 
J-B Combination TRAY-DISPLAY ; 
A strikingly handsome easel-back dis- 
play that folds flat to tray size for = 
keeping in safe or drawer. Ruggedly 
constructed; covered in rich luggage-— 
brown leatherette and lined with soft — 
Sand-Tone and Deep Maroon Velvet. ~ 
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LADIES? 


JACOBY-BENDER, Inc. 


161 Avenue of 
the Americas 


NEW YORK 13, N. Y. 











«A SSORTMENT 


With this special J-B Extra Long & Extra Short Assort- 
me nt you ring up sales that you would ordinarily lose. 
Ta |, thin, short, stout . .. J-B has a watch band to fit 
: ybody! No waiting for special orders. You’re ready 


3 


only with the right size, but the right style. 


ak 
ae 
ay 


"Your wholesaler now has this special money-making 
+B assortment ready for immediate delivery. Don’t 
bos 2a single customer ... order this J-B Extra Long & 


Extra Short Assortment from your wholesaler today! 


iiillions hear it on top newscasts 
Coast-to-Coast! 


» ‘dust remember ‘J’ for Jewelers’ 

as mA ...and ‘B’ for Best...and you'll 
- i always remember J-B...J-B Watch 
Plaad a Bands, the best bands in the land!” 


— Get Extra Sales with the new 
J-B EXTRA LONG 
EXTRA SHORT DEAL 


NEWEST STYLES ... all famous J-B Quality 
Full-Expansion Bands including styles with the 
quick-change End-O-Matie End*...1/15-12 Kt. 
Gold-Filled ... 50 More Gold for More Value, 
More Wear! : *Pat. Pending 


EXTRA LONG 
3 J-B Full Expansion Ladies’ Bands, with END-O-MATIC End 
3 J-B8 Full Expansion Men’s Bands 


3 J-B Full Expansion Ladies’ Bands, with END-O-MATIC End 
3 J-B Full Expansion Men's Bonds 
Replacement bands available immediately from your Wholesaler 


Including Federal Tax 


YOUR COST 39.50 


{including J-B Combination Tray:Display) 


YOUR PROFIT...... § 


(After deducting $15.40 Federal Tax) | 


WIRE— PHONE— OR WRITE YOUR WHOLESALER TODAY! 


Now all America knows 


47 times per week J-B invites millions of 


radio listeners to “VISIT YOUR JEWELER” 
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RING SETS 


DIAMONDS 


14K GOLD and 


10% 


-PLAT 
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Rings enlarged to show detail 








DIAMOND RINGS 
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lake advantage 
four outstanding 
alues. Feature 
ese fine quality 
Matinum Diamond 
ling Sets, made to 
itail from $199.50 


IEWSPAPER MATS AVAILABLE 
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Rings enlarged 
to show detgil 


SELL MORE 
DIAMOND RINGS 


Feature These Fine Quality 


BRISTOL RINGS 


with FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices 


FROM $3620 RETAIL 
FROM $7929 RETAIL 
FROM $9gv0 RETAIL 
FROM $4492 RETAIL 
FROM $499°° RETAIL 


OTHER SETS FROM °3U00 up 
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marks BOLITA for extra fast turnover and in- 


Ay / 
creased sales. 


All Styles in 1/20-12 Kt. Gold Filled 
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JEWELRY'S NAME FOR QUALITY 


PNM liiceltihi-m 10) SEP Welty l(oh 
FORSTNER CHAIN CORPORATION 
IRVINGTON 11, NEW JERSEY 
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For instant appeal and true customer sat- 
isfaction feature these finely crafted 
Forstner selections. Choker and Bracelet 
in Sterling Silver only. All others in 1/20- 
12 Kt. Gold Filled and Sterling Silver. 


Available Through Authorized 


Forstner Distributors 


JEWELRY'S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION 
IRVINGTON 11, NEW JERSEY 
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Fashion 
Academy 
Gold Medal 
Awarded to 
Keepsake 
for 
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ver-the-Counter Interview on Keepsake: Left, 
Charles Drake, Keepsake Representative interviews 
Harry Portnoy, owner of Kent Jewelers, and his assistant 
Ray R. Watson. 
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that Keepsake Gives You 


Kent Jewelers, Royal Oak, Michigan Report 
Outstanding Success with Keepsake 


Charles Drake: (Keepsake Representative) 
Mr. Portnoy, how many turn- 
overs have you had in less than one 
year with the Keepsake Line? 
Owner Portnoy: 
Three turnovers of our original 





investment! 
Drake: 

Has Keepsake made sales for you 
that you wouldn’t have made if you 
didn’t have the line? 

Portnoy: 

Definitely. The first month we 
would have had five walk-outs if we 
hadn’t been able to show Keepsake 


to our customers! 


Drake: 

With Keepsake, it seems that 
you have quicker turnover with less 
capital invested. Therefore, you make 
more profit from Keepsake than on 
your other diamond stock. 





Portnoy: 

Right! And as we reduce our in- 
ventory on other diamonds, we intend 
to increase our Keepsake stock. 
Drake: 

What do you think of Keepsake’s 
special order and mail order service? 


Portnoy: 

The service on rush orders is ex- 
cellent and because of this service, we 
have been able to get the big turnover 
that we have. 


Drake: 

Thanks Mr. Portnoy. Now I want 
to ask Mr. Watson a few questions 
since he handles most of the diamond 
sales. 

Mr. Watson, what can you say 
for Keepsake? 


Watson: 

Since we have had Keepsake 
Rings, we have been able to sell the 
hard customers. We are able to sell 
quality without any doubts. The cus- 
tomer has already been presold. All 
we have to do is explain the many fine 
features in buying a Keepsake Ring. 








Drake: 
Mr. Watson, what do you think 


of Keepsake’s new Fashion Academy 
award? 
Watson: 

Terrific! We have already felt its 
impact with even greater sales of 
Keepsake than ever before. 


What Keepsake Has Done for Ként’s 
Keepsake Can Do for You! 











gation, of course. 


FOR APRIL, 1950 


rite today for full details concerning the 
valuable Keepsake Franchise. If a franchise is 
available in your area, we will arrange to have a 


representative give you full information. No obli- 
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Plus all this 


e Striking ad mats 

e Dramatic Counter Cards 

e STOP THE MUSIC RADIO PROGRAM 
e Free Guarantee Certificates 

@ Free Diamond Ring Boxes 





Free for your Customers — Free for your Customers 


Beautifully-engraved wedding announce- A magnificent wedding album that holds scores of priceless pictures of 
ments with personalized imprint. the unforgettable event. For every one buying one of the Lovebright Sets. 
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Allure to History 











REGISTERED 


ED-HOT PROMOTION! 


DIAMOND RINGS 





A. EDWARD FISHER & CO., INC. 


Importers of Diamonds e Over 35 years of Service to the Trade 


580 FIFTH AVE. C3) NEW YORK I9 
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Far Above the Rest 
Down to Earth Prices 


One ECaral lo Bifly Carats, (hose 
1 ee SLA LEC LLL 
from one of lhe worlds largest 
collections .... the House of 
Diamonds ” fulutlous aay of 
diamonds and diamond 


ador ned pouwelry. 
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Bright tribute to your talent 
for setting an inviting table — 
the kind that only you know how 
— with fresh flowers, lacy cloth and, 
of course, your cherished 
Reed & Barton Sterling. 


It’s yours for a lifetime of 
day-to-day enjoyment — proudly 


FRANCIS FIRST 


possessed, obviously admired. 








| Advertisements like the 


- 
we. 










STERLING 


one shown here are appearing 


| hee qr 
6-pce. place setting approximately $22.50 of ae 


in this size or larger in sixteen 
to $28.75, including tax, at leading stores. 


leading magazines including 
Lif, ¥ Stan? Ue . pn | Helpful Hostess Hints: For fascinating 
He, Ladies ONE Jour nat, booklet,*‘How To Be A Successful Hostess.” 


Seventeen and Mademoiselle. send 10c to Box 990 G, Taunton, Mass. 
Your customers are seeing 
Reed & Barton sterling pat- 
terns in these publications. It 
will mean added sales if they 
see them in your store, too. | J ii 
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Look what happens in May and June! 


“™ 


OUR BiG OPPORTUNITIES TO 








* MOTHER'S DAY 
* GRADUATION 

* WEDDINGS 

* FATHER'S DAY 








Your Mother’s Day ad is ap- 
pearing right now. And here 
is your May-June ad. Appear- 
ing in full color, it will make 


77,176,900 reader-impres- 
sions in LIFE, LOOK, SATUR- 
DAY EVENING POST, TIME and 
NATIONAL GEOGRAPHIC. 


OT JUST ONE—but four traditional gift-giving times are coming your way. And that 
| \ means four watch-selling opportunities for you. That’s why The Watchmakers of 
Switzerland have gone all out to make this May-June ad a real gift-seller for you. 


Read this ad yourself. See how it sells the idea of quality jeweled-lever Swiss watches as 
gifts—see how it sells the watches themselves. And, equally important, this ad sells the jewelry 
store as the place to shop for gifts. 


And remember this famous slogan that appears in every ad... 


For the gifts you'll give with pride—let your jeweler be your guide 


The WATCHMAKERS OF 
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SELL MORE QUALITY WATCHES 





















: 2 - . 


In all the world, there's one gift that nd pleasure. Your jeweler can show you 

e thrills everybody—whether it'sfor Dadon many new - yles fe or yourself or the owncr-to- 
Father's Day, a boy or girl at Graduation, or — be. And remember — = ve all—it's the move- 
a new bride. That one gift’s a fine watch, sym- ment that counts—be sure the wat« . you buy 
1 of constancy and friendship, of punctual- has a quality Swiss 5 owe eled- lever movement. 





The net most — want... 








engage swt age aye ty jeweler’s, 
remin a hes med = _— _— 


vai ape tch can be 
iced economically nd pr romp dy Mi sine aqua sali Sw 
jeweled -lever movem superb mechanisms m 
fine Sutss watches ane m lasting ori ide 


For the gifts you'll give with pridentet your jeweler be your guide 
The WATCHMAKERS OF @: SWITZERLAND 
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THESE FOUR WATCH-SELLING TIMES MEAN 





A SELLING-UP OPPORTUNITY, 100! 


No one wants to give a bargain” watch to Dad, to Mother... to Sweetheart or a 
new graduate. So, it takes only a little extra selling effort on your part to make a 
lot of difference in the size of your sale. 

And, to help you in selling-up, Phe Watchmakers of Switzerland continue to 
stress the quality advantages, the many styles and types of Swiss watches. Every ad 


includes these four quality points: 


1. [t's the movement that counts—be sure the watch you buy has a 
quality Swiss jeweled-lever movement. 

2. Rely on your trusted jeweler—he'll show you the best jeweled- 
lever Swiss Watches in your price range. 

3. Don’t be fooled by “bargains’—you usually get just about what 
you pay for! 

4. A fine Swiss watch is a treasure of lasting pride. 


In addition to these copy points, the tive decalcomania assures customers 
advertising pictures the difference be- that you carry fine Swiss Watches. . 
tween quality and cheap watches with 
illustrations like the one below. 














You can use these sketches to explain 
specific quality points to your custom- . 
pens quaeny fp on and it reassures them as to the ease of 
ers, so be sure to check every ad for ad S eenial Swi 
pletures andeapy pelute. servicing and repairing a Swiss watch 

with a quality jeweled-lever movement. 

Another selling-up help is the Official Be sure to post this decal prominently 

Swiss Decal (above, right). ‘This attrac- and call it to your customers’ attention. 





REMEMBER that selling-up is doubly good business. You gain a greater profit— 
your customers get more for their money. And a satisfied customer comes back again 


and again—recommends your store to friends. 
>. 


SWITZERLAND 
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The Official Catalogue of Swiss 
Watch Repair Parts can save you 
time, trouble and money if you 
read the instructions and use it 


and minimizing the possibility of mis- 
takes. 


e4And, because it’s in loose-leaf form, the 


catalogue is always up to date. 


properly! oe | | 
This is the second olf a series on the use 
of Parts 1 & II of the Catalogue. While 


the instructions and introductions of 


@By simplifying identification of move- 
ments. 


| | | — these books give complete details, you 
@By making possible identification of , a | | ' 

| | may find these pages helpful to you as 
unmarked movements. : 


an outline. Toget the most benefit from 





@By simplifying the identification and 


this article, we suggest that you open 
ordering of repair parts. your Catalogue to the proper place as 


® By speeding up ordering of material you read along. 
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SING PART 1 OF THE OFFICIAL CATALOGUE TO IDENTIFY 
AND ORDER PARTS FOR AN UNMARKED MOVEMENT 


The identifying features that can be used to determine 
the mark and number of a movement are three: 


TYPE of movement, SIZE of movement, 
SETTING PARTS of movement 


Let’s assume that you have the movement at left to 
repair. Here are the steps to follow in identifying it. 


1. By examination, you determine the type of move- 
ment. This particular one is a lever movement, round, 
viewed from the dial side. 





(not actual size) 


2. By measurement, you determine the size of the movement. (See page 4' of Part I for in- 
structions on measuring movements.) This movement measures 25.60 mm. (approx.), or 
between 31 /32nds & 1 1/16 inches, or 1112 lignes. 


3. Open Part I of the Catalogue to the tan-colored index pages at the center of the book. 
Use this index to locate the section for Lever movements, Round, view. 


4. In the Lever movements, Round, view, section another index groups these movements ac- 
cording to size. Turn to the subsection that includes the 25.60 mm. (11-1154 ligne) size. 


5. Go through this subsection, comparing the movement you have with the photographs of 
movements in the Catalogue until you find a match. 


6. Check this first identification by comparing the setting parts of your movement with those 
shown on or beneath the photographed movement. They should match exactly. 


7. For a final check, compare the plate characteristics of the photographed movement with 


the one you have for repair. 


8. The movement used as an example will be found on page 52 of Part I, identified as Ebau- 
ches ETA 1081. 


From here on. the identification procedure is the same as for movements that are 


marked and numbered. 


Next month, these pages will tell you how to use Part 2 
of the Official Catalogue. Be sure to look for the ad 


re) 


The WATCHMAKERS OF SWITZERLAND 
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If you have any questions on the use of Part | & Part Il of the Catalogue, 
please write to The Swiss Watch Repair Parts Information Bureau, 730 Fifth Ave., New York 19,N.Y. 
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the easy wav to build 


store tralii 





FREE: To help you in 
your “Gifts under $10.00” 
promotion — use this display 
and matching price cards. 
Write today to Gemex. 


choose a new | 7 





If you push your quality low price lines, you 
will build store traffic. Remember — you can’t 
sell a customer who never comes into your store 
...and you sell 1 out of every 2 who do enter your 
store. Join the jewelers everywhere who are 


tying in now with our sweeping gift promotion 


to build traffic, build volume, build profits. Ads 
in leading consumer magazines, direct mail 
and point-of-sale displays will help you. Along 
with your other quality jewelry lines, display 
and promote fine Gemex watch bands for men 


and women ... the easy way to build traffic. 








No. 402, Sonata expansion band, 
$9.25 

















. 524, man’s expansion band, 
$8.95 








Prices include federal tax 








FINE 
WATCH 


“There’s an easier way to build store traffic’ ‘econ 











BANDS 





Sold only through Authorized Wholesale Distributors 


GEMExX CO.,. UNION, NN. J. 
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Eyes that sparkle enhance the 
beauty of a woman and lend to 
her loveliness...just as the 
Kushner & Pines mounting lends 
to the brilliance of the diamond. 


Buiid your sales now around 
these mountings that will set the 
styles and trends of tomorrow. 
Build “buy appeal” with the line 
famed for its concentration on 


“eye appeal”. 





TN! of distinctive @ mountings : 

K 2 . | 1 

oe 21 West 46th St., New York 19 | 
Sawelers : 
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You can’t run a Watch Department 


on the PROFIT YOU GIVE AWAY 





Ls the profit you keep that counts! 


Watches that won't sell without profit-eating promotions, 
without free gifts or large trade-in allowances, without mark- 


downs, are not profitable—regardless of how many you sell!* 


Hamilton watches—which continue to rate tops in con- 
sumer acceptance — continue to sell readily at full price and 


enjoy rapid turnover. 


And don’t overlook this important point: Hamilton is a 


quality watch which builds your reputation as well as 





your p rofit. 


HAMILTON WATCH COMPANY © LANCASTER, PA. 


* For example: If you allow $10 for worth- 
less watches traded-in on new $60 watches. 
you must increase your sales volume 50% in 
order to make the same dollar profit you 
would have made on watches sold at full price. 
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r f° SPENCER—Grade 747; 
a 17 jewels. 10K natural 
gold case. 18K ap- 


plied gold numerals on 
silver dial . .. . $90.00 
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The best 
gold filled 
jewelry 
has a 


foundation 


“THE GOLD 1S FOR BEAUTY” 





ée 7 P 
2 Sour Unseen Fritend”™” 


THE 


FOR APRIL, 1950 


INTERNATIONAL NICKEL COMPANY, 
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Gold filled and rolled gold plate jewelry is quality 
jewelry. 


And the mark of top quality is a pure Nickel 
foundation. 


When gold has been laminated to a foundation 
of pure Nickel, you can promise lasting satisfac- 
tion to your customers. For, like the layer of gold 
above, pure Nickel is highly resistant to corrosion 
by body acids. The Nickel will not discolor the 
gold . . . and affords equal protection to the wear- 
er’s skin. 


Look “inside” the gold filled jewelry you’re han- 
dling. Ask your manufacturer or supplier if it has 
the pure Nickel foundation that makes it quality 
jewelry all the way through. 


Mr. William Lichtenfels, 
Vice-president GEMEX COMPANY, says: 


“For many years, we have used gold filled stock on a pure 
Nickel base a!most exclusively. 
“The adoption of a pure Nickel base for gold filled stock was 


one of the major developments which made the quality of the 


Gemex Watch Bands world famous.” 


EMBLEM _ OF SERVICE 


dit, 


e2aOe MARS 


INC. © 67 Wall Street, 


New York 5, 





N.Y. 
29 
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he magniset mounting is designed 
to give added magnitude to the center 
diamonds as illustrated above. This original 
Goodman & Company creation ... cleverly fashioned 
with a new type reflector and sparkling border of flashing _ PATENTED 
Rhodigem enables the jeweler to set smaller diamonds in a large U.S. PAT. OFF. 
top mounting. - } NO. 152469 


Makers of Fine Jewelry Since 1904 


‘ 


42 W. WASHINGTON ST. 
INDIANAPOLIS 4, IND. 
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TERRITORY OPEN FOR SALESMEN WITH NON-CONEFLICTING LINES. WRITE. 
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~The Gotham Watch 


TERAN'S Sk 


DON’T MISS THIS CHANCE TO CASH-IN. 


Over Five Billion Dollars will be distribu- 
ted to VETERANS during the early months 
of this year. They'll be looking for watches. 
Use this promotion to. get your share of this 


BIG BUSINESS opportunity. 






"BARBARA 
$24.75 








\\AY?” HITCHCOCK 
\ i $59.50 





\ 


Fine Watthies Since 1868 


Ler 
* PROMOTION 








(AMP AIGN OFFERED! @ ELEANOR ==” DODSON 
or Sf" $49.50 
MAILING CARDS! ' 
NEWSPAPER MATS! | Only a few of the special Veteran's models 
WINDOW DISPLAY CARDS! - areshown here...WRITE, WIRE or PHONE... 
RADIO SCRIPTS! for complete details. 
YY, a 


AS ADVERTISED IN. 


REE — In your promotion of this series . . .Wgatesenc iia On SU ae) 


Gotham Watches 
] Bea duct of (Mendorll Watch Go INC. 20 W 47th STREFT 























DIAMOND RING SETS 


, 27 Diamond 

Rings enlarged 

o> ow soak Combination Set 
Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 





Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
---no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 


The Diamond Engagement and Wedding try of the Miracle rings. 


rings so ingeniously designed that they The Miracle-Interloc clasp keeps the 
can be bought separately or together ... matched bridal ensemble perpetually 
and worn separately or together. aligned...prevents awkward ring 

twisting and shifting, saving rings 


' 
NONE GENUINE UNLESS STAMPED “MIRACLE” from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Miracle Sets priced from $20.00 up Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle’ Diamond 
Styled to Sell - - Priced to Sell! Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 


WARNING: you, write us. 


Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 


f the | *Patented and Reg. U. S. Pat. Off. & Patents Pending 
oF me iaw. 


MANUFACTURERS FOR OVER 50 YEARS 


SHIMAN BRO S. & co. J In C. Originators and Sole Manufacturers of Miracle Set Diamond Rings al 


No connection with any other firm 234 WEST 39th STREET NEW YORK 18, N. Y. 
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Inspired by the impeccable taste of 
Beau Brummel, Flex-Let has created this luxuriously 
rich, magnificently simple man’s expansion band. 


No other band can approach Beau Brummel for 
splendor of design or the masterful manner in 
which it accents the beauty of a man’s watch. 


Yellow, pink or white. 


1/20 14K. G.F. Top; Stainless Steel Back, $12.95 T.I. 


FLEX-LET CORPORATION 
Famous for Quality Since 1919 
E. PROVIDENCE, 7 
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Betniyty these bands look ‘custom-tailored’— not ‘mass-produced’! 


... they’re styled with originality, crafted with unusual skill! | 





ws 


Of course Flex-Let Bands appeal to the masses. But As you know, Flex-Let Bands give years of service. 
more importantly, they have an overwhelming ap- They feature ‘‘Tru-Rivet’’ Construction. They‘re com- 
peal to customers who form your ‘class’ market. pletely corrosion resistant. And they carry a one | 


ear guarantee of performance. 
That’s because Flex-Let Bands have that custom- ” g “ 


tailored look. Every detail of their design, manufac- For watch bands of distinctive style and distinguished 
ture and finishing is handled with care worthy of the quality, Flex-Let is the line you should feature. 
creation of an object of art. Flex-Let Watch Bands are sold direct to retailers. 


FLEX-LET CORPORATION 


Famous for Quality Since I919 
E. PROVIDENCE, R. lI. 


Too magnificent FLEX-LET iginals 


BEAU BRUMMEL $12.95 





SLENDERETTE DE LUXE 
$9.00 

















meet en ene we — 

















FOR APRIL, 1950 


“You can rely on Giraen Brothers!” 
that’s your answer whether you ask a 
man who knows us personally from. having 
sold us a store, or you ask The Jewelers” ; 
Board of Trade whose business: it is to : 
know our business. Rely on Gordon | 
Brothers always to give a ‘reliable bid, ) 
usually the highest. Rely on Gordon 
Brothers to back up its every word. Reli- : 
ability! rely on Gordon Brothers’ ability 
that comes trom years ot ex perience as 
the oldest and largest cash buyers of 
jewelry stores and stocks in the United 
States. Are you planning to sell? Call 
Gordon Brothers. : 





- - =~ the oldest and largest firm of its kind in the United States 
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To Every Taste and Pocketbook 








Now, with Hadley and Hadley alone, you can offer your 
customers a complete line of “Most-Wanted”’, up-to-the-minute styles 
at whatever price they wish to pay. New and brilliantly 
executed Gold Filled Cuff Links and Tie Slides, consumer-priced from 
$7.50 to $5.00*; Rolled Gold Plate from $5.00 to $3.50*; Gold 
Plated from $2.50 to $2.00*. 2-piece sets comparatively 
priced. No other jewelry can compare! 

Add to this the new HADLEY PACKAGE covered in handsome 
London Tan, and you have the grandest sales set-up of the 


Mid-Century. Better see your Jobber right away! *Plus Tax 











HADLEY 
COMPANY 


Providence, 
Rhode Island 
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POPULARITY 








MORE 
SALE-able 


because: 
MORE BEAUTIFUL 


Almost unlimited style selection 
created by largest staff of ring 
designers in the Industry. 


MORE ADVANCED 


Ingenious patented lock design 








ends ring TWIST, SHIFT, TILT on 
the finger; nothing shows or pro- 


— no gadgets or attach- ENGAGEMENT AND WEDDING 
RINGS 





SELL SEPARATELY— 





SELL TOGETHER..... One Sale Insures the Other! 
FEATURE RING CO. INC. ous ones 
126 West 46th St., New York 19, N. Y. Reeconenencmnal 
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Wee Are Now Located At 


25 WEST 47th ST. 
NEW YORK 19, N. Y. 


REET, NEW YORK 





FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 
; 
| 











PLATINUM - IRIDIUM - GOLD - PALLADIUM 





HONESTY A@@) ACCURACY 





| FOR MANUFACTURERS: 
| WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON nc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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ANSON GRADUATION-FATHER'S DAY ADVERTISING 














ANSON’S GREATEST MID-YEAR 
CONSUMER ADVERTISING 
CAMPAIGN ....... 


LIFE — SATURDAY EVENING POST — COLLIERS — TRUE — 
ESQUIRE! An audience of 30 million people. Each advertisement 
concentrating on the peak mid-year gift buying season for men — 
Graduation Day and Father’s Day. See actual ads and merchandise 
on this and adjoining page. 

This campaign is backed up with radio, television and newspaper 
advertising. 


“AD” COOPERATION with RETAILER 


Ask your Anson wholesaler to show you the complete newspaper 
campaign that ties each Anson retailer’s store directly into the 
national advertising. Find out how Anson and your wholesaler 
absorb a generous amount of the space cost of this retail advertising. 


LF Ray 
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RICH Point-of-Purchase MATERIAL 
DESIGNED TO SELL MERCHANDISE 


Free counter and window displays of 
burgundy backgrounds set off with gold 
colored metal frames and cream trim — 
attractively display Anson jewelry in the 
dealer’s store. 

Unusual and timely attention-getting 
display containers (as example: see 
graduation “mortar board” display 
packaging below) complete the pro- 
gram giving the retailer every possible 
modern merchandising aid in selling i 
Anson fine jewelry for men. a See ee eteseesl: 
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The famous Anson Grip 
Clips — size of display 
41" x 8". 
GRADUATION OR 
FATHER’S DAY! 
CAPITALIZE ON THE . | ‘ oo 
NATION-WIDE SWING ae gor at fe 
to ANSON — through your a 7 
Anson Wholesaler... 
Take advantage of your Anson ' Shown on aie * fe Anson Grip 4 
wholesaler’s ability to give you every Clip . . . it opens and cannot injure *} 
: as ae: . : tic. His personal initials applied 3 
possible aid in capitalizing os the , a chen anthenh, 40:5 
public s buying Swing to Anson! Your } Above: “SIR” tie slide, 3 initials ........$2.50 


Anson wholesaler is your friend — Matching initialed Links ...... 2.50 
“SIR” Key Chain initialed...... 2.50 


your problems are his problems. He asatiiadiaamiiniinass Tie Chain with one initial .... 2.00 

profits when you profit! ee py = th When (Add Federal a ie higher in 
wer . ° anada 

Your Anson wholesaler has the en- soho me pone S All Anson jewelry handsomely Gift Boxed 

tire sales, advertising and merchan- desirable cigarette box or / 
men’s jewelry case. 


dising program ready for you. Ask 
to see it, now. : MORE MEN CHOOSE 





—— 
: A COMPLETE LINE OF MEN’S JEWELRY 


AS ADVERTISED IN ® LIFE ° POST ° COLLIERS ° TRUE ° ESQUIRE © awson inc., PROV., #. 1., ANSON CANADA LTO., TORONTO, ONT. 
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GRACIOUS GIFTS 
for DAD 
and GRAD 


“SIR.” Modern, smartly 
styled jewelry with his per- 
sonal initials. Shown at left: 
Inicialed genuine snake tie- 
chain with matching initialed 
key-chain and cuff-links. 
Sold individually or as a set. 
Also 3 initial tie-slide that 
harmonizes as a set. On neck- 
tie — initialed “GRIP-CLIP” 
— it opens —cannot injure 
the finest fabric. Tie-chain 
$2.00. Others $2.50 each 
Tax Extra) 
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(In Boxes ... Reading Down) 


THE FAMILY MAN. Portrait Tie Slide. Trim 3 favorite 
snapshots to fit removable picture-panel contained inside beau- 

Ta) tie-slide. Complete set with matching links $5.00 (Plus 
ax 

A N’S KNIFE. Cleverly contained in modern desig 

tie- an plus — Fine steel blade locks safely on tie a 

when in use. Set complete $5.00 (Plus Tax) 

THE HOME GARDENER. Ex — Flay garden 

trowel and — aad his necktie! Moun mous Anson 

Grip-Clip. The n Anson seen 8 ay every man's 

hobby or reels 32 00. (Plus _" 

THE WELL DRESSED MAN. Sabre tie-clip with match- 

ing collar holder. h. is the famous Anson Grip-Clip millions 

are wearing. It o . Cannot injure tie. ide choice of 

designs. Set donk $3 00 (Plus Tax 

THE ANGLER. Any fsherman will cherish this perfectly 

qorumnent rod and reel tie-slide. In two tones. $3.50 (Plus 
ax) 





All Anson jewelry handsomely gift boxed 
FOR DAD & GRAD. Two diminutive gold 
colored tools, astonishingly lifelike, 
mounted on the famous Anson Grip- 
clip, that millions are wearing. They 
open, and cannot injure finest tie fabrics. 
Ask to see the wide selection of Mid- 
gettes and other Anson jewelry, carefully 
designed to exactly suit your “Dad or 
Grad”! See the appropriate Anson 


cuff-links—collar holders—key chains A Mid $2.00 (pl ) 
: nson idgettes d us tax 
to make a gift set. (prices ahtly higher in Conede) 


— S¥MBOL OF QUALITY @ansoniac., Pe0v., ©. t., AMSON CANADA LTO., TeRORTO, ont. ; : . » & DA LTS... TORONTO, ONT. 














A COMPLETE LINE OF MEN‘S JEWELRY 




















_ ‘This Advertisement appears in equim . . on ces 
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Keep Your Cash Register 


4 
: Just look at them! Your customers will... 
mm ) - = a : ) and they'll buy! 
o | : 
| : g You'd never believe such excellent quality 


diamond rings could sell for so little! 








And — each of these sales-getting rings is a new, smart design in beautiful yellow or white gold. 
Center stones are in the latest REFLECTOR-TYPE settings to enhance the diamonds’ size and brilliance! 


They're naturals for promotion . . . for increased sales and profits! 


Feature Berland Diamond Rings in your advertising, 


and watch the business roll your way!! 








Triple-row, 21-diamond 
Wedding Ring 


11-diamond combination $4(). # 6869 


Wedding and 
Engagement Set All illustrations enlarged 


to show detail . 
$40. #5292 = 








JOSEPH BERLAND «- MANUFACTURING JEWELERS 











reatest Diamond Ring Value! 
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EXCLUSIVELY for the wholesale 


and jobbing trades since 1910. 
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Manufacturers of Gold and 
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BABCOCK 


T M REG -- PAT NO. 2490746 


BYU PXIESS Pp 
ROVIDING THE 


STRENGTH OF 4deed IN AN ECONOMICAL 
CARDBOARD DISPLAY CONTAINER 


Weare justly proud of the reputation of Babcock The Steelette box is fully patented providing a 


Steelette boxes. They are more than a box; they are wholly new construction consisting of a spring 
hinge cover on a cardboard box with a reinforced 





a merchandising aid, so designed that all the 

& ’ ¢ 5 ¢ steel frame for strength and longer life. Our staff 
advantages of boxes manufactured of more expen- of design engineers welcome the opportunity to 
sive materials are incorporated, with the added provide you with sales promotion sketches for 
advantage of reasonable price. your next package. Write us today. 


When in New York, be sure to visit 
our recently opened showroom at 527 
Fifth Avenue. Our representative can 
give you competent advice and service 





relative to the design and specifica- 
tions required for all your problems. 





BOX Ce... INC. 


43 SOUTH MAIN ST. * ATTLEBORO, MASS, 


NEW YORK OFFICE © 527 FIFTH AVENUE 
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Travel-minded Americans are highly clock- 

conscious people. This amazing value in a 

sturdy American-made travel alarm clock is 

eM alslitigel MMB ColM@ lechiiielolicmslelultillimel limit had 

Another ... TRAVELTIME has quality features for long 

’ service. ...It has a precision one-day move- 

Ezxz0=:H AE ment; full radium dial and hands; rich simu- 
lated leather case with gilt metal edge and 
bezel. Wide choice of colors: alligator grain, 
Profitable blue, maroon, black, green... . Another value 
Piette itel at in Everbrite’s parade of Promotion Hits with 
‘ a price that puts it right up in front... . Order 
only on your firm letterhead or order form. 


“Key” to 


7X. COHEN & SONS 


27 West 23rd Street New ¥ ° 
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In any karat, color or size and 
in any quantity, delivered quickly 
... ready to put into production. .. 
convenient and dependable. 


An ever growing number of manufacturers have 
been finding that with these products, it no longer 
pays to make their own karat golds. They find 
that they can reduce inventories—eliminate wor- 
ries about fineness, working qualities, excessive 
scrap, waste and spoilage—maintain production 


schedules—and reduce costs. 


Have you thoroughly considered the advantages 
to you of such a time and cost saving service? 
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PRECIOUS METALS 
SINCE 1867 
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Its easy to sell Le STAGE VEST CHAINS 


with the RAILROAD 
TWIST-LOCK ‘swivel 
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WEW/ Can’t be pulled out of shape 
...+. all links are soldered 


WEW / Can't pull open—screws into place 
1/20 12Kt. G.F. 

NOW ... LeStage presents the ‘’Twist- 

Lock’’, a completely different swivel that 


oo gee: 


REN 


ee 


RCS. 
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can’t bend, can’t pull open or out of shape. 
Combining the distinctive styling and sound 
construction which characterizes LeStage 
chains, the new “‘Twist-Lock” swivel is 
more durable, more efficient than old types. 
Another feature that makes LeStage chains 
easy to sell. 


Also available in all Dickens and 


Waldemar styles 
a Ask your wholesaler about this 
fast-moving, quality line. 


PRICED TO RETAIL FROM $6 TO $16 
MANUFACTURING COMPANY 


NEW YORK CHICAGO SAN FRANCISCO 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
NORTH ATTLEBORO ° MASSACHUSETTS A. H. Betz A. B. Pinero G. A. Harrah 


CHAINS * BRACELETS * LOCKETS * KNIVES * BABY JEWELRY * IDENTIFICATION BRACELETS 
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FOR A LIMITED TIME ONLY 
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See Your BULOVA Material Jobber Now 
for Details of the Sensational 


















BULOVA MATERIAL CABINETS 


BuLovA Cabinet Trade-in Offer! 


Fed S Oe aa ee Sy Vo Maata’s 4 => ° 





offer you these advantages: 


4. CONTENTS 


1. SAVINGS 


Even before this sensational trade-in 
offer, $30.50 was saved by purchasing 
this cabinet containing a total of $130.00 
worth of material for only $99.50. Now 
tremendous additional savings are made 
by purchasing this cabinet on a trade-in 
allowance basis. 


INCREASED EARNINGS 


Gives faster and surer service to customers with 
no time or money lost while waiting for parts. 


FLEXIBILITY 


Movable Model Indicators and Dividers enable 
you to add new models and parts to fit your par- 
ticular requirements. 


3. 





The 14 most essential parts for the 10 most popu- 
lar Bulova Movement Models— 540 parts in all. 
5AB-6AM-7AM-7AK-8AE-8AH-10AE-10AK- 
10BA-10BC 


RAPID PART SELECTION 


Each part is individually packaged in an iden- 
tifying envelope and is systematically filed in 
specially designed drawers according to model 
and part number in a true File-A-Way system. 


RESERVE SPACE 


You will find that the space reserved for ex- 
pansion purposes will be sufficient for even the 
largest repair shops. 














FOR $$$ | 


*watch parts, cabinets, etc. 



















BULOVA 
JEWELER’S CABINET 
| NO. 1 


® Striking wood-grained—all steel. The finish will resist 
| chemical stains and burns. The expertly designed steel 
: drawers, equipped with movable plastic dividers, open 
smoothly and easily. For beauty and efficiency, this is 
the finest small cabinet ever designed for the jeweler! 
Height—4%”; width—13%4”; depth—10%”. (Standard 
size for stacking.) Complete with 540 parts for the re- 

pair of the 10 most popular Bulova models! 


25 BULOVA CABINET. FREE! 





‘ 
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WATCH COMPANY, INC. 


MATERIAL SALES DIVISION 











For Your Protection... 


ALL GENUINE 
BULOVA PARTS 


are packaged only in these 2 ways! 
Look for them always—accept no others! 


When your Bulova parts come packaged 
in either of these two ways, you are as- 
sured that each part is genuine — truly 
standardized, individually packaged and 
factory sealed. In addition, you get con- 


venience and ease of handling to make 
your repair work easier and faster. And, 
most important, these parts enable you 
to do a perfect job always —a job that 
means customer good-will for you! 


FOR YOUR CONVENIENCE... 


Keep these parts in new Bulova cabinets now available at 
tremendous savings during sensational material trade-in sale! 


BULOVA WATCH COMPANY, INC. 


MATERIAL SALES DIVISION 








Like having an 








extra salesman 





~ 
ge 


on your counter a Wil) 
LO ei Dy 

eo NX 
be fl ‘ LY 








or in your window 
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... this Walter Lampl Charm Display sells 






MORE charms to MORE of your customers. 






Designed to show thirty-six charms, this 






handsome, sturdy display unit given FREE : 








: See Kips, SPRL PEE ES OE 
OOS ye: 


... On request ... with every order for Gold 






or Sterling Silver charms of $100.00 KEY- 







STONE or over. 
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Background of display 
unit... Black velvet 
criss-crossed in aqua. 


All charms illustrated are Sterling Sil- 
ver and retail from $1.00 to $4.00. 
Most of them are movable, many 
feature famous views. 
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: 608 FIFTH AVENUE 
‘“‘creators of the unusual — as usual” | 
: NEW YORK 20 













don't trust 
your naked eye 











Let Your Own LOUPE ee 


prove the PERFECTION of Loupe-tested 
LOVE BIRD \DIAMOND RINGS 








Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
_ © Sent * s through your own Loupe. You will then share the enthusiasm 


Me “e of other thousands of jewelers who are now successfully 


é, cnn ato and profitably selling LOUPE-TESTED LOVEBIRD 
“mony 2) Diamond Rings. Franchises are still available. 
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It's Sweeping the Nation! 


[Nixette 


/, BEATS EVERYTHING in the recipe book. A power- 


THE NEW 


HAMILTON BEACH 


Here's Why... 


ful, practical tool—not a toy. 


yA 


NN A S & 


Racine, Wis. 


ONE-HAND OPERATION lets user hold Mixette in one 
hand, set the speed with her thumb. Exclusive! 

THREE TESTED SPEEDS, right under the thumb, beat, 
mix, mash, or whip in any bowl or pan. 

BALANCED HANDLE ends wrist strain. Flat base: on 
beater unit prevents messy batter-drip. 

SMART PACKAGING—a gleaming silver gift box that 
doubles as an attractive counter display. 

WALL BRACKET holds Mixette when not in use. This 
21% lb. all-purpose portable also stores in a drawer. 
THE SMALL MIXER WITH THE BIG NAME. Pow- 
ered by the trouble-free Hamilton Beach motor, 
long the standard in the electric housewares // ff 
field. Hamilton Beach Co., Div. of Scovill Mfg. Co., , 


R 


(18.25 Denver 
and West.) 
includes bracket and 
screws for 


wall-mevunting. 












ETAIL 





-- « backed by the BIGGEST Spring Advertising Campaign 


in HAMILTON BEACH wistory 


Womans Da® 
+ re | 


3,469,000 
copies per issue 


110,000 
copies per issve 


4,473,000 
copies per issve 


HAMILTON BEACH...Now with 


Pyrex Ware bowls! 


DISPLAY HAMILTON BEACH 
, —and it sells. That’s because 
‘\#) more and more women are 
* J» learning that, of all food mix- 
” ers, this one is easiest to use. 
In its simple, effortless ease 
of handling they find the an- 
swertotheir needs. Display it. 
Let them see... help them 
try ... and they'll buy! 





$3425 RETAIL 


($34.90 Denver 
and West.) 
Includes two 


Pyrex bowls and 
®xtra single beater. 


JUICE EXTRACTOR, $4.25 
($4.35 Denver and West.) 
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1,244,000 
copies per issue 


3,281,000 
copies per issve 


555,000 
copies per issve 


Tell the “‘DEEP-CLEAN” Story! 


“‘DEEP-CLEAN” is the clearest, 
most convincing selling idea 
to hit the tank-cleaner market 
in years. It’s easy to demon- 
strate. It makes sense. Use 

it and you'll se// the Hamil- 

ton Beach an 
*“‘Deep-Clean”’ ail 
—the cleaner: | 
with more exclusive 
features than any oth- 
er in its price class. 


$7250 


RETAIL 









Includes eleven cleaning 
tools and carrying case. 
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Broresniaon. edt 
9, 268, 000 
copies per issue 


1,046,000 
copies per issve 


2,251,000 
copies per issve 


The New HAMILTON BEACH 
Quick-Dry ELECTRIC HAIR DRYER 


A GREAT NEW ITEM for the + 
home-permanent market! On the 
record, Hamilton Beach is the 
choice of professionals. 


All-metal — no plastic. 
Light, easy to handle, 
yet durable. Two 


switches — ‘“‘On-Off’’ 
and ‘‘Hot-Cold.’’ AC- 
DC. Handsome light 
ivory enamel. Gift 
package doubles as at- 
tractive counter display. 





$1490 


RETAIL 


$15.45 (Denver and West.) 


ol 
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ALL PRICES KEYSTONE $62.00 $92.00 pair 


- fry 


M1020 D1030 M1026 D1042 NPY. D2046 


$24.00 $16.00 $40.00 $25.00 $55.00 $53.00 
& diamond set 8 diamond set re IT -Tastolate ME T-3 


$40.00 pair $65.00 pair $108.00 pair 





KIN LOCK SETS 
CAN'TTURN ... 
CAN'T SLIP 


Complete Line from 
$49.00 to $500.00 
Keystone 


ML2028 ML2023 
$130.00 ‘ $75.00 


1 rei T-Tealelile mnt -5; 7 diamond set 











Mats and other promotional material available Rings Enlarged to Show Detail 


Dauid Sarkin, Vue. 37 W. 47th ST., NEW YORK 19, N. Y. 
Leading Ring Stylist for More Than A Quarter Century 
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In the distinguished creations that 
bear the Seidman _— no compromise 

is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 


wonder so many progressive jewelers con- 


centrate on the Seidman Line. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 471TH STREET 
NEW YORK 19 N. Y.4 
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AMERICA’S MOST POPULAR 
DIAMOND MOUNTINGS 
AND WEDDING RINGS 
IN GOLD OR PLATINUM 


Jewelers from all over 
América know Goldstein-Gerson 
as “‘The House of Fishtails’” .. . for no 
one else has such a wide selection of 
mountings to fit every size diamond from 300 per 
carat to half carat. See this complete line of 
superbly crafted rings in various price ranges. 


Every Popular Style and Size 
Every Popular Price You Need 
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EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE’ DIAMOND DUETTES 


126 W. 46th STREET 
NEW YORK, 19 
Sold only through Wholesale Distributors 
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ARTHUR GOLDSTEIN @ JULES GERSON e@ A. W. (Patty) COHEN @ A.B. GRODMAN @_ IRWIN GOLDSTEIN 
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Arvin Irons! 


Model 2300—Arvin Dual-Control tron with exclusive 
Arvin Magic Watchman. No more risk of scorching 
if too hot; no more effort wasted if it’s too cool. 
8-ft. cord. Weighs only 3 lbs. Reversible for right 
or left hand ironing. Underwriters’ listed. 


Model 2200—Arvin Automatic Iron. Automatic heat con- 
trol for all fabrics, from room temperature to 600°. 
Fast heating, fast step-down, saves ironing time. 
Cool comfort-grip handle. Rod-type 1,000-watt em- 
bedded heating element. Underwriters’ listed. 


LESS 40% in master carton of three 


Here’s one guarantee that does NOT 
leave dealer holding bag! Every Arvin Iron 


comes with registration card and guarantee attached. Terms 
of guarantee are plainly stated. Customer deals directly with “~ 


factory —no headache for the dealer. 








An Arvin Thrifty ’50 
combination offer! 
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$4.50 retail saving on Arvin 
Automatic Toaster and Lazy Susan! 


ee $21.50 Arvin Automatic Toaster—regular $5.95 crystal- 

and-chrome Lazy Susan—make a sensational $27.45 value for 

your customers at a clear saving of $4.50! Toaster has cushioned 
p-up, heat control, hinged crumb tray, insulated base and 
ndles, and exclusive Arvin Sta-Warm Shelf! 4 95 

Pull customers in with the sensational combina- W1 W 

tion price of only...................ec cece eee 

ADVERTISED IN A FULL PAGE IN LADIES’ HOME JOURNAL FOR MARCH! 
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Model 2200 







Every woman 
is a prospect! 












Arvin Charming Hostess Party Package 
GIVEN with every Lectric Cook! 


NOW every customer who buys the famous Arvin Lectric Cook 
from you will receive, during this limited offer, the generous 
Arvin Charming Hostess Party Package—containing full-size 
packages of Kraft’s American Cheese, Swift’s Prem, Duff’s 
Waffle and Pancake Mix, and Log Cabin Syrup $ 95 
—plus a collection of tested recipes! It’s a sure- 24 
ee Es 6 bk 6 no -00- 000 etnecdeseeas 


SEE COLOR PAGES IN APRIL ISSUES OF LADIES’ HOME JOURNAL 
AND WOMAN'S DAY! 


SEE YOUR DISTRIBUTOR NOW! 
Arvin Electric Housewares Division *® NOBLITT-SPARKS INDUSTRIES, INC. © Columbus, Indiana 
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3 GOOD REASONS 
why ROSARIES by 
CATAMORE 
are FIRST CHOICE 


... With consumers 
with retailers 
with wholesalers 
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R77 R/C Sterling silver 
Square shaped beads 











R89 R/C Sterling silver 


These three new creations speak well for: mele naan M80 


1. artistic beauty—genuine rock crystal 
beads cut in sparkling patterns. 


2. skillful craftsmanship—delicately engraved sterling sil- 
ver medal and crucifix in classic lines. 

3. profits—once they are shown, th nuin k a 
P ' il ~_ penn cmmmumeinenss ~— R76 R/C Sterling silver 
rosaries are certain to appeal to your customers, assuring Lantern shaped beads 

you of high volume sales. 


So order your stock now! 








aN = 
= 
TANORE: 
New York Mid West East UN ! 
FRED W. MARKS DICK SHOWERMAN WILLIAM PEACH wadirva Ss WRWA, r 
373 Fifth Ave. 29 E. Madison St. 231 Pine Street 
New York. N. Y. Chicago, I. Providence 3, R. I. 


231 PINE STREET e PROVIDENCE 3eR°1 
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-DAY 7-JEWEL SWI: 
cock 1m [GENUINE 











ae | ; s a ee @ Biggest clock news of the year is this 
"8-day wonder’’ by SEMCA! Never 
before have you been able to sell an 
8-day, 7-jeweled alarm clock IN GENUINE 
LEATHER at anything like this low | 
price ...If you want to see plenty of 
fast, profitable action in your clock 


department, be first to show this new 


winning number by SEMCA. 





No. 77, SEMCA 8-DAY, 7-JEWEL 
SWISS TRAVELING ALARM CLOCK 


IN GENUINE LEATHER CASE. Gilt finish 











bezel and numerals, Luminous hands and = ss » 
dial. Choice of colors: brown, pig, red and —— . i; * 
blue. Size 3%” x 3%" \ : _ . . _.. F i RS T oo IN AMERICA 
$ 50 ee with ONE key for both time and alarm 
To retail at 17 aeons You wind the ALARM when you wind the TIME... 


ONE key, ONE operation. The convenience of this 


West Coast $18.00 plus tax unique SEMCA feature has strong sales appeal. 


ss 
——_ 
a 
—— 


MCA CLOCKS 
MMTIONALLY ADVERTISED ON THE AIR Consult your Wholesaler 


SEMCA clock company, inc. 


30 IRVING PLACE - NEW YORK 3, N. Y. 
Phinney-Walker Clock 
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7 Anglers Choice 
51165 Fly 
$7.00 retail 


$1165 Masonic 
$6.50 retail 


| yy ‘$i 167 Nasonik 
npg titcihos nn —~—‘$4,50 retail 
$5.50 retail 


A NEW TWIST TO THE 1950 
HAYWARD CUFF LINK LINE 
MASONIC MOOSE 


SHRINE — Hayward offers something new in gold-filled 
cuff links. Popular emblems or colorful trout 


Available with the following emblems 


cae a flys suspended in lucite .. . forming cuff link 
Ose Faiiows maven stones that are really tops. Rich colorful back- 
KorC KIWANIS grounds of red, blue or black. Available in 

Also colorful Fish Fly matching sets of cuff links and tie chain or 


slide . . . attractively gift packaged in red 
steelette box. 





WALTER E. HAYWARD COMPANY ° ATTLEBORO, MASS. 


MANUFACTURERS OF QUALITY JEWELRY 
DISTRIBUTED THRU WHOLESALERS 
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, WATER-RESISTANT WATCH CASES 


@ Flat-top pressed 


@ Precision-made 
crystal, highly finished 


@ Easy to Assemble 


ree Each case tested in a 
@ Hand Polished, Mirror-Lapped Pes water-pressure tank 


#322 Nationally accepted 


Men's 1111: Mirror lapped 
beveled surface bezel. 
Cases made in White 
Chrome top/steel back; Yel- 
low top/steel back; All 
Stainless Steel. 


2303 a IO . \\ #90 

men's 10'AL: Mirror lapped ; 4 As = Men's 10'4L: Mirror lapped 
beveled surface bezel. . " : E = : flat surface bezel. Cases 
Cases made in White ¢ a8 . | ~ if ai gp made in White Chrome top 
Chrome top/ steel back; Yel- ; x . % tats /steel back; Yellow top/ 
iow top/steel back; All — a  * A ih BD of ,” steel back; All Stainless 
Soinless Steel. Movement ce | ™ SI Y ns Steel. Movement fit 10'AL 
fit 10%44 regulor and 10/L ‘ ASS ; : ie | reguiar and 1041 thin. 


thin. 


267 | = = #66 
en's WYpl: Mirror Men's 1141: Mirror 
} lopped flot surface lapped flat surface 
i bezel, Cases made bezel. Cases made 
in White Chrome : in White Chrome 
iop/steel back; Yel- top/steel back; Yel- 
low top/steel bock; aa e a 4 low top/steel back; 
All Stointess Steel. yee ™ a, All Stainless Steel. 
A. 3 4 . a Movement fit 1041, 
! | 6/0 Elgin, 6/0 Ham- 
ilton, 6/0 Waltham 
and 11%l avto- 

matic. 





#323 


Men's 1141: Mirror lapped 
beveled surface bezel. 
Cases made in White 
Chrome top/steel back; Yel- 
low top/steel back; All 
Stainless Steel. Movement 
Cases made in White a l0'%”al, 6/0 Eigin, 6/0 
amilton, 6/0 Waltham 
Chrome top steel back; Yel- and 11%L automatic. 
low top/steel back; All 
Stainless Steel. 


#3120 . 

Men's 8341: Rectangular. 

Cases made in White 

Chrome top/steel back; Yel- 

low top/steel back. Move- eas 

ment fit AS-970, AS-1240, : | 

AS-1180 and 8x0 Eta. Ladies’ 8°41: Mirror lapped 
beveled surface bezel. 
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Sold to Watch Importers Only 


I. D. WATCH CASE COMPANY, INC. 


General Offices and Factory: 137-11 90th Avenue, Jamaica, N. Y. 
Creators of Watch Cases of Superlative Style, Beauty and Quality 


LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 


NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue: Telephone PL 7-4257 
EASTERN AND SOUTHERN REPRESENTATIVE: Dave Kay, 93 Nassau Street. New York, N. Y. 


CHICAGO OFFICE: William Bart, 29 E. Madison Street 











Y our whole business depends on the mind of the buy- 


ing public. What do people think? What will people 
accept? What will people buy? Once you have the 
answers to questions like these you have the key to 


greater sales. 


Here you have it...a true picture of the buying public’s 
mind...developed by the accurate means of scientific 


research. Here, you can see at a glance how much 


sreater influence Gold Filled merchandise has on the 
buying urge of those who seek high quality jewelry at 


a popular price. Yes, and you can see the reasons why. 


Once you have read our new informative booklet 
“What do people think” you will stock, feature and 
sell more and more Gold Filled merchandise for your 
greater sales and profits. If you have not received a 


copy, send for one today. 


RESEARCH DIVISION OF 








Gold Filled & Rolled Gold Plate Mfrs. 


PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Commercial Standard CS 47-34 as issued by the United States 
Department of Commerce and approved by the American Standards Association 
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ladleita@ 
display America’s OUTSTANDING kiddie line a : 
. . - sell MORE Kiddie Kraft | \ wt —_— a “Patented 


moos EXTRA PROFITS 







,.. nationally advertised 











... foremost in style, variety and 
quality 


..» popular priced —$2.50 and up 


. .. FREE newspaper mats and full-color 
displays—write for yours 


MARATHON COMPANY 


Attieboro * Mass. 












Creators of the finest Children’s 
Jewelry for over haif a century 





Kiddie Kraft's new “Sweet- 
heart’’ 10K Gold Birthstone 
ring assortment will sell rings 
- «+ all year ‘round. 



















Build extra sales . . . establish a permanent Kiddie Kraft 
department. Contact your wholesaler — TODAY 






WRITE FOR special $50 Starter Assortment (costs you $25). Best selling 
numbers of Rings, Bracelets, Lockets, Crosses, in 10K Gold and Gold Filled 


... all in the “Sweetheart” box. Give us name of your wholesaler. 

















oly Flower 


No. 4672... Sterling 
rosary, sterling beads. 
Plain crucifix. 


we 


» 

69 rosary, dutee quality. 
At SITU Cohi-te MN ol-tola Molto Kons 
or tye Fancy crucifix,pegged 

| SNS image. 


A 


. Sterling 


No. 4678 ... Sterling 
rosary. Round faceted 
crystal beads. Pegged 
Tilele(- Moiese bib 


No. 4628... Sterling 
rosary. Black faceted 
round beads. Pegged 
image on crucifix. 


No. 4674... DELUXE 

sterling rosary. 7MM. 

GENUINE ROCK 

CRYSTAL BEADS. 

Double embellished 

crucifix with pegged 
. image. 


‘\ 


No. 4571... Sterling 
rosary. Sterling lan- 
tern, corrugated 
beads. Pierced cruci- 
fix, pegged image. 


him | L 
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NEW DESIGNS in 
SILVER and GOLD FILLED 


In the presentation of these new Holy ° gar \ 
Rosaries, you'll find the same high standards of | \ i 
craftsmanship and materials that have alway$ _ \ 
been the features of the Little Flower line. Tha 
artistic beauty and dignified charm of thes 
Little Flower rosaries is achieved by the unusual): 
variety and design of the crucifixes and medals. . -; 
All are correct in every detail and give the line 
its outstanding merits. 


All Little Flower Rosaries are packaged in this © 
unusual satin lined box. 
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. wedding bells are ringing PRC 
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WITH THIS 


EXCITINGLY NEW AND 
DIFFERENT (37 Ht 


PAE NS: 








You can have these advertising 
aids for your BRIDAL PROMOTION 
—" | 





@ Unlimited gift appeal at a 


popular market price . . . this new clock 




















will create store traffic and boost your bridal | F eo 
| COUNTER BILL PERMANENT 
gift volume to new heights. Customers CARDS STUFFERS DISPLAY 
not only wonder how it works... but how _...and backing you up... ) House & Garden 
a full scale JUNE BRIDE en 
h 2 different ds. oe 
the hands move at 2 different speeds NATIONAL ADVERTISING IDI B 
Its new beauty and precision construction  - program... G / JIVING 
make it a sell-on-sight item . .. a perfect You can easily see the tremendous Modern Bride | 
impact your bridal promotion will 2 
NEW idea for a bridal gift. Order NOW! have after your customers have been & HOME a+ 
pre-sold thru these leading publica- "7 ane Baie 8 ie oS | 
LIST PRICE $19.95 tions! They'll be planning on giv- es mia Me tita, 
ing the “Golden Hour”...somake fi ap tp) Wishes + | 
Contact Your Wholesaler Today! sure you get in on the sales! 4 = oe rr a 
2: Aya 





ki 


JEFFERSON ELECTRIC COMPANY e BELLWOOD, ILLINOIS 


te, | : 
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DOUBLE 
FEATURE 





Deknatel presents two 
specially priced combinations, bound 
to spur sales in your Pearl Department, 


from now until Mother's Day— 


Sunday, May 14th. 


The two featured designs are shown 
off to best advantage in exclusive 

Antique Ivory Plastic Jewel Cases 
... Both the “Classic” two-strand 
necklace and single-strand 


“Lavaliere” type necklace { “4 


are of Deknatel Lily White y, 


P 


quality — simulated pearls of \_,~ 


incomparable lustre and finish. 


Here’s a Deknatel duo of perfect 
Mother's Day Gifts! Check the 
special Mother’s Day prices and 
send your order today—or ask for a 


representative to call. 


SUGGESTED SPECIAL MOTHER’S DAY RETAIL PRICES 
1-strand “Lavaliere’’ type with 
front clasp—in Jewel Case $5.00 per set 


2-strand ‘'Classic" with Button $7 50 per set 


SIMULATED PEARLS OF FLAWLESS BEAUTY Earrings—in Jewel Case 
J. A. DEKNATEL & SON,, INC. 96-14 222nd St, Queens Village, L. 1, N.Y. 
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J ust for fun, guess what we’ve packaged now! 
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} 
le you said the great New 
ce 99 : : 
Telex “200” Hearing Aid, 
you guessed right! 
Engineered with split-hair precision and fully con- 
tained in a case of jewel-like beauty, it is only 
fitting that a product of this quality be pre- 
sented to its prospects in a package of 
unmistakable merit. 
And, with Telex — as with scores of 
other makers of world-famed hear- 
ing aids and other products — a 
‘Planned Package by Farrington” . 
has been the natural choice. ~~ 
With an almost-endless variety of leather- > | 
rich coverings (both real and simulated), = 
Duroframe construction and superb design, 
every Farrington package is made to win atten- as 
tion and loosen pursestrings . . . on a profitable basis! 
May we submit designs and bids on your next package? 
You will not be obligated in any way. 
FARRINGTON MANUFACTURING COMPANY 
GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30. MASS. PackaceD 4 
YA —. \ F | 
| } ; (FEZ ' ~ 
o> < Ze \ = > a 
“A Ss - 


DISPLAY PACKAGES S JEWEL CASES ° METAL SPECIALTIES ° CHARGA-PLATE 








SERVICE 
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Cnulated RUBY ond dae 
1/20 12KT. G.F. CUFF LINKS 


Here's the perfect companion to an established 
success ... CUFF LINKS to match our tie chain 
“hit of last Fall! Authoritative 1}& R hard-enamel 








emblems against a rich background of Ruby Red, 





framed in 10K Gold, for a wide variety of $19 00 





Orders and Clubs. Individually, or in (7.1) 
KEYSTONE 
matched sets with tie chains. $10 PAIR 


Order from Your Wholesaler ~ Today 


Setein 


Available with these hard-enamel emblems 


8401/1 Masonic Blue Lodge 8409/1 Elks 

8403,1 Shrine 8410/1 Eagles 

8404 1 32nd Degree 8411/1 Lions 

8405 1 Odd Fellows 8412/1 Rotary Made like precious 
8406/1 Knights of Pythias 8413/1 Kiwanis mate’ tobe... the 
8407. 1 Knights of Columbus 8416/1 Knights Templar face swivels te 
8408/1 Moose match and fit the 


To order sets, use same number with /2 angle of the cuff! 





Trade Mark 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 
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SWISS Renamed Coxe! 


TRAVELING ALARM 
OE OT 


BY SEMCA 


a , 


Pp 
’ 
f 


~ 





@ SEMCA introduces a gay new note in traveling clocks in 
these lovely brocaded creations. Never before have you 
seen traveling clocks so glamorous, so irresistibly feminine! 
Designed expressly for the ladies, it's not only a 

dainty traveler, but a clock of such breath-taking beauty, 
such elegance that it will grace the most exquisite boudoir. 
Here at last is that ‘‘something really new” in 

traveling clocks that will pay off handsomely fo you 

in fast, profitable sales! : 
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No. 110 1-Jewel 
Luminous figures and hands. 


To retail at $1395 pius tax No.710 7-Jewels 
West Coast $14.45 plus tax Luminous dots and hands. 


To retail at $4595 plus tax 


West Coast $16.45 plus tax 


Both No. 110 and No. 710 come in 5 
different colors, richly accentuated in gold. 
Bright gilt finish bezel. Size: 3344” x 3%”. 


PT SEMA CLOCKS 
Consult your Wholesaler | ast ec NATIONALLY ADVERTISED ON THE AIR 


S em C a pe company, “2 By Radio and Television 


30 IRVING PLACE. NEW YORK 3; N. Y. ‘Manufacturers of Phinney-Walker Clocks 
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NEW 


Gweerueart Cuest 







J. W. Johnson and Community team up 
to make more profits for you! 


Find a model in your community to pose 
for Jon Whitcomb, famous illustrator. Hun- 
dreds of thousands of girls will learn about 
Jon Whitcomb's search for models thru Com- 
munity's magazine advertisements as well as 
96 newspapers in addition to radio and tele- 
vision. Countless thousands of bride-age girls 
will apply at your store for applications. This 
means heavier store traffic, interested silver- 
ware customers and profits for you. 

Application blanks are packed with the 
servers—be ready for girls who come to 
your store to sign up. 

As a good will builder give each applicant 
a special gift of a beautiful jelly server in 
the Community pattern she prefers. 

These servers are offered to dealers at 25 
cents each and may not be displayed, adver- 
tised or sold except at fair trade consumer 
price of $1.50. 

When ordering jelly servers indicate num- 
ber wanted in Evening Star, Morning Star, 
Coronation, Milady and Lady Hamilton pat- 
terns. 

Model search ends May I, 1950. 


Makes a 
Wonderful 


Display 





ia, 


61-Piece 
Service for 8 


$7950 


This new chest makes a spectacular display in your 
window or on your counter. With the popular 61- 
piece Service, it's sure to attract attention and 
produce sales. A colorful display and price card 
are furnished. Lined in brilliant red and white ... 
the wood outside rich mahogany color. 

61-Piece Service for 8 contains: 16 Teaspoons, 8 
Oval Soup Spoons, 8 Knives, 8 Forks, 8 Salad Forks, 
8 Iced Drink Spoons, 2 Serving Spoons, | Butter 
Knife, | Sugar Spoon, | Cold Meat Fork. Order 


yours now... 


J. W. JOHNSON 


Established 1869 
15 MAIDEN LANE NEW YORK 7, N. Y. 


Jewelry — Clocks — Silverware 
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Introducing the New “ELEGANT” Series 


in a combination of 






{ SV, strikingly lovely— 


that’s the Granat “Elegant” series. These 
impressive ensembles, combining plati- 


num, gold, and fine diamonds, are all the 


$200 the set retail + Diamond solitaire with 2 side dia- 
monds. Wedding ring with 5 diamonds. Granat Tempered 


handsomer for design of superb restraint ... all the more 


desirable for the compelling advantages of Wed-Lok*. As in Mountings* in Gold with platinum. 
all Granat rings, the diamonds are carefully selected and $250 the set retail - Diamond solitaire with 4 side dia- 

mn ; monds. Wedding ring with 7 diamonds. Granat Tempered 
matched for brilliance and color, and set in Tempered Mountings* in Gold with platinum. 


$300 the set retail » Diamond solitaire with 6 side dia- 
; monds. Wedding ring with 9 diamonds. Granat Tempered 
stronger ring life and maximum diamond security. In these Mountings* in Gold with platinum. 


Mountings* (not cast), specially processed for longer, 


new “Elegant” ensembles you offer your customers out- Taxes additional 
fa y y 


standing beauty and value... for surprisingly modest cost. 


‘ 
Of course, other Wed-Lok* ensembles from $100 to $1250. ( P T 


The Patented MULTI-GRIP LOCK 
Manufacturing Company 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 








holds rings securely 
together in two places! 


This patented exclusive lock 

holds rings together firmly 

and is guaranteed for the life- 
time of the rings. 





HERE & HERE 






*TRADEMARK REG. U. S. PAT. OFF. 
WED-LOK RINGS ARE PROTECTED BY U. S. PATENTS. 
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This 

Universal 
Geneve 

Leader 

for 1950 

is already 

an established 
seller. 

A climate-proof 
automatic 

with sweep hand 
—an amazing 
value at $65! 
Now also in 
heavy 14 Kt. gold 
at $145 retail! 
Write for 
possible 
exclusive 
representation 


in your city 
© H.S.W.A. 1950 
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- Larger than 
' actual size 


a 
THIS IS THE WATCH OF 1950 












pee 


water-resistant 
dust-resistant 
shock-resistant 





UNIVERSAL 


GENEVE 





40 hours of reliable time generated in a few hours 
of normal wrist wear. 


New, lightweight pendulum with jeweled bearing 


2D assures greater durability and efficiency. 


New, technically advanced, anti-magnetic 17- jewel 
accuracy movement. 


New, distinguished, super-protected GOLD-FILLED 
case—safeguards against normal watch hazards. 


New, pleasing design of hands and dial gives you 
visibility unlimited. 


Pin-point timing made possible by professional type 
sweep-second hand. 


In other words, a great new automatic watch $ 
and a wonderful investment at 


Federal Tax 
INCLUDED 


CALL ELDORADO 5-6158 OR WRITE FOR NAME OF NEAREST DEALER 
THE HENRI STERN WATCH AGENCY, INC., 587 FIFTH AVE., N. Y. 17 


) 08 @® @ 
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MILLIONS of men 
will see Mele's 


"Rhapsody" 
Musical Jewel Box in 
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for gradua meg 


_ “@nniversaries*™ 
eMother’s Day." 
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This sales- 
producing 
advertisement 
will appear 
early in May 
































melody; the Thorens 
Swiss movement plays: 












~as ae 


A sine Enchanted Evening 4 
Stardust a 


“ < 2e 
ays ‘ 
gus rey 
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eo x 34, 
Spacious e $ tee =f 
., ). 
$9.95 (no Fed. tax 
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elry or Mggage store. 
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“WHAT 
TO BUY” 


for Mother's Day, 
Graduations, 





gr, blue. 
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Strong selling advertising in Esquire will make May, June and July big selling 
months for you . . . with Mele's "Rhapsody" Musical Jewel Box. The Thorens 
Swiss Movement plays one of these romantic melodies: Some Enchanted Evening, 
Stardust, Always, Anniversary Song. (Assorted tunes in each shipment.) 


SA E LE Style 54 Style 57 
Aniline-dyed Genuine Leather. Aniline-dyed Genuine Leather. 


MFG. CO. INC. Size: 10 x 7 x 317". Smaller size: 734 x 534 x 21/". 
366 Fifth Avenue Colors: Wine, Blue, Green. Colors: Wine, Blue, Green. 


New York |, N. Y. Suggested Retail: $9.95 Suggested Retail: $7.95 
Established 1912 Cost to you: $5.75 Cost to you: $4.60 




















Manufacturers and Exclusive Advertising Mats and Photographs upon request! 


Distributors of all Mele Products ORDER NOW FOR PROMPT DELIVERY! 
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"Guaranteed by» 
Good Housekeeping 
N22 4s aoyeanst WIS 
Steak Knife Sets— 4, 6 
or 8 in ‘‘Jewel-Box”’ 

chest. Classic handles shown. 


Build prospects by building 
your counter and window dis- 
plays around these FREE aids 


Display Merchandiser — colorful counter 
or window card that draws attention and 
builds sales. 





Radio and TV Scripts—complete scripts 
and descriptions for use. Timed for 1-minute 
or 15-seconds with space for your own 
signature. 





Mats, Electros, Photos — Mats or 
electros of complete ads or product cuts. 
Glossy photos of cutlery and portraits of 
Jeanne Crain. 





Imprinted Stuffers— tested sales-boosters 
featuring Jeanne Crain and Carvel Hall 
Cutlery. Send them out with your bills. 





vt 
—— 


a 






\ 


4, 
ae ' 
oS Cash Award Contests — for your window 
or counter displays . . . for your own sales 
people to tie them in. 
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Carver and 
Fork shown with 
Vogue handles 

in ‘‘Jewel-Box’’ chest. 


Grunt Coaite tage - 
“TU help you sell 


CARVEL HALL 
utlery Sets”’ 








JEANNE CRAIN 
starring in 


‘CHEAPER BY 
THE DOZEN” 
a 20th Century Fox 

Technicolor 


Tie-in_ now with 
Carvel Hall's STAR 


June Bride Promotion 


Production 


Ove in a blue moon comes a real 
natural sales builder! Carvel Hall's 
giant June Bride Promotion, starring Jeanne 
Crain—the perfect combination of a sky- 
rocketing line and the ideal merchandising 
idea. It’s about to break—timed with the great 
June Bride Season! To 20,000,000 readers 
of top national magazines Jeanne Crain will 
tell the story of Carvel Hall microned blades 
—scientifically honed to a microscopic edge, 
} precisely tempered, backed by a lifetime 
g service guarantee. She draws attention to the 
Carvel Hall package to add more punch to 
your display tie-ins. This great all-inclusive 
campaign has everything to make it a real 
merchandise mover. 


Write For Details 
Send today for your free copy of the Briddell 
June Bride Promotion Book. It gives com- 
plete details on the national ads, display 
merchandiser, mats, electros, photos, radio 
and television scripts, booklets and_ billing 
stuffers. What’s more, it tells you how to 
enter the Promotion Display Contest and 
how to tie-in your sales personnel in the 
Retail Sales Contest. Both contests have 
attractive cash awards. Send now for the 
whole story and get started on a real sales 
push that can pay off for you! 


@ BRIDDELL 


CRISFIELD, MD. 


Carver, Fork and %\. 
Sharpening Steel, 
'* Jewel-Box’’ chest. 
Vogue handles shown. 


Master Set — 
Carver, Fork and 
six Steak Knives in 
'' Jewel-Box"’ chest. 

Shown with Vogue handles. 
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YOUR CUE TO BIGGER BUSINESS: PROMOTE 


OMEGA 


tor these sales-building events 


GRADUATION 
WEDDINGS MOTHER'S DAY 
ANNIVERSARIES FATHER’S DAY 


Push Omega in this big spring gift-buying season...and your watch sales will soar. For there 
is no greater value in the quality watch world today. Omega's matchless combination of 
supreme accuracy, century-long reputation, and distinctive good looks...at prices that are 
not extravagant... will make your promotions pay rich dividends. Take advantage of Omega's 
dealer aids for best newspaper promotion. Tie-in with Omega's important national advertising 
planned to build your sales at the biggest buying seasons. Send for your Omega dealer aids. 


Omega backs your promotions with national advertising that reaches 11,459,599 
readers in the spring months alone, with more to come. Our 1950 campaign appears in: 


ESQUIRE 

FORTUNE 

LIFE 

NEW YORKER 

N. Y. TIMES MAGAZINE 
VOGUE 

NATIONAL GEOGRAPHIC 


FOR APRIL, 1950 





These ads highlight that famous value, the OMEGA 
AUTOMATIC — the gold-filled model with new 18K 
gold applied-figure dial, at $71.50; FTI. This com- 
pelling campaign will help spark the sale of all your 
Omega men’s and women's watches. 





ESQUIRE 

FORTUNE 

LIFE 

NEW YORKER 

N. Y. TIMES MAGAZINE 
VOGUE 

NATIONAL GEOGRAPHIC 














SPECIAL 


DEAL 


8 
BRACELETS . 
& TRAY 


enratpe for ainda 


girls, men, women 


Your Cost 
27°? 


Suggested Retail 
Selling Price 
$71.15 T.I. 





STERLING SILVER with Rhodium Finish 


Heavily Made * Hand Tooled ° Finely Polished * Fully Guaranteed 


Elco makes it easy for you to sell Idents to the all persons, for any occasion. You can’t get better 
entire family. Get this Special Deal, including Idents than “‘Elco’’. And with this Special Deal 
bracelets of all sizes and push Idents as gifts for you're sure of extra profits. 


See Your Wholesaler 


MILGLO JEWELRY COMPANY 


302 Fifth Avenue, New York I, N. Y. 
Chicago: Harold Charmack, 36 South State St., Chicago, Ill. * Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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Genuine 
Multi-color 
stones 


37 WEST 47 STREET « NE 


eS 


FRA 
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ad FORTUNE 


aqre yours: 
with 


INEABLEE 


The fame of INCABLOC, 
the incomparable shock absorber. 
The prestige of FORTUNE, 


the outstanding industrial magazine 





... combined in a new series of dramatic advertisements 

to bring you power-packed backing for your upcoming promotions. 

Take advantage of this great campaign — feature INCABLOC-equipped 
watches in your displays and in your advertising. 

Today, when more and more customers look specifically 


for INCABLOC identification, you will want 





a complete set of tags, counter cards 
and other merchandising aids. 


Write for them today. 








CUSHION THE SHOCK WITH 


NEABLEE 


366 Fifth Ave., New York, N. Y. Factories: La Chaux-de-Fonds, Switzerland 


ee 


THE AMERICAN INCABLOC CO. 


We . 
SS 


S 


THE JEWELERS’ CIRCULAR-KEYSTONE 


74 











3 SMIULION PRASPECr NE CLM 














SLI ee | 





Thousands right in your own town. . due for Evang 
for the ASR Table Lighters One for Every 







Gift Occasion 
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CUlMGE LIGHTER SET 


The Most Talked of Table Lighter in All America ... Retails at $25.00, No Fed. Tax 


Impressive design, enduring beauty, superb modern finishes. A®S*R Heritage Table Lighter, com- 
panionate cigarette server and matching tray. Famed A*S®*R precision mechanism, Ebony Tenite 
handles. A matchless symbol of gracious living. 


— A*S*R Heritage Lighter in Copper, Brass or Rhodium. 
Sure “‘light-switch” action. Can be engraved. Retails 


Vig gli = at $12.50, no fed. tax. 


ari) The ASR | “Classic” 
Dei sh Retails at $12.50, No Fed. Tax 


For table or desk. Beautifully wrought in non- 
~~ — 2 ae tarnish Rhodium, Copper or Brass finishes. Preci- 
Se OO sion A®S*R Lighter mechanism. Can be engraved. 
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For The Bed Room 


bwoortnsnsossw GOPPER-BRASS -RHODIUM 


POCKET 


LIGHTERS 
Retail from Nationally Advertised in LIFE ... VOGUE ... and the AMERICAN ec 


$5.95 
LIGHTER DIVISION AeSeR CORP. BROOKLYN, N. Y. 


to 
$200 
SOLD BY LEADING JEWELRY JOBBERS FROM COAST TO COAST 
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“Auno Sanclo”” 


HOLY YEAR 
7 JEWEL SHOCK RESISTANT 


WRIST WATCHES 
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PATENT 
PENDING 





@ 7 JEWEL SWISS MOVEMENTS 
@ SHOCK RESISTANT 

@ LUMINOUS DIAL AND HANDS 
@ PADDED LEATHER STRAPS 

@ UNBREAKABLE CRYSTAL 

@ SWEEP SECOND HAND 

@ ONE YEAR GUARANTEE 


Here’s your chance for PLUS business in a 


that offers irresistible appeal, featuring 
remarkable value for the price. The 
package is the greatest ever offered in 
the history of jewelry merchandising. 
The watch is extremely unusual; the 
promotional backing and dealer-ad- 
helps, exceptional; and all-in- 
all a selling opportunity 

being recognized by the 
progressive leaders of 

the Industry. 
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large and attractive market with merchandise 
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ANNO SANCTO JUBILAE] MAXIMI 
Created in Commemoration of 
the 25th Year of Jubilee 








Lovely, cardinal-red lined interior is 
revealed when the lid is lifted, Ideal 
for keeping your rosary, crosses, 

or other treasures. 





Choice of Styles 
for Men and Women 



















To Retail at 








PATENT 
PENDING 





Notice the engraving +m Le : 
on the back of the snes S Yteg 
“Anno Sancto” watch. ‘ o*' 


Sold only through Distributors by CRONOW WATCH CO. INC. 31 West 47th St. New York 19, N.Y. 
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What causes tarnish? 


When not in use, silver tarnishes from one cause 
only: contact with sulphur gases in the air, par- 


ticularly hydrogen sulphide. 


nly  ¢---------------- 


How does Pacific Silver Cloth 


_ positively prevent tarnish? 
~ oe Cl IC Silver outranks any other metal in its ability to 
attract and hold hydrogen sulphide. Pacific Silver 
e Cloth is the only cloth on the market impregnated 
with a silver compound. Sulphur gases are caught 
S i | V e r and held by the silver of the cloth—tarnish cannot 


reach the silver you want to protect. Pacific Silver 
Cloth is made by an exclusive process which is not 


duplicated. “Prevent tarnish” claims of other fab- 
O rics are ambiguous. 


2 * 
Pp O S Tl V eC | y What is wrong with ordinary “anti-tarnish” 


or “tarnish-proof” cloth? 

So-called “anti-tarnish” flannels contain nothing 
reve a S that will prevent tarnish. They will become satu- 
rated with sulphur and then make the cloth an 

e active tarnishing agent. 
S | So-called “tarnish-proof” flannels are impreg- 
Ver nated with one chemical or another which may 
have limited effectiveness until enough sulphur is 
absorbed to make the cloth actually tarnish silver. 


Tarnish TP mimeitnmeniatskre. nomen 


How long is Pacific Silver Cloth effective? 


For a lifetime! For a test period of five years, sev- 
eral pieces of silverware were wrapped in a Pacific 
Silver Cloth and subjected to intense natural sul- 
phur concentrations. At the end of the five-year 
period the silver had no tarnish and retained its 
original polished lustre—and only five per cent of 
the silver content in the cloth had been used! 











Your customers want Pacific Silver Cloth in chests, bags, 
rolls, or wraps for the silver you sell them. If your whole- 
saler cannot furnish you with Pacific Silver Cloth items, 
write for information to Pacific Mills, Dept. R-4, 214 
Church St., New York 13, N. Y. 


siteesticnsiionstionticntiontiamtiotiotion/aeticnticn’tion 


PACIFIC MILLS, Dept R-4 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in wraps__, chests__, hollow ware 
bags__., place-setting rolls__, packets__, made with Pacific 
Silver Cloth. Send me names of sources of supply and descrip- 
tive literature. 





Actual Test* By United States Testing Co., Inc. 








(UNRETOUCHED PHOTOS) 


Only Spoon “A,” protected by Pacific Silver Cloth, retained 
its sparkle under severe tarnishing conditions. The other 
spoon, “B,” though wrapped in “anti-tarnish” cloth, did tar- | 





Name 


nish as shown. *Test #96514, June 30, 1948 
Position Dept. 











Store 








Street address 


Its Pacific Silver Cloth 4 
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NOW, For The First Time 
~~ 


RETAIL AT 


AUTOMATIC 
DAILY DATE 
CHANGE 


Here’s a new watch for ladies that won for itself 
top rating when first introduced for men. The 
undeniable novelty and appeal of both date and 
time give Sheffield’s Calendar Watch the added 
value and attraction which is demanded in today’s 
competitive market. These are some of the 
superior quality-features that make it a_ best 
seller. 


7-Jewel Swiss Movement 
Radium Dial 

Gold Color Numerals 
Sweep Second Hand 
Chrome Case 
Shatterproof Crystal 
Genuine Calfskin Strap 





Sell the Pair! Men’s Calendar Watch also avail- 
able to retail at $7.95. Send for complete listing 
of Sheffield Watches for both gents and ladies. 


Se) oe 


565 FIFTH AVENUE e NEW YORK, N. Y. e = Eldorado 5-6488 
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dramatic and distinguished setting in this magnificent 
box, created and produced by Arrow craftsmanship. 
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SESS 


captures the glamour of the theatre. 


he new Academy Award watch by Bulova receives a | 


It provides eye-compelling staging 


for these exquisite new watches. 


: ; a On Manufacturing Company, Inc., Boxes and Displays 


iii tia4 oo 4 rig fs 5607 Fifty -Second Street, West New York, New Jersey 
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Thirty-Six Years of Packaging Service 1950 | 
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+. pearls, watches, smoking accessories, pens 
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with the 






Profit with this brand 
new UNDERWOOD 


..~ bargain-priced at 


VSO 50 


for volume sales! NEW LOW PRICE and 
| “FAMILY KEYBOARD “’ 
What a selling story you have! ... 


The latest model Underwood Portable! make the LEADER the 
Bargain-priced! Duo-Tone Finish! Smart 
Carrying Case! Underwood Features! best portable typewriter buy 
Finger-Form Keys... 

And the new “Family Keyboard” that now on the nila Cie 
makes the LEADER ideal for every family 
need. Show Father how he has all the com- 
monly used business symbols such as: $, &, 
%, *, etc. Then point out how Junior and 
Sister can improve their homework with 
the LEADER. They even have all the fun- 
damental arithmetical symbols: +-, —, x, 
—, and the degree mark (°), while Mother 
has the run of the keyboard for recipes 
and correspondence. 

W hat a bargain the LEADER is ... for 
the whole family to enjoy! 

Everybody's reading about the new 
Underwood LEADER in national and 
scholastic publications. 

Be sure you are ready to se// . . . when 
your customers come in to buy! 





©1949 


Underwood Corporation 


Portable Typewriter Division 
One Park Avenue New York 16, N. Y. 


IT PAYS TO PROMOTE UNDERWOOD 
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IMPORTED BLACK FOREST 
GERMAN CUCKOO CLOCKS 
Hour and half-hour cyckoo-call 
and gong-strike. Deeply hand- 
carved. Animated pendulum. 
Finest make. Written quarantee. 
No. 38 Bird Design as shown. 
Height overall 17%" x 13”. 
Suggested retail $39.75. : 

Your Cost $21.75 
Also in cuckoo and quail de- 
signs. All designs in other sizes, 
Write for prices, 





1847 ROGERS BROS. 
KOKO SET 
Available in 4 patterns. 

Retail price $2.00 
Your Cost $1.20 


Also 1847 Rogers Bros., Wm. 
Rogers & Son, Anchor Rogers 
Sterling, Holloware and Fiat- 
ware for immediate delivery. 


SUNBEAM 
EGG COOKER 
6 egg capacity. Fully 
automatic. 
Retail price $10.00. 
Your Cost $6.83 
Six or more: $6.39 


One Sunbeam appliance 
sells another! Complete 
Sunbeam line for imme- 
diate delivery. 


IRAL for all the famous lines! 


Dormeyer Mixers, Manning & Bowman, Betty Crocker 
Appliances, Seth Thomas Clocks, Telechron Clocks, 
Semca Clocks, Mastercraft Clocks, Ingraham 
Timepieces, Ingersoll Watches, Cocktail & Percolator 
Sets, Evans Lighters, Zippo Lighters, Deltah Pearls, 
Marvella Pearls, Iral Pearls, Ira] Rhinestone Jewelry, 
Captain and Mary Marvel Watches, Ansco Cameras, 
Spartus Cameras, Iral Gold Filled Jewelry. 


IRA 





There’s magnetic sales appeal in these Iral items! 
They get fast action — fast profits. That’s what 
you’ve learned to expect, and always get, when you 
follow the leaders with Iral. Get set for fast sales 


action. Order direct from this advertisement. 





i, 


Coat 22.0.. See Hee 





SPEIDEL GOLDEN HARVEST BRACELET 
Beautifully packaged. All other Speidel 
bands available for immediate delivery. 


Retail price $9.95. 
Your Cost $4.14 


FORSTNER STERLING BRACELET 
No. 440-'%. Beautiful heart and key de- 
sign. Complete Forstner line available for 
immediate delivery. 


Suggested retail $7.50. 
Your Cost $3.13 





RONSON CIGARETTE LIGHTER 


No. 15103. Complete Ronson line, plus 
accessories in stock for immediate delivery. 


Retail price $6.00. 
Your Cost $3.60 














| een ae ee Ae | 


33 Court St. Buffalo 2, N. Y. 
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paid for 
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precious 
metals 

° gold 

¢ platinum 






palladium 
silver 
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WILLIAMS p nays more he it 


Geceause 


WILLIAMS recovers more 
from it! 


Williams’ exclusive Dyna-flo pro- 
cess and the world’s most modern 
refining plant recover every dwt. 
of precious metal in your scrap. 
Your shipment is refined and triple- 
checked to make sure you receive 
AU I Mace] Lel-Meolale Malle lal-t}m ola(a-s-emm @olels 


check is sent promptly — accom- 
elolal(-to Mm di ia Mme Mme (-tcell(-co Mm a-tilallale 


report. 


Send your Scrap NOW! 


WILLIAMS Gold Rofining Ca, 


FORT ERIE N., ONT. BUFFALO 14,N. Y. HAVANA, CUBA 
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PARTNERS in profit with the famous 
“Toastmaster” Toaster are the ‘“‘Hos- 
pitality” Set, the new Waffle Baker and 
Waffle Service. Yes, here’s a feature- 
packed “family” of electric housewares 
that’s trade-up priced at $18.95, $21.50, 
$27.50 and $32.50. And ail bear the 
name that’s second to none in the con- 
suming public’s confidence. 
High-quality merchandise deserves 
heads-up promotion. And here’s how 
we help you cash in on the Mother’s- 
Day, June-Bride gift bonanza! Big, beau- 
tiful 4-color ads (119,478,500 of them!) 








are running in the first half of 1950 in 
13 leading magazines. Folders, leaflets, 
window streamers, dealer ads, displays 
—everything you need to do a bang-up 
selling job is yours for the asking. 

And remember, this overwhelming 
support isn’t restricted to the ““Toast- 
master” Toaster. The “Hospitality’’* 
Set, the Waffle Baker and Waffle Service 
all come in for a big play. 

So push ail these profitable ‘“Toast- 
master’’* appliances. This spring, you 
have four arrows in your sales quiver— 
jour ways to score more gift sales! 


Prices subject to change 


























ayn HECTRIC HOUSEIMA pe 
al ELECTRIC Mt 
'y HOUSEWARES RY 
AM aan wee Automatie Electric Appliances 


***ToOASTMASTER” and “‘HospITa.ity” are registered trademarks of McGraw Electric Company, makers of 
‘*Toastmaster’’ Toasters, ‘‘Toastmaster’’ Electric Water Heaters, and other “Toastmaster” Products, 
Copr. 1950, ToasTMASTER Propvucts Division, McGraw Electric Company, Elgir, Ill. 
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DIAMOND DIGEST 


THE KNOW-HOW OF MOUNTING DIAMONDS 


Part One 


Just as there is no substitute for 
diamonds, there is no substitute for 
expert knowledge in the selection of 
diamonds. The progressive merchant 
knows this. He realizes, too, that 
specialists in any field acquire a 
thorough knowledge through constant 
application to their subject. Arnstein 
Bros. and Co. handles diamonds and 
diamond problems day after day. The 
merchant, however, involved with the 
countless phases of his business, can 
devote only a portion of his time to 
diamonds. 


Fortunately, this need not handicap 
him. He can utilize the well-rounded 
knowledge of our experts. He is able 
to make use of the experiences of 
hundreds of Arnstein customers, expe- 
riences which have been carefully 
sifted and evaluated. 





For example, the merchant can make a 
larger profit and offer a better value 
to his customer, if he uses diamonds 
of a less expensive quality in ear- 
rings, emblems, and initial rings. 
Even though the stones are more 
moderately priced, the attractiveness 
of the jewelry is not lessened. 


In the 1930's, when yellow gold 
mountings became popular, Arnstein 
experts quickly realized that a silver 
cape stone mounted exceptionally well 
in this type of metal. In fact, when 
compared to higher color diamonds 
Similarly mounted, the difference in 
color was practically imperceptible. 


Experience has taught us still more 
about selecting the right kind of 
diamond for each type of mounting. 

For instance, a yellow gold wedding ring 
set fishtail may require better color 
stones than one channel-set; a silver 
cape diamond of one-half carat or 
larger, even though mounted in yellow 
gold, may appear a trifle darker than 
Similar small ones. 


We at Arnstein Bros. and Co. can 
Simplify the task of selecting stones 
for any mounting. As always, our 
specialized knowledge is available to 
merchants, large or small. In addi- 
tion, a vast supply of loose diamonds 
is offered at the lowest market 































































































prices. 
mal. Vbun bCa-. 
DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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heme your diamonds well done, 
rare, or medium? Well, if atomic 
scientists have their way, well soon 
be seeing “cooked” diamonds in all 
shades of the spectrum. Scientists at 
the Harwell Research Laboratories in 
England have discovered a way of 
roasting the gems in atomic piles to 
give them a red, blue, or green color. 
The cooking does not affect the bril- 
liance of the stones and there’s no 
necessity to get a Gieger Counter be- 
cause of radio activity. The results 
are not final yet, for tests are still 
being made to determine the time 
necessary to give the right shadings. 


> © 
MILY POST was recently. asked 


if it were proper to wear another 
ring over a wedding band and en- 
gagement ring on the same finger. 
Miss Post dia not approve, and said. 
“To add another would spoil the 
beauty of it all.” 

In our opinion, that’s a bit too con- 
servative. We've seen plenty of 
women with a guard ring in addition 
to the other two and it’s not at all 
flashy. 

© © 


HOW business entered into our 

life when a girl called to find out 
how much the song “Diamonds Are a 
Girl’s Best Friend” had increased the 
sale of diamonds. That was one of the 
questions we overlooked asking in our 
annual marriage survey published in 
this issue. 

How about it? Any estimates? 
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A LADY telephoned us the other 
day to ask about mussels. It 
seems she found a French recipe for 
cuoking a dish called “mussels a la 
mariniére,” which read so temptingly 
she just had to have it. After search- 
ing greater New York and environs 
for the necessary herbs and spices and 
the proper mussels (the salt water 
ones), she repaired to the kitchen. 
For this dish, you put the bivalves 
in a saucepan along with a few other 
odds and ends and they open up by 
themselves when the heat’s on. It’s 
fine eating, but our lady didn’t get 
to eat hers, for she found the mussels 
filled with black pearls, which is why 
she called us. She wanted to know 
how much they were worth. 
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Something to Think About 


RETAIL PRICES 


CONSUMERS PRICE INDEX 
1935-39 = 100 
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We told her that would ruin pearls 
even if they were valuable (which 
these weren’t) and sympathized with 
her. Knowing that she imagined her- 
self with a necklace of black pearls, 
we managed to get in a plug for the 
jewelry business by suggesting that 
since they are such a popular and 
versatile accessory, she go select a 
strand from her jeweler. 


© © 


For future sales possibilities, it 

might not be a bad idea for a 
jeweler to have a small coffee bar 
where he can invite customers to 
have a couple of cups of coffee be- 
fore inspecting his stock of diamond 
jewelry. Recent tests by the U. S. 
Navy indicate that color perception 
is definitely improved after two cups 
of old-fashioned java. 


> © 


[\ spite of H bombs, vetoes, excise 
taxes and other horrors modern 
civilization thrusts upon us, we are 
happy to note that people are still 
essentially honest and, even at times 
other than Christmas, feel good will 
for one another. This story, which 
appeared in a recent issue of The 
American Weekly, concerns an Hun- 
garian woman and a diamond. 
Twenty-eight years ago, in Buda- 
pest, Mathilde Zeigler bore a son, an 
event which also netted her a three- 
carat diamond from a happy husband. 
Some years later, after her husband 
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Want Your Silver Parade To Stop Traffic! 


FEATURE 1847 ROGERS BROS. CABINET CHEST 


IN YOUR WINDOWS AND IN YOUR ADVERTISING! 


FEATURE something new and exciting for your Spring 
wedding trade —the Cabinet Chest! Comes in bleached 
oak or dark walnut grain. Substantial, expensive-looking 
—yet you sell the chest and 62 pieces of America’s Finest 
Silverplate for only $79.75! 


FULL-COLOR PAGES will feature the Cabinet Chest 
during April and May in Life, Country Gentleman, Bride’s 


Magazine, Modern Bride and six other leading women’s 
magazines PLUS a two-page, full-color spread in April 
Ladies’ Home Journal! In addition, the Cabinet Chest will 
be shown on television’s “Silver Theater”— CBS Network! 


Order now— display early! Get your share of the traffic 
and sales from this great new cabinet and this great 1847 
Rogers Bros. campaign! 


K4 7 KOGERS Bros. Americas Finest Silverplate 


Copyright 1950, The International Silver Company, 169 Colony Street, Meriden, Connecticut, 
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died, Mrs. Ziegler came to America, 
married again, and with her new hus- 
hand started a restaurant near New 
York City. It was not until 1949 that 
the restaurant was enough out of the 
red for her to have the diamond 
mounted. 

One Tuesday, she took the ring to 
her Manhattan bank to place it in her 
safe deposit box, but she was delayed 
en route and arrived too late. 

When she returned home, the ring 
was missing from her purse. She re- 
ported the loss to the police. 

That same day, Clothilde Martin, 
going home from her job, spied the 
ring on the floor of the bus. Its bril- 
liancy compelled her to take it to her 
jeweler for appraisal. Columbus Day 
intervened so she had to wait until 
Thursday for the jeweler’s offer of 
$2200. 

Before taking the ring to the police 
on Friday, Mrs. Martin showed it to 
a friend in a cafe at breakfast. When 
she arrived at headquarters a few 
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minutes later, the ring was gone. 

After the two women had left. 
Sophie Marks, a waitress, found the 
ring on the table. She reported it 
to her supervisor who, by this time, 
had received frantic telephone calls 
from Mrs. Martin. The police re- 
turned to the cafe with her and re- 
lieved her of the ring. Mrs. Martin 
gave the waitress her last $5 as re- 
ward. 

On Saturday, detectives stopped at 
Mrs. Ziegler’s restaurant and returned 
her ring. Next Monday, Mrs. Ziegler 
rewarded Mrs. Martin with a $100 
bill and gave the waitress $20. 

After carefully wrapping the ring. 
Mrs. Ziegler started out for the bank 
again. Before she got out of the house 
she remembered. She examined the 
purse and found a hole in the bottom 
large enough for a hen’s egg. She 
got another bag—no holes in this one. 

This time, she made the bank with 
time to spare and, incidentally, the 
diamond ring. 
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Morley, wy 


“It's a railroad watch; it runs but it keeps stopping.” 


FOR APRIL, 1950 


Sheen Congress ponders over the 
excise taxes, the eternal war be- 
tween men and women goes on and 
the girls are doing O. K., according 
to reports from all fronts. One thing 
they manage to do—and do well—is 
to obtain certain concessions from 
men in the form of glittering baubles 
and gleaming stones. A recent poll 
conducted by the American Institute 
of Public Opinion confirms this. The 
poll revealed that more men than 
women dislike the tax on jewelry, 
which is indicative of one thing: it’s 
still Poppa who pays. 


© © 
A CHURCH built of gold and silver 


and precious stones! Everyone 
knows that things are done in a super 
way out in California, and when we 
first heard of this, we thought ‘well, 
they've done it again.’ However, the 
gold and silver and precious jewelry 
will only go into the church by proxy. 
Last month, the Rev. Willard C. 
Dorsey announced that jewelry would 
be acceptable for building fund dona- 
tions for the new First Christian 
Church of Bellflower, Cal. Since then. 
more than 200 pieces of gold and 
silver and platinum jewelry have been 
received. Final evaluation will not be 
made until the metal has been refined, 
but it is expected that a substantial 
part of the $150,000 necessary for the 
new building will be met in this way. 


o © 


Kk used to think of Texas as a 

rough and ready part of the 
country where tall men keep their 
hands near their shootin’ irons. That’s 
changed evidently, for a guy can 
wear $100,000 worth of diamonds on 
a necktie in public with just one body 
guard. Unfortunately for jewelers 
gem-studded neckties won't be very 
popular with men; theyre a _ bit 
rough on the wallet and even one 
armed guard hanging around can 
cramp your style. But this was a 
contest for the best tie, conducted by 
the Civitan’s Club of Dallas. 

Arthur Everts, jewelers of that city 
decided he would make a diamond- 
studded tie for Warren Robinson, one 
of his salesmen, to wear in the com- 
petition. It had $100,000 worth of 
stones on it—250 in all—and took 
three weeks to make. The Everts’ tie 
came out ahead against a cravat that 
sang “Silent Night.” 
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APRIL 20 to MAY 6 


JOIN THE ONWARD MARCH 





= members of the Jewelry Industry 
Council throughout the country have already been sup- 
plied with the ammunition by the Council for the next 
industry-wide promotion, “The 1950 Silver Parade,” to 
be staged during the period from April 20 to May 6. 
The slogan of the 1950 promotion as emphasized in th 
plan book is: “Everyone Treasures Silver.” 

“The purposes of this 1950 Silver Parade promotion 
are twofold,” Albert E. Haase, Executive Director of the 
Council, states, “namely: (1) To increase jewelry store 
traffic and thus expose more people to all types of jewelry 
merchandise and, (2) To increase sales of silverware to 
the public.” 

In his introductory comments in the Silver Parade 
plan book, Mr. Haase points out that the potential market 
for silverware is great and is growing greater. Govern- 
ment figures showing a production increase of 232 per 
cent in eight years—1939 compared with 1947—emphat- 
ically indicate that silver has moved into the great mass 
market. “We are now in the midst of a building boom,” 
Mr. Haase continues, “a boom, it is predicted, that will 
last for at least three years, a boom that will mean in- 
creased silver sales to the retail jeweler.” 

Promotion plans for the 1950 Silver Parade are geared 
to help retail jewelers set their individual plans to take 
advantage of this big and growing silver market. The 
Council breaks down this market into ten categories, 
each one representing an important potential silver gift 
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occasion. These are as follows: 1. Brides of Today; 
2. Brides of Tomorrow; 3. Brides of Yesteryear; 4. Silver 
to Brighten the Home; 5. The Career Girl Market; 6 
Wedding Anniversaries; 7. Children (Babies, Junior 
Sets); 8. Birthdays; 9. Reward for Services Rendered; 
10. Trophies. 

The Council’s promotional plan book urges retail 
jewelers to make full use of their several advantages in 
the sale of silverware over other competition, pointing 
these out as: 

1. The retail jeweler has established a reputation in his 
community for good counsel, good taste and good value. 

2. “They stock a variety of popular patterns that can 
be counted on to remain ‘open.’ 

3. “They give greater value—dollar for dollar and 
ounce for ounce. 

4. “They represent the foremost craftsmen in silver. 

9. “They provide gift wrapping, engraving, delivery 
from stock. 

6. “They offer pleasant surroundings for shoppers. 

7. “They have a continuing personal interest in their 
customer.” 

The Council urges retailers to use these facts in their 
promotional endeavors. 

“The 1950 Silver Parade” plan book gives suggested 
newspaper layouts and copy for eighteen advertisements 
directed at potential markets from brides to babies. 

(Please turn to page 126) 
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Great Mass Mark 


PROMOTIONAL OBJECTIVES 


1. Brides of Today 
Brides of Tomorrow 
Brides of Yesteryear 
Silver to Brighten the Home 
The Career Girl Market 


Babies and Children 


Birthdays 


Rewards for Service 


2. 
3, 
4. 
5. 
6. Wedding Anniversaries 
7. 
8. 
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Trophies 
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A lighted name panel at a. A. FP Bf Pete y . ae > 
the center with hollow- .= x — sie r | ii a 

ware and decorative sil- 
ver on each side demands 
attention from shoppers 
passing by the Frederick 
shop in Springfield, Mass. 
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Above: A ribbon of silver set- 
tings accentuated by hollowware 
set the theme for Jacobs’, Min- 
neapolis, Minn., store for last 
year's brilliant Silver Parade. 













Right: The patterns at the top 
of the window contrasted with 
the gift items and invited pas- 
sersby to make a choice at the 
Mahncke store in Tacoma, Wash. 
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A very effective method of | 
flatware display noted at | 
Long's in Boston. Colored 
ribbons stream down from 
a flower cluster to draw 
shoppers’ eyes toward the 
~ upright pieces posed on a 
step in the window center. 
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The Great Mass Market for Silver 








Above: Gifts of silver for the | 
bride tastefully displayed in 
this window of Mierow's jewelry 
store in Tacoma, Wash., brought 
lots of shoppers inside to buy. 














Upper left: The brilliant silverware 
highlighted in the window of the 
Broer-Freeman store in Toledo, 
Ohio, gleamed at night and caught 
all eyes in 1949's Silver Parade. 





















Left: Another window from Long's 
in Boston suggesting all kinds 
of gifts in silver for the baby 
was a very effective eye-catcher. 










Fashion Your Selling . . . 
... to SPRING STYLES 


Jewelry is a conspicuous and essential part of this season’s 


style picture. New silhouettes and short hairdos demand its 


accent. Style is important to your spring business. Fashion 


your merchandising and promotions to complement it. 


i a bet I’ve sold more earrings than any 
good jewelry salesman,” Roland Korr, one of the noted 
hair stylists of Elizabeth Arden’s Fifth Avenue Salon in 
New York City, told me recently. Korr considers earrings 
indispensable with the new and fashionable short hair 
cuts. 

Mr. Roland, as he is known to his regular customers on 
both the east and west coasts, is famous for the soft 
naturalness and shapely beauty of his hair stylings. There 
is every indication, he points out, that very short hair-dos 
will remain popular throughout the summer months and 
well into the fall of -1950. He believes this is largely a 
matter of comfort since short hair is easily cared for and 
women are enjoying the freedom of it. They are glad to 
escape from the fuss and bother of elaborately styled 
coiffures. “Earrings,” says Mr. Roland, “compensate for 
the shortness of hair by framing the face as well as 
enhancing the delicate feminine line of a woman’s facial 
bone structure.” 

It is on such style factors as this that new fashions are 
born. While earrings have always been part of a jeweler’s 
stock in trade, it is the store that capitalizes on a fashion 
trend like these new hair-dos that cashes in on the impetus 
given its “stock in trade.” 

Here it is April. Like a woman, the season is impelled 
to put on new dress. The fashion parade of spring gets 
underway and a new crop of rich green dollars begins 
to grow in the tills of those smart merchandisers who 
supply the adornment necessary for fashion demands. 

Whatever basic style a woman may choose for her 
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by WINIFRED PARKER 


spring and summer clothes she will need jewelry to dram- 
atize her costume and complete her picture of lovely 
grooming and beauty. If you can convince a woman 
that a piece of jewelry is necessary to her current fashion 
picture, and if you can show her the various attractive 
ways in which she can wear it, that woman won't be, 
“Just looking, thank you!” She’ll be buying! 

Fashion, as a medium for selling, offers jewelers an 
opportunity beyond compare! Fashion can build your 
sales and increase your profits. 

Men are inclined to shy away from fashion and to 
consider it a realm quite beyond their understanding and 
experience. We hope to show you it is not the mysterious 
thing you have been led to believe, and we want to in- 
terpret fashion in such a plain, common sense way that 
you will feel comfortable with it, and will use it as a 
selling tool with complete confidence. Why, before you 
know it, you can be talking fashion news with your cus- 
tomers as fluently as you now talk baseball or fishing and 
without the slightest danger of sounding chi-chi (a lovely 
word!) in the process. 

Let us look at the fashion picture for spring of 1950 
and determine how best it can be used to start a parade 
of dollars marching in your direction! 

Publicity has made April a fashionable month for dia- 
monds. Diamonds are the birthstone jewel of the month, 
and the choice could not be more perfect. All the sparkling 
beauty and shower drenched freshness of April seem 
typified in the pristine radiance of diamonds. And all 

(Please turn to page 130) 
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Watch Jewels 
In the Making = 


|. One of the first steps in making synthetic rubies fo, 
jeweled watch bearings is mixing the “Spinelle," glum. 


A picture tour of a Swiss watch jewel factory shows nate of magnesia and chrome oxide, the latter for color. 





the care and precision necessary in the making of 


the jeweled bearings used in those watches you sell. 


QO. all the important parts that go together 
to make up a jeweled-lever watch movement, there are 
no more important ones than the jewels themselves and 
none that require more painstaking care in turning out 
the precision product. 

Today, these watch jewels are almost universally made 
synthetically. One of the largest of the few factories pro- 
ducing these synthetic stones for the Swiss watch manu- 
facturing industry is the one located at Monthey, in 
French-speaking Switzerland. 

Here, the synthetic rubies are “grown” in banks of 





oxy-hydrogen furnaces from a mixture of an aluminate QF . | ,.! 
of magnesia and chrome oxide for color. At a controlled 

& eesti: tt d 4. The synthetic ruby boule is deliberately hammered into 
temperature of 3722 degrees Fahrenheit, t ” stones de- rough splinters to reduce the internal tension which might 
velop slowly into pear shapes from the point upwards. cause the stone to fracture in later operations or use, 


When the boules have grown to the desired size, the fur- Watch jewels must be perfect, hence apparent waste. 


nace is cooled and the pear-shaped boules are broken off. 
These synthetic stones have the same crystallographic and 
molecular composition and hardness as the natural ruby. 
Actually, the pear forms a single ruby crystal and not 
an amorphous and glass-like mass as would appear. 

The American technique of growing synthetic stones 
for watch-jewel use is the strip method whereby the 
synthetic stone is made to develop in long, slender rod 
shapes. This method is also used in some units of Swiss 
industry. However, the Swiss in making these synthetic 
stones for watch jewels, prefer for the most part the 
boule method of crystal growth. 

The synthetic stone plant at Monthey grew up beside 
a large chemical plant which produces great quantities of 
hydrogen as a by-product. 

The two are separately owned, but like many such 
instances in Swiss industry, the neighboring factories are 
interdependent to the extent that each enables the other 
to save on production cost. Since the Swiss have to 
import all of their raw materials, being able to market 


only the improvements which they can make upon them 
(Please turn to page 129) 





7. This battery of U.S.-made microscopes serves as final 
control to assure quality of each synthetic watch jewel. 
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2. Battery of oxy-hydrogen furnaces in which the stones are 3. After the stone has grown to desired size, the furnaces 


made. Chemicals which form the stones are fed slowly are cooled and pear-shaped boule of ruby is seen. 
from above, dropping onto point on which the crystal Boule is a single ruby crystal, having the same crystal- 
grows during a period of seven hours at 3722 degrees F. lographic and molecular composition of the natural ruby. 





5. Rough splinters, mounted on wooden blocks, are next ; P Z * 

cut into slices 0.0018 inch thick. Plaques, as they are 6. er — — —— 19 ye he 

called, are remounted and cut into strips called ‘bandes,” Nn ee ee ee 
rough brush and a mixture of olive oil and diamond dust. 


which in turn become square jewel blanks or "carrelets.” 





8. Before going to the watch factories, diameters of the 9. Raw materials and finished product of a day's work of 
jewels are measured to make sure that each is identical. 500 men. Right, synthetic ruby boules—!9,000 carats; 
This machine is accurate to 0.0500039 of an inch. There center, industrial diamonds used to cut and polish them— 
are 17 similar controls employed in the complete process. 93 carats; left, finished products—125,000 watch jewels. 
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JC-K Surveys and Analyzes Jewelers 


K. OR the second year since 1946, wedding 
bells rang for less than two million couples, but that’s 
still a lot higher than before the war. There’s plenty of 
wedding business around. 

JEWELERS’ CIRCULAR-KEYSTONE annual survey revealed 
an increase in the percentage of jewelers’ volume directly 
attributable to business generated by gift buying designed 
to make the bride and groom happy. Before the war, it 
was estimated that 25 per cent of jewelry store sales could 
be credited to the ceremonies attending the tying of the 
nuptial knot. JC-K corrected this long standing erroneous 
impression when it initiated its annual survey. In 1947, 
it figured out to be 43 per cent; in 1948, 40 per cent; 
and, according to the survey just analyzed was 44 per 
cent in 1949. 

This information is based on replies to the question 

| asked jewelers all over the country: During 1949, what 
percentage of your total sales consisted of items directly 
connected with weddings (such as rings, silverware, glass- 


TABLE 1.—MARRIAGE LICENSES ISSUED IN CITIES OF 100,000 OR MORE (OR THEIR COUNTIES) COMBINED, BY MONTH: 1939-49 


(Figures for 1949 provisional, those for 1948 revised) 






dal Business 


ware, appliances, and other gifts)? Answers were as 


follows: 


Percentages of those 


who replied annual sales 
19.6 said 30% 
19.5 said 40% 
17.1 said 20% 
14.9 said 60% 
12 said 20% 


Only five per cent estimated that 10 per cent 
over 70 per cent were negligible. 


Mississippi) reported the highest rate in the 
where they credited cupid with nearly 50 per 
their sales. 
with 39.6 per cent. 

(Please turn to page 132) 


The Wedding March . .. 


Part I 


Estimated percentage of 


of their 
volume resulted from wedding business, while estimates 
Jewelers in the East 
South Central states (Kentucky, Tennessee, Alabama, and 
country 
cent of 
The Middle Atlantic states were the lowest 
Incidentally, the southern marriage 

















NUMBER OF LICENSES ISSUED 


PERCENTAGE 
CHANGE 











MONTH 





1949 1948 1947 1946 1945 1944 








1948 | (1941- 
1943: 1942 1941 1940 1939 to 45) to 
1949 1949 















TOTAL 
(12 months) 





529,610 | 614,029 | 673,440] 769,249 | $69,289 | 513,147 


-13.7 


561,962 | 594,908 | 547,177 | 476,904} 408,989 























































January--------- 38,218} 46,443 | 52,139] 62,495| 42,084| 41,140 
February-------- 36,043] 34,205 | 43,551] 59,809} 35,635 | 39,727 
March----------- 31,397| 45,538 | 46,195] 51,147] 41,256] 40,119 
April----------- 44,976] 495827] 55,302 3,694 | 39,817] 43,032 
May------------- 51,090} 56,016 | 64,543! 74,026] 45,005} 45,165 
June ------------ 65,429] 76,206] 80,466] 86,302] 55,325] 52,153 
July------------ 40,234 | 49,985 | 52,504} 59,083 | 49,348} 40,390 
August---------- 55,222] 62,716 | 64,851] 74,632] 50,108 | 43,498 
September ------- 48,702] 57,078] 61,186] 64,211 | 45,669 | 42,043 
October--------- 42,543 | 48,159 | 54,571] 61,093] 52,026 | 42,056 
November-------- 39,003 | 46,417 | 51,374] 60,176 | 55,691 | 40,610 
December -------- 36,753 | 41,439 | 46,758| 52,581 | S7,305 | 43,214 











42,042| 51,572] 30,694] 26,731] 25,378| -17.7 7.9 
41,321] 42,033] 31,453] 22,367]. 23,149] 45.4 4.2 
41,684| 40,870] 32,663] 28,457| 24,740] -31.1] -20.1 
45,783 | 47,998} 43,38) | 31,833] 31,370] -9.7 +2.2 
47,680] 49,487| 54,389| 43,365] 40,384] -8.8 +5.7 
60,502} 60,723] 63,956| 51,930] 48,519] -14.1] +11.8 
48,625| 46,085| 43,424| 37,327] 32,646] -19.5| -11.7 
48,419| 52,033] 54,880] 64,315] 41,369] -11.9{ +10.9 
48,094] 50,968] 47,190] 50,848] 40,404] -14.7 +4.1 
45,844] 52,915] 47,406] 49,507] 35,501] -11.7|] -11.5 
45,910] 49,901] 42,303| 36,459| 33,640| -16.0| -16.8 
46,058} 50,323| 55,438| 33,765 | 31,889| -11.3| -27.2 






































Through the Jewelry Store 


Part Il 


Revealing Trends in 1949 Marriage Statistics 





= in the United States during 
1949 amounted to some 1,588,000 couples, based upon 
preliminary reports issued by the National Office of Vital 
Statistics. Reporting on a survey of 91 urban areas 
with populations of 100,000 and over, the government 
bureau issued its year-end report showing a total of 529,- 
610 marriages in these 91 areas. Since this reporting 
area approximates one-third of the total population of the 
country, the total number of marriages for the country 
as a whole can be assumed to be in excess of a million 
and a half. 

While the 1949 figure represents a drop of approxi- 
mately 13.7 per cent from the previous year, it reflects 
a tendency toward a return to pre-war normalcy. This 
is the third consecutive year that marriages in the U. S. 
have shown a drop from the preceding year and the all- 
time peak reached in 1946 when some seven or eight mil- 

(Please turn to page 135) 








1,226,967 





DECEMBER: 


1,588,830 


2,307,747 


1,631,694 





MONTHLY PERCENTAGES 


FOR 1949 TOTAL 


MARRIAGES - 
JANUARY i. 
FEBRUARY 6s 
MARCH _ 5.9 
APRIL es 
MAY 9.6 
JUNE 12.4 
JULY ae 
AUGUST 10.4 
SEPTEMBER 9.2 
OCTOBER 8.0 
NOVEMBER A 
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69 




































National Advertising Is Local Advertising 


A section of a talk on promoting nationally 


advertised merchandise prepared for 


presentation before the California Retail 


Jewelers Association, in Los Angeles, March 26. 


by ROBERT J. GUNDER 


Sales Promotion Manager 
Hamilton Watch Company 


Tis consuming public has survived the 
war-time disease of buying anything from anybody—at 
almost any price. But the experience has left its scars 
in the form of a wariness when it comes to buying mer- 
chandise of unknown origin. 

Brands and trademarks become favorably known in 
two ways: Through the word of mouth advertising by 
satisfied customers, and through the use of advertising. 
We hear and say the words “nationally advertised” so 
much that perhaps they have lost some of their meaning 
to us. But it still remains a fact that a good product well 
and widely advertised is, in the long run, the most profit- 
able merchandise a retailer can offer. 

We manufacturers spend millions of dollars, telling 
your customers about our products which you have for 
sale. We build up consumer appreciation for, consumer 
confidence in, consumer desire for our products The only 
things that we cannot do in our national advertising is 
put your name at the bottom of the page or in the radio 
commercial . . . so the prospective customer will know 
where to go to get the product advertised. 

That is where you come in. That is your opportunity 
to buy 25¢ dollars. The decision is yours—and the op- 
portunity. The opportunity to sell more merchandise 
more profitably; to make more satisfied customers by 
allying yourself on the side of fine nationally advertised 
trade-marked merchandise of known quality and reputa- 
tion. 

I know you are aware of the power of a good trade 
name and a good advertising program. Both are impor- 
tant but both seem a little “far away” to you. But they 
aren’t. 

Several years ago the Simmons Company, manufac- 
turers of “Beautyrest” mattresses, decided to find out 
how important their name was to their retail outlets. 
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They conducted an experiment with the help of a Phila. 
delphia department store. First they invented a new trade 
name “Dreamland,” had labels made and affixed to a 
quantity of mattresses identical in every way to their 
standard “Beautyrest” line. On the first day of the ex- 
periment, they advertised in the Philadelphia newspapers. 
“Dreamland and Beautyrest mattresses,” both at the same 
price, “$39.50.” The mattresses were displayed in the 
bedding department and clerks were specifically in- 
structed not to do any aggressive selling on the floor other 
than to answer the simplest questions. Fifteen “Beauty- 
res” mattresses were sold as against only one bearing the 
unknown trade name “Dreamland.” 

A week later they ran the second stage of the experi- 
ment by reducing the price of “Dreamland” mattresses 
$5 while retaining the nationally advertised price of the 
‘“Beautyrest.” Result, 34 “Beautyrest” and four “Dream- 
land” mattresses sold—better than 8 to 1. 

The third stage: “Dreamlands” were reduced $10, 
almost 25 per cent below the “Beautyrest.” Despite this 
reduction on identical mattresses, the “Beautyrest” still 
out-sold the “Dreamland” 14 to 13. 

Now, why did the Simmons name, “Beautyrest,” out: 
sell the unknown brands? Because the dealer himself had 
advertised it extensively to his customers? Yes, he cer- 
tainly had spent thousands of dollars to do just that— 
at least since he received the “Beautyrest” franchise. But 
the Simmons Company had been spending millions and 
millions of dollars advertising “Beautyrest’’ consistently 
for more than half a century. Year after year, month 
after month, practically day after day, in magazines, 
newspapers, and other advertising media. 

You may call that national advertising, but what is 
national advertising other than local advertising on 4 

(Please turn to page 144) 
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BUILDING FOR YOU! 


This powerful advertising for coming Gift Events* 
now builds a new high for you... 
with 





ONSON 


WORLD’S GREATEST LIGHTER 





















® 
What a campaign! 


e An avalanche of full color pages 
in 13 different leading national magazines. 


e Ronson’s ‘20 Questions’”’ on the radio every week— 
full coast-to-coast MBS Network. 


e Ronson’s ‘‘20 Questions”’ on network 
television—every week. 








e TV spots in many cities—for Ronson lighters 
and accessories. 


e Constant publicity—in press, on screen, on other 
radio and television programs, etc. 


e Free sales helps that sell for you. 


For every one of these events, and for 
birthdays and anniversaries too, Ronson 
lighters make perfect gifts. Get a bigger share 
of this increased demand by telling your 
prospects you have the Ronsons they want. 
Send for and use Ronson’s free displays, 
newspaper mats, and consumer folders. 
And remember, when you sell lighters, 


always sell Ronson accessories with them. Eve ry malelatia i e | 


| a, 
aL 
— profitable 


selling month 


for YOU with 


ONSON 


Press—it’s lit! 
Release— it’s out! 
Safely out the instant 
you lift your finger. 
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—_ is daffodils and tulips, robins and 
crocus ... but it isn’t Spring to a woman unless she has 
a new outfit in her wardrobe! Fashion is a theme that 
the jeweler should constantly use to boost his sales of 
both precious and costume jewelry throughout the year, 
but if he doesn’t stress fashion in his Spring windows— 
he is missing the biggest bet of all. There is no valid 
reason why every woman who goes shopping for a new 
suit or a new dress cannot just as well be sold a new 
brooch or bracelet or pair of earrings—or perhaps all 
three! To accomplish this, the lady must be convinced 
that jewelry is just as much a part of her completed cos- 
tume as her handbag, gloves or scarf. This may seem to 
put jewelry in a less precious bracket than its accustomed 
place, but the point is that no style-conscious woman will 
step out without the harmonizing accessories that she has 
come to accept as essential, while she frequently will omit 
to wear jewelry. 

The jeweler’s task is to promote his merchandise in 
such a way that a jewelled accent of some kind will be 
considered so fashion-right that it cannot be overlooked 
with any costume. 

Window displays that present jewelry in this way are 
bound to increase sales. It is a strong-minded woman 
who can resist the dictates of Dame Fashion. No matter 
what the current styles are, jewelry can be adapted to 
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Miniature manni- 
kins covered with 
dress fabrics are 
used to focus gt. 
tention on jewel. 
ry shown on step 
stand and on rib. 
bon-like panels of 
compo board cover. 
ed in dress fabric. 


Put Fashion to Work in Your 


them, but this Spring. fashions call more emphatically 
than usual for jewelry accents. Bare arms, low necklines, 
short hair, need the sparkle of stones to relieve their 
severity. The fashion magazines and fashion publicity 
releases that your customers see support this jewelry 
story both in text and in illustration. The jewelers own 
Jewelry Industry Council inspires the greatest share of 
this publicity, but unless the jewelers participate indi- 
vidually, the effort is lost. 

There are many ways to put fashion into your window. 
Miniature mannikins dressed in tiny editions of current 
fashions in street or evening wear are probably one of 
the best attention-getters for a fashion window. If you 
have a bride mannikin, possibly you can find a local 
seamstress or a clever-with-a-needle girl in your store 
who can redress the figure. Fashion magazines, open 
at a suitable illustration, will help to tell your story. 
Fashion sketches and photographs clipped from maga- 
zines can be framed or mounted and accompanied by 
plaques showing jewelry suitable for the costumes illus- 
trated. Lengths of dress material can be draped or used 
to cover display pads and plaques. 

For the fashion window sketched, silhouettes of cos- 
tume figures are cut from cardboard and mounted with 
dress fabrics. Jewelry is displayed on ribbon-like panels 
of fabric-covered compo board or heavy cardboard and 
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mi-circular elevations. Nosegays of spring flowers 
on pean on floor and background and copy is 
lettered on a paper ribbon. 
To make the little silhouette figures, choose figure 
oses from fashion illustrations or advertisements that 
will be effective in silhouette, or use the poses sketched. 
Trace the outline on cardboard, and cut-out. To cover 
with fabric, spread figures and back of fabric with rubber 
cement and allow cement to dry. Then smooth the fabric 
on the figure, cemented sides together. Trim fabric close 
to edge of the cut-out. Belt and skirt lines and any other 
features may be sketched with dark water color on the 
fabric. Avoid very sheer fabrics for covering this way. 
as the cement may come through. Crepes, failles, satins, 
light wools and gabardines should all work satisfactorily. 
For early May, you won't want to miss the possibilities 
of gift sales for Mother’s Day. The fashion theme is still 
good here, for Mom wants to be in fashion just as much 
as anyone else! Each year more emphasis is being 
placed on Mother’s Day for the young mother rather than 
the antique lady of Whistler’s portrait which was used 
so widely a few years back. This widens the field of 
suggestions for appropriate gifts to include almost every- 
thing feminine in the jewelry store. The official Mother’s 
Day poster this year is as gay and cheerful as Spring 
itself. A suggested display using the poster is sketched. 
The twenty-two by twenty-eight inch poster is framed in 
two colors of fabric and matching frames in smaller sizes 


ar 





Spring Windows 


The young mother 
accented in the 
Mother's Day 
poster is fashion- 
conscious, too. 
Display of gifts 
can also be keyed 
to fashion angle. 
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MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material 


Source 


Fashion Display 


Fabric for covering panels 
and figures 

Cardboard for figures 

Spring flower nosegays 

Copy ribbon 


Department Store 


Stationery Store 
Department Store 
Show card writer 


Mother’s Day Display 


Official Mother’s Day post- 
er 22” x 28” mounted on 
cardboard $1.40 each 
(other material also 

available) 

Fabric for covering frames 

Daisies 

Gift wrapping 

Copy ribbon 


National Committee on the 
Observance of Mother’s 
Day, 393 Seventh Ave., 
New York 1, N. Y. 


Department Store 
Department Store 
Stationery Store 

Show card writer 


TI 








feature jewelry gifts. Other merchandise is arranged on 
step elevations with daintily wrapped gift boxes and a 
hand-lettered copy ribbon. Artificial daisies repeat the 
flowers in the poster on the background and window 
floor. The poster colors—spring green grass, sky blue, 
rosy red and yellow should be repeated in the window 
for greatest effectiveness . . . a light green background 
and elevation tops, blue and yellow for the frames with 
light green for center pads of smaller frames, yellow with 
blue lettering for copy ribbon and yellow paper and blue 
ribbon for packages. 


by VIRGINIA DIXON 
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Mother's Day... 


Your Christmas in May 





we 
N EXT to Christmas, Mother’s Day is the 


most widely observed holiday in the year.” That’s the 
statement made by the National Committee on the Ob- 
servance of Mother’s Day, a fact that each year is being 
more universally subscribed to by retailers who, for the 
most part, rate it second to Christmas as a gift-giving 
occasion. 

Although the National Committee on Mother’s Day 
sets the theme for the event each year and provides the 
initial impetus to get the occasion off to a good start, 
it remains in the hands of the nation’s retailers to carry 
out the spirit of the day in their communities. A day of 
sentiment and remembrance, it is not to be denied that 
this sentiment is expressed in gift-giving and thereby 
carries with it benefits to the individual retailer which 
are proportionate with the effort he puts forth in promot- 
ing his store as the place where these gift-wants are to 
be satisfied. 

In the 37 years since its inception by Presidential 
proclamation and Congressional resolution, Mother’s 
Day has taken firm hold in the public mind as an occasion 
for honoring Mother with a gift. There is no need to sell 
the public on Mother’s Day; the jeweler’s problem is to 
sell them his store as the place to satisfy their gift wants. 
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Mother's Day can mean much to the individual 
retailer as a community-sponsored promotion. 
The attractive window at left was one of |? 
used by the Arthur A. Everts Co., in Dallas, 
Texas, last year, each with cameo-like motif. 


Remember that people are looking for suggestions; they 
are easily sold. Whether you can sell them on jewelry 
or any of the many other items in your stock that fit in 
so well with this gift occasion depends on your tie-in 
promotion with this occasion. 

In past years, flowers or a box of candy seem to have 
earned a traditional spot on the gift lists of Mother's Day 
shoppers. This year, however, Mother has taken a more 
practical view of the gift situation. In a survey con- 
ducted by Parents’ Magazine, mothers were asked “What 
are your first three choices of gifts you'd like to receive 
on Mother’s Day?” Ninety-four and seven-tenths per 
cent listed apparel and costume accessories as their first 
choice. If there’s one thing the jeweler carries, it’s “cos- 
tume accessories.” 

On pages 116-117 in the March issue of JEWELERS 
CIRCULAR-KEYsTONE, Winifred Parker emphasized the 
importance of jewelry accessories to 1950 fashion. In 
this issue Miss Parker points up the types of jewelry that 
best fit with the new styles both in hairdos as well as 
dress. 

There is no doubt that jewelry as an accessory 10 
fashion has not received its full due. Here’s an occasion 
made to order for jewelers to do just that by pointing oul 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















a sale is born 







The diamond customer is the world’s most cautious 
purchaser. He knows that, with most diamonds, 






the difference between what he pays and what the 









diamond is actually worth is based upon the 






integrity of the jeweler. 










however, when you show him the Circle of Light 
Diamond, with its completely polished girdle, he can see for 






himself the extra value in this fiery gem. He sees greater 






size appearance, greater brilliance and 
greater loveliness. He can see MORE FOR HIS MONEY! 


Just as you can see more for your money. 














It costs no more...and sometimes less... 
A sale is born... every time you show the 


CIRCLE ot 
hoa, Mey, | L oil diamond 


an affiliate of 


“WEST 47th ST., NEW YORK, N.Y. BA | MI (, 6 LD Diamond Tool Research Co.. 304 E. 45th St.. N.Y.C. 


Brothers. lire 


to get the diamond with 


the signature no other can copy 














Los Angeles Office. 220 West 5th St. Melee Plant: 305 East 45th Street, N. Y. C. 











the fashion-rightness of their jewelry and its appropriate- 
ness as a gift for Mother. 

Of interest in planning your promotion of Mother’s 
Day gifts is the price ranges of the gifts which will be 
bought, revealed by the answers to the question “How 
much do you plan to spend on gifts for Mother’s Day?” 
in the Parents’ Magazine survey. Thirty-nine and seven- 
tenths per cent of those answering said that they planned 
to spend between $5 and $7.50; 33.9 per cent said be- 
tween $3 and $5; 36.7 per cent said between $1 to $3. 
Only 9.3 per cent said they planned to spend over $10 





while those who said they would spend less than $1 were 
practically negligible. These figures total more than 
100 per cent because most of those who answered planned 
to give more than one gift and mentioned more than one 
price range. 

Competing with the many other lines in his community 
for this additional volume represented by the Mother’s 
Day gift business, these figures give the jeweler the cue 
on which lines to concentrate his promotional efforts. 

In addition to the Jewelry Industry Council’s idea book 
for jeweler participation in this Mother’s Day promotion, 
the National Committee on Mother’s Day has also com- 
piled a plan book to help retailers focus attention on this 
occasion. Although designed specifically to focus atten- 
tion on the observance of Mother’s Day, this booklet 
nevertheless contains a wealth of ideas by which the oc- 
casion can be promoted, both on a community-wide basis 
as well as by the individual retailer. 

Demonstrating what a small community can do when 
it works cooperatively, 80 retail merchants of Merced, 
Calif. (population 17,500), staged a unique promotion 
as a prelude to Mother’s Day, 1948. 

About two weeks prior to Mother’s Day, the Trade 
Promotion Committee of the Merced Chamber of Com- 
merce broke the news about its “Mother of the Year” 
contest. Sparked by Monroe Jang, chairman of the com- 
mittee, merchants were drawn into a city-wide promotion 
to select the Merced Mother who would be named Mother 
of the Year. 
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Official Mother's Day poster, above, can 
be secured from National Committee head- 
quarters. Left: Treasure Island, Santa 
Monica, Calif., jewelry store, played up 
last year's Mother's Day slogan in large 
suspended letters as a background for the 
extensive display of suggested gift items. 


Participating in the promotion were Brunelli’s Jewelry 
Store, Davis Watry Jewelers, Topper’s Jewelry Store and 
Davis Jewelers. 

There was no intent to commercialize the contest for 
the sake of commercialization. Originally it was the 
thought simply to permit people to ballot for their choice 
without restrictions. However, it became obvious con- 
trols would be needed, else some voters would cast a 
disproportionate number of ballots for their favorite. 
It was finally determined to tie in voting with purchases 
in the stores of the participating merchants. Even so, 
some merchants were fearful lest there might be resent- 
ment at this apparent effort to commercialize still another 
“day.” Their fears were unwarranted as later events 
showed. 

Voting ballots were printed in three different colors, 
one color for each denomination of ballot. Ballots were 
good for one vote, five votes or 10 votes, depending upon 
the amount of the purchase. Each dollar purchased 
entitled the buyer to cast one vote. Ballot boxes were 
installed in each store, usually close to the cash register 
where a cashier or clerk could supervise balloting. Ballots 
provided space for writing in the name of the candidate 
as well as the name and address of the voter. Incidentally, 
this last provided an ideal mailing list for future use. 
Ballots periodically were reported to the Chamber of 
Commerce where they were tabulated as the contest 
progressed. 

(Please turn to page 143) 
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Make use of the diamond fashion advertising 


in Vogue and Harper’s Bazaar 
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Dhareaves your diamonds by reminding your 


Keep diamond sales 
coming your way 


customers that they are eternally fashion-right. Use 
copies of Vogue and Harper’s Bazaar, opened to the 


Tie in your sales efforts with the diamond promotions that 


| . magnificent diamond fashion advertising, in window and 
are working for you. They include... 


counter displays. 
ADVERTISING supporting the engagement ring tradition ned 


—in leading national magazines. Advertising stressing 
the fashion significance of diamonds—in outstanding 
fashion publications. 


This advertising can help you spotlight the timeless 


beauty of today’s diamonds. 
PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—“The Eternal Gem”—to show in your town. It can also help you promote your restyling and 


Write to Association Films, 347 Madison Ave., New 
York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL. . . Helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th St., New York 17, N. Y. 


resetting business. What’s more, it serves as a guide to 


your customers for cutting styles and prices. 





De Beers Consolidated Mines, Ltd. 
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Window Vault 


Saves Time in 





Display Maintenance 


A MECHANIZED window vault is one of the 
newest innovations for retail jewelers who worry about 
the protection of their valuable merchandise in their 
display windows after they go home at night. This device, 
which lowers itself into a sealed vault below window 
level, is controlled by an electric clock which can be set 
to conform to store hours. 

The idea was conceived by Gustave P. Plate, who has 
patents pending on the invention, for his Hackettstown. 
N. J.. store. Before installation of the window vault. 
Plate or an employee used to visit the store each evening 
to remove the jewelry from the window to a wall safe in 
the rear of the shop. The merchandise had to be polished 
and the window redressed in the morning, tasks which 
took approximately four hours daily. So Plate decided 
that something had to be done about this waste of time. 
and he thought of a movable platform that would sink 
into a vault below the window level at night. He com- 
missioned designer A. A. Campbell to figure out the 
mechanics and soon he had the installation in his window. 

Plate claims that it would take at least two hours for 
two strong men to force open the steel control box oper- 
ating the vault, so his worries are over, for the police 
in Hackettstown make hourly checks on his store. 

Two °%4-hp. motors, one to raise and lower the plat- 
form, and the other to close the stainless steel cover, 
are the only power units necessary. There are fifteen 
automatic controls in the control box. 
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Here is shown floor of the vault in raised posi- 
tion with displayed merchandise arranged thereon. 
Plywood floor is covered with decorative fabric. 


Below, platform floor has sunk to bottom of vayl 
and flexible steel door moves to cover the display 








Here, flexible steel door covers the display for the night and 
valuable jewelry is completely protected. In the morning, the 
display is automatically raised to position ready for business. 
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niversity District 


Promotes a Better Business Climate 


Part I: They Raise Money for Cooperative Campaign 








by EDWARD R. LUCAS 


Right: An aerial view of the 
University District, Seattle 
Wash. Below: The "Board of 
Strategy" which plans ways to 
attract more traffic to area. 


eee 


Foo: trafic in a business district can be 
compared to the weather as Mark Twain’s pungent obser- 
vation had it: everybody talks about it, but no one tries 
to do anything about ii. 

To the jeweler, certainly, the presence or absence of 
foot traffic in front of his establishment has a very inti- 
mate bearing on the accumulation of dollars in his cash 
register. This fact is recognized in the upward scaling 
of rents in a high traffic location. The value of location 
to a jeweler in a predominantly drive-in section, can be 
equated in terms of automobile traffic. In either case, the 
flow of traffic in an area is usually assumed to be beyond 
the control of the individual business men of that district. 

Comes now a group of business men who have success- 
fully challenged that assumption. They are the merchants 
of the University District in Seattle, Wash., whose com- 
munity promotional program is directed specifically to 
the solution of this central problem: how to increase the 
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flow of foot and automobile traffic into their business 
district. 

The methods used in solution of this thorny problem 
have shown a high degree of originality and imagination. 
This was a pioneering necessity, as in many cases the 
merchants boldly tackled problems which are normally 
left to the play of haphazard economic forces. They have 
sought and found solutions to such problems as: (1) 4 
fair and equitable method of raising contributions from 

(Please turn to page 174) 
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143 dias. $3500 







140 dias. $3000 
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for those who desire the finest. 





A magnificent collection of specially 
priced platinum and diamond watches 


iil with guaranteed jewelled movements. 


Available on consignment for 
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e W2049 30 dias. $750 





Raymond Abrahams 
551 Fifth Avenue, New York 17, N.Y. VAnderbilt 6-0457 
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Unusual 
Stones 
Feature 
Museum 


Jewelry 


Display 


Yonny Segal uses agate, chrysocolla, amber, malachite, and aquamarine in his jewelry designs 


= jewelry designers recognize that the 
limitations imposed by stereotyped shapes limit their 
range in expressing the natural beauty of form and pat- 
tern that lie within the inexpensive but interesting jewelry 
stones which find little use in handmade or mass-produced 
conventional settings. 

A new display of modern jewelry design, created by 
Yonny Segel, a new name in the jewelry field, was opened 
at the American Museum of Natural History early in 
March. The display is in the Morgan Hall and will be 
continued for about two months. 

The curator of the gem collection at the Museum, Dr. 
F. H. Pough, has given space to this exhibit because he 
feels that Segel’s work is not only creditable as examples 


of good craftsmanship, but also helps to emphasize the. 
inherent beauty of minerals in themselves. Dr. Pough 
points out that “Many of the two thousand minerals are ” 
as lovely as the two dozen that are used in ordinary 
jewelry; it is refreshing to see someone come along with | 
original ideas and work them out with some of the up. | 
conventional stones.” 

Segel feels that jewelry should be interesting from three 
dimensions, and he creates his designs about the speci- | 
mens he has rather than attempting to impose a conven. 
tional design and serve it up, as the advertisers say, “In ” 
simulated ruby, sapphire, or emerald.” He feels that any 
creation should reflect the potentialities of the piece, the 

(Please turn to page 141) 


Segal feels jewelry should be 
interesting from three dimen- 
sions and his designs are cre- 
ated around the specimen that 
he has on hand. He uses un- 
usual stones that are not be- 
yond ordinary buyers’ means. 
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Sketched is the uncut 
/ Jonker diamond as it 

was prepared to yield 
the twelve beautiful 


diamonds in the photo- 
graph. 
\e 


\= yy 
The integrity of the House of Harry Winston Ma 


means to you... confidence . .. 


... confidence that your requirements will be met 
for a continuous source of evenly graded diamonds 
of an exact color, quality and size... from the 


smallest melee to the largest sizes... 


. confidence that our large volume and rigid 
manufacturing controls will give you prices that 


challenge the industry! 


. . confidence .. . and prestige, too... for we 
acquire the most fabulous and highly publicized 


of the world’s diamonds... 








rare jewels of the world 






HARKY WINSTON. 


7 EAST 51s: STREET, NEW YORK 
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THE WINSTON COLLECTIONS ARE AVAILABLE 
AT YOUR REQUEST 





Care For Your Capital 
With Stock Control 


An inventory control system perfected by Max Strasburg at his 


Hollywood, Cal., store, and now in use by 300 retail jewelers, solves 


the problem of regulating the varied items in today’s jewelry stores. 


by JOY KRAMER 


es grocery had sawdust on 
the floor, a barrel of diil pickles beside the counter, and 
smelled perpetually of fresh bread, and spices, and laun- 
dry soap. Soup bones were free, and liver a nickel a 
pound, and the whole stock, domestic and imported, 
comprised a few hundred items. 

The rotary press, the movies, the singing commercial 
have left their footprints on that sawdust floor. In two 
generations of mass communication and massive adver- 
tising, needs have been divided, and subdivided, and 
particularized into specific desires. 

In today’s supermarket, that barrel of pickles has 
become fifty-seven different varieties and the goods sold, 
domestic and imported, have swollen to over five 
thousand. 

Just what has all this to do with the price of gold 
filled lavalieres? 

Let’s put it this way... 

Like the corner grocer, today’s jeweler must satisfy 
more comprehensive and more specific desires than the 
merchant of Grandmother’s day. To meet their require- 
ments, inventories have grown, stocks have multiplied. 

And many a merchant who “knew his stock by heart,”’ 
who kept his books by rule of thumb, has finally foun- 
dered in a sea of red and black ink. 

As far back as thirty years ago, a young jewelry 
salesman working the Rocky Mountain territory recog- 
nized the need for a merchandise control system that 
would be easily comprehensible, non-prohibitive in time 
or cost, and adaptable for the small retailer. 

Max Strasburg had never taken an accounting lesson 
in his life, but his inventory control system, perfected 
by trial and test in his own Hollywood store, is now in 
use by about 300 American retail jewelers. 

His donation to his industry, the Strasburg system, is 
devised upon a program of daily spot inventories, de- 
signed to discourage rash buying, prevent undetected 
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loss of merchandise, and expedite payment of insurance 
on fire or theft. 

Key to the Strasburg system is the salesman stock 
control sheet. 

This sheet is handled by the salesman in charge of his 
department. entries being made each morning from his 
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The stock control sheet for salesmen allows a jeweler to 
know always what items of a given price range are on hand. 
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Diamonds 


in 
All Sizes | 
and Shapes | f 
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Always The Finest Cuttings 


- GOODS SENT ON MEMORANDUM 


WRITE FOR PRICE LIST 
TODAY 





Kimberley Diamond Co. 


I8 JOHN STREET NEW YORK 7, N.Y. 
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STOCK BOOK 


S Lo 
Bor pate THEIR NO DESCRIPTION DATE $0 


176 iOoK 


Devised for the layman athe, 
than the accountant, the stock 
book is easily adaptable to the 
needs of the small jewelry shop. 





duplicate sales book. It can be used in all departments vided on excessive or inadequate ordering of merchan- 

but is generally used for diamonds, watches, and rings. dise. At the bottom of the page is listed the budget for 
Each sheet is headed with the kind of merchandise on the type of merchandise covered in the control sheet, plus 

which the control is to be kept (for example, Ladies’ the highest and lowest inventory limits. 

Watches) and its retail price range. To simplify taking inventory, Strasburg developed an 
The sheet is then subdivided for each of the selling especially valuable stock book. 

prices, with a notation indicating the highest and the (Please turn to page 137) 


lowest number of items that can be safely carried within 
that price range. This provides an accurate, at-a-glance 





INVENTORY CONTROL 























control for reordering (by mail if necessary) to keep seam 

stock up to the minute. Similarly, it discourages rash a — — 

buying of items that are slow moving or overstocked. Pere ewr | weceneo [vere [soe [ swinis Poare | "25" | powcr J eceneo | mate | 
Every unit is listed by its stock number. The month fs Sem amie oy a gee a 

and year of purchase is indicated in code, i.e.: 75 means a reine on RP yes 4 4 be me sh on 

July, 1945, 105 means October, 1945. As the unit is io Ett th oda) tockinabel | 

sold, a line is drawn through its stock number, and the d-ot ig GE, Ie 


LO @jo8 A242 ohe A Pl o| eco 





date of sale is indicated on the stock control sheet. Ad stems 


If it is returned to stock, the number is simply re- 
entered on the sheet under its proper selling price. As 
new merchandise is brought in, it is allocated to the 
control. 


With this very simple record, the merchant knows at 
all times how many items of any given price range are " 
on hand, which are dormant, and which are moving best. ; 


An inventory control sheet, also originated by Stras- 
burg, gives a clear day by day picture of merchandise on 
hand and on order. 

This sheet is headed according to department and type A 
of merchandise i.e., Department No. 2, Watches. = = 

Each day, all merchandise received, returned, and sold ali aaa 
is listed according to cost, and a tally made of the bal- nied | 
ance on hand. On the righthand side of the sheet is | sown Ware “EE 











































































































listed all merchandise bought, merchandise received, and | ore A 800 Biron oO neers SOON = bee , 
the balance due. The supply house is indicated in code. —— 
For Sunday, the week’s total is indicated in red ink. ; 
7 ye . The inventory control sheet keeps a daily tally of items 
As in the salesman stock control sheet, a check is pro- on hand and on order. Supply house is indicated in code. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 





















merald Cut and Marquise i 
STAR SAPPHIRES (QS 


RUBIES - STAR RUBIES - SAPPHIRES 
CAT’S EYES - EMERALDS + PEARLS 


We have a large stock of Precious Stones — mounted and 
unmounted from which to make your selection. Let us co- 


ors . 





operate with you on your special calls. 





Circle §-5673 









608 Filth Avent® snes. 
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Sporting Goods 
Open the Road 


to Extra Sales 


by ROSS MILLER 





— GOODS have been found to be an 
excellent stimulus in creating store traffic among men at 
the Allen Jewelry Shop, Binghamton, N. Y. Its masculine 
interest incentive not only has brought more men into the 
store with their wives, but at the same time has added a 
profitable amount of income to the business in general. 

“The major portion of traffic in our store is usually 
made up of women,” said Sam Cohen. “We have con- 
stantly strived to get more men into the store, but until 
we added our sporting goods line, they were always in 
the minority. Now, the picture has changed; men who 
formerly waited outside or took a walk while their wives 
shopped for jewelry or silverware. now eagerly come into 
the store. Their wives can spend more time looking over 
the jewelry while their husbands look over the sporting 
goods line. While the sporting goods are accounting for 
a profitable slice of extra income from the men, the 
jewelry side is profiting too from this extra traffic. Once 
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Allen's have interested men in their 
store with their sporting goods line, 
which has resulted in an increase of 
traffic and in more men entering to pur- 
chase gift items for their families. 


When sporting goods are sold under a 
time-payment plan, Sam Cohen suggests 
a gift item to be purchased under the 
same plan. Both sales usually result. 


in the store, men are naturally subjected to the jewelry 
displays on their way to the sporting goods department 
at the rear. and many an impulse sale of a piece of 
jewelry has resulted. 

The store has departmentalized its jewelry merchandise 
into a watch section, diamond and rings. flatware. hollow- 
ware. costume jewelry. small electrical appliances and 
cameras. 

Each section is displayed on a wall shelf area in front 
of which is a display counter. Clerks may serve anywhere 
in the jewelry store and direct customers to the sporting 
goods area if they feel that it may interest them. 

The store has two front display windows. one of which 
has been devoted to the display of sporting goods. This 
helps to stop male traffic passing the store. which is located 
in the heart of the town’s main shopping district. 

“It is surprising to see how many men are willing to 
come into our store with the womenfolk instead of per- 

(Please turn to page 147) 
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JUNE is the month of 
BRIDES and GRADUATES 


Imperial Cultured Pearls 
are traditional gifts for 


BRIDES and GRADUATES rs 
@ The more necklaces, bracelets, a + CULTURED 


earrings and cultured pearl- 
Studded gold jewelry you stock, 
the more you'll sell! 


® Call our nearest office. 


_.. the only Cultured Pearis 
REGISTERED AND INSURED 
for the protection of 

your customers and you! 


*® Richly Packaged 

PEARL SYNDICATE "@ NATIONALLY AND INTERNATIONALLY 
, 4 ADVERTISED AND ADMIRED 
v Awarded highest 


4 ale}ale]¢-mace) m@eier-1ine 
5 North Wabash Avenue, Chicago, Illinois. «, at two world’s fairs 


607 Fifth Avenue, New York 17, N. Y. 


607 South Hill Street, Los Angeles, Calif. 
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2. Telechron "Advisor" 








4. Watch Bands 





5. Calendar Watch 
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6. Canasta Pencil 
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1. Corn Holders 





3. Victorian Butter Dish 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] l. “Cornettes,” finger-fitting corn holders made of Lustron 
with nickel prongs and protective flanges. Also available 
in silver plate at $5 for set of eight. The price in Lustron 
is $2 a set. They may be ordered from Robin Rosemary 
Gifts, 103-07 Northern Blvd., East Elmhurst, L. I., N. Y. 


[] 2. The “Advisor” from Telechron, Inc., Ashland, Mass., has 
a white plastic case with colored dial and pierced numerals 
to match—red, blue, yellow, or black. It is powered by 
self-starting electric motor. The price is $5.95 plus tax. 


[] 3. A reproduction of a Victorian butter dish from Lumart 
Co., 300 Main St., E. Orange, N. J. It is silverplated on 
copper in the Sheffield manner. The removable insert turns 
this into a candy dish if desired. Priced at $15 Keystone. 


[] 4. Bretton watch bands from Bruner-Ritter, Inc., New York. 
These bands are 1/20 12-karat gold filled. The upper is of 
gold mesh with jeweled ends and retails at $4.95. The other 
is a silk cord with jeweled ends. Price is $3.95 with tax. 

[] 5. Latest innovation in calendar watches from Switzerland 
is this gold, jeweled-lever timepiece. Two windows indicate 
day of the week and date of the month, in addition to sweep 
second hand. Dial is silver and the strap in black suede. 

[] 6. Canasta Scoring Pencil designed to conform with Of- 
fical Canasta Rules. Made by the Monroe Manufacturing 
Co., 69 Murray St., New York, all metal parts are 24-karat 
gold plated, in addition to the lettering. It retails for $l. 
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NCE 
NEW ELEGA 
[NEWEST PATTERN) 'NViTation 


SILVERPLATE : 


OFFERS YOU AN 
ENTIRELY NEW 


SPRING PRESENTATION 
























TABLE CHEST available with “Apartment 
Set” Service for Eight @ $74.50 retail. 


PRICE OF SET includes Table Chest. To 
>. see this magnificent Table Chest is to want 


it—and that builds a better average unit of 


sale for the Store. 





132-pc. capacity. 
Mchogany finish. 
Pacific lined. 


MERCHANDISE, Table Chest, 
Adv. Material, all are ready. 
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They re New 
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2. Modern Designed Clock 
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3. Expansion Watch Band 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] 1. A. S$. R. Heritage Table Lighter Sets are being made in 
copper and brass as well as rhodium. They both have ebony 
Tenite handles. The lighter alone costs $12.50; the set is 
$25 with matching tray. From A.S.R. Corp., Brooklyn, N. Y. 


[] 2. A new modern designed clock called the Dynaire by Seth 
Thomas of Thomaston, Conn., comes in blonde birch or brown 
mahogany. The sash and hands are polished nickel and dial 

tate: tian is silvered, with Roman numerals. Price is $16.50 plus tax. 





[] 3. “Golden Bamboo," an expansion watchband for men from 
Jacques Kreisler Corp. It has a stainless back, 1/20 14-k gold 
filled top and comes packaged in a jade and bamboo box 
of plastic. It is priced to retail at $9.95, tax included. 


[] 4. The "Henley" double vegetable dish in Community Plate 
by Oneida Ltd., Oneida, N. Y., is available with a divider 
for a retail price of $21; without the divider, the price 
is $17.50. Neither of these prices includes federal tax. 


[] 5. "Chatham," a clock-barometer combination from Swift & 
Anderson, Inc., 952 Dorchester Ave., Boston, Mass. It 's 
executed in solid brass with a Honduras mahogany base. The 
unit retails for $25 plus a $2 tax on the electric clock. 


[] 6. Another Lady Elgin model of the new ‘Devotion’ series 
recently introduced by the Elgin National Watch Co., Elgin, 
lll. It has 19 jewels and is set with twelve diamonds. It 
retails at $175. Prices in series range from $115 to $175. 





6. Lady Elgin Watch 
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WE AR 
MOVING! 


AFTER MAY 1ST 
WE WILL BE AT THE 


“BUSIEST CORNER IN THE WORLD” 





STATE AND MADISON STREET 
CHICAGO 


6. Beeken 60 


AMERICA'S LEADING WHOLESALER 








(SAME MAIL ADDRESS) 


P.O. BOX I 
CHICAGO 90 



































BRANCHES 
DALLAS—DENVER—DETROIT—NASHVILLE 





“BUY FROM BECKEN— 
AND GET THE BEST" 
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They're New 











2. "Tiara" Watch Bands 





4. Brookwood Pattern 





7. Chain-Bracelet Lighter 
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1. Metal-Faced Billfold 





3. "All-American" Watches 





5. Holy Year Ring 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] |. “Golden Fold," a billfold from.|. Smallman & Sons, of 
Paterson, N. J. This is featured by a metal, gold-plated 
face which is engine turned and has space for a monogram. 
Other sections are Moroccan leather. Retails for $5, F.T.I. 


[J 2. The new "Tiara" gift box from Jacques Kreisler makes a 
novel setting for the new line of watch bands. The watch 
band shown here is called the "Alencon" and features three 
rhinestones flanking center links. Retails at $8.95, F.T.l. 


[1] 3. Elgin National Watch Company's new “All-American 
Youth" series. The models are all 17-jewel Elgin DeLuxe 
watches which have been designed by Henslee. Three have 
high crystals. The watches are priced to retail at $45, F.T.l. 


[] 4. The new Brookwood pattern in 1881 (R) Rogers (R) Sil- 
verplate by Oneida Ltd., may be purchased in five-piece 
place settings, services for six, eight, and twelve. Traditional 
and modern design combine to form the attractive pattern. 


[] 5. A Holy Year wedding ring which has hand carved crosses 
and orange blossoms of palladium set in four plaques on a 
14-karat gold ring. This is one of the "Rings of Royalty” 
from O. M. Resen, 62 W. 47th St., New York. Retails at $25. 

[] 6. Watch attachments from Marvel Jewelry Manufacturing 
Co., Providence, R. |., which include a new series of men's 
bracelets with the "Marlock" ratchet buckle, new styles of ex- 
pansion bracelets for men and women, and styles with flexible 
chains. Retail prices for these lines begin at $7.25, F.T.l. 

[] 7. A chain bracelet lighter from the Evans Co., of North 
Attleboro, Mass. It has a golden metal finish and is fully 
automatic. This new combination retails for $6 without tax. 
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KING EDWARD 
Use these 6 vital sales points that make 


King Edward Silverplate one of America’s fastest-selling lines! 


1. beautiful patterns .. . sales tested . . . contemporary and traditional. 


2. unlimited service guarantee . . . substantially plated with pure silver 
on 18% nickel-silver blanks, the finest material used. Frequently used pieces are 
extra plated at the points of greatest wear. Luxurious hollow-handle knives have 
mirror-finish stainless steel blades. Forks and spoons are graded for perfect balance. 








MOSS ROSE 
3. widest assortment of sets —5 different services for 6, 8, and 12... 


each in solid wood, beautifully lined, anti-tarnish chests. 


4. most extensive open stock . . . as many as 33 pieces, including carving 
sets, child sets, and handsome serving pieces. 






CAVALCADE | 
5. low, low price ... King Edward Silverplate is priced for the great middle- 


income market, the vast majority of our customers. 


6. HUGE ADVERTISING PROGRAM. King Edward is familiar to all 


your customers — familiar as the pages of Good Housekeeping, True Story, True 
Confessions, Modern Romances, and True Romance. That’s where 19,500,000 people 
see King Edward Silverplate’s story — directing them right to your store! 


‘the popular priced silvenplate will the high, price, Cook,” 
King Edward © Silverplate 


NATIONAL SILVER COMPANY 






<< ~~ Or 

"Guaranteed by > 

Good Housekeeping 
Stor 


ge 
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They re New 











1. New Watch Fashion 





2. The “Slumber Minder” 





3. “Trafalgar Square"’ Watch Band 








4. Salt and Pepper Set 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


(J |. A new fashion in watch design from the Gruen Watch Co. 
Time Hill, Cincinnati, Ohio, is the "Clover" series, so 
called because of the shape of the cases and crystals. All 
are available in 14-carat gold. Shown is the diamond set 
Veri-Thin Modiste which retails for $200 with federal tox. 


[] 2. The new Lux "Slumber Minder," a streamlined clock with 
a modern dial design. It is cased in ivory with hands and 
hours in gilt. It is also available in gunmetal grey with silvery 
hours and hands. Retails at $3.50 plus tax. It's made by 

B. Wete Service De Luxe Clock Mfg. Co., 95 Johnson St., Waterbury, Conn. 





[] 3. A new design in the "Trafalgar Square" series of watch 
bands for men from Jacoby-Bender, Inc., 161 Sixth Ave., New 
York. It has a double safety catch with an inner and an 
outer lock for security. Six new designs are now available. 


[] 4. New Salt and Pepper Set in 1881 (R) Rogers (R) Silver- 
plate by Oneida Ltd. The Brookwood pattern, introduced re- 
cently, is shown here. The sets are also available in Del 
Mar, Plantation, and Capri patterns. Prices: $3.75 plus tor. 


[] 5. New Toastmaster Waffle Service from McGraw Electric 
Co., Elgin, Ill., is a complete ensemble for waffle sup- 
pers and consists of a batter bowl and syrup pitcher of 
Franciscan Ware, chromium-plated ladle and the new Toost- 
master Waffle Baker, all arranged on a walnut veneer fray. 
The set retails for $27.50: the Waffle Baker alone, $18.9. 


[] 6 Anson's latest line of men's jewelry includes a Fishrod 
and Reel Tie Slide, a replica of a shotgun, a Portrait Tie 
Slide for the family man, and a Musical Set, composed of 
Tie Slide and Cuff Links. Prices range from $2.50 to $7 in 

6. New Men's Jewelry addition to the tax. From Anson Inc., Providence 5, R. | 
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wxamplt: Elgin accuracy is confirmed 
right in Elgin's own observatory 








A tiny point of light is followed across 
the telescope screen at the Elgin Observ- 
atory. One reading. Then another. And 
another. True time is calculated to hun- 
dredths of a second. Every Elgin is timed 
to that standard. Each Lord and Lady 
Elgin carries the official observatory cer- 


lificate of star-timed accuracy. **'The style applause for Klein 


Elgin is the only watch company with ° : 29 
its own observatory regularly observing, 1S certainly deser ved 


recording and broadcasting time from 





the stars. This is only one of many ex- says JULIE WILSON, lovely singing star of stage and 
amples of Elgin leadership in watch- radio and chosen one of America’s “‘best-dressed”’. 
making techniques. You build your stor _ :, ; 

e h q fe: lo; y Elgin’s superb styling has won the always in good taste, the new 
prestige when you feature Elgin Watches. highest praise from the most dis- Elgins are the choice of America’s 
Elgin National Watch Company, Elgin, Ill. criminating. Fashion-correct and ‘“‘best-dressed’> men and women. 
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Silver Parade 
(From page 88) 


Radio commercials emphasizing the Silver Parade and 
sales letters that can be used to increase silver sales are 
also included in the book. 

Emphasizing the importance of increasing store trafhic 
and sales during the Silver Parade, the Council includes 
in its promotional book several novel attention-stimulat- 
ing ideas. It is suggested, for example, that flowers be 
given away to girls and women who come to see the 
jeweler’s Silver Parade, and that store employees wear 
badges saying, “Welcome to The 1950 Silver Parade,” 
stimulating conversation between the customer and the 
employee. These badges are offered—at no cost—to 
retailer members. The Council also suggests that special 
exhibits of old or famous silver be arranged to arouse 
interest, or a bride’s corner set up, suggesting ideas for 
wedding gifts. 

Along with the promotion book, the Council has sent 
its retail members one large and four smaller easel-back 
window cards. The larger of these cards reads, “Celebrat- 
ing the 1950 Silver Parade—April 20 to May 6. Come 
in and See Our Beautiful Exhibit of Silver.” The four 
smaller cards each carry different messages. These four 
different messages read: “Silver for Wedding Anniver- 
saries,’ “Silver for Your Favorite Graduate,” “Silver to 
Brighten Your Home,” “Silver for the Happy Bride.” 
All of the five display cards carry the campaign slogan, 
“Everyone Treasures Silver.” The Council urges retailers 


to use these cards with window displays that emphasize 
the many occasions where silver is a perfect gift. The 
promotional plan book illustrates six examples of Windoy 
displays which can be used to promote silver, for gy. 
ample: for graduation gifts, wedding presents, or 4, 
beautify the home. 


CLUB PLAN EMPHASIZED 


Another important and successful means of increasino 
silver sales, outlined in the Council’s idea book, js the 
Club Plan Method of Selling—a selling plan now wide 
used in all parts of the country. In commenting on these 
methods of selling, the Council makes the followino 
recommendations with respect to the credit aspect of the 
method: 

(1) There should be a substantial down payment o 
10 to 20 per cent—preferably the latter. 

(2) Payments should not be extended over twelve 
months. 

(3) There should be a carrying cost to cover the extra 
cost of this type of selling. (The Council points out that 
it costs a minimum of $8.00 per account or 6 per cent 
on a sale of $135 or more.) 

(4) There should be careful checking of the credit 
risk before delivering ithe merchandise. 

(5) There should be a conditional sales contract s9 
that the title remains with the dealer until the merchan- 
dise is paid for. 

(6) If financial aid is needed, that plan should be 


discussed with dealer’s bank before proceeding. 








From the KOSLOW Collection 





Proudly presents two New 
Unusual Ear Clips 


e Finger Ear Clips with Baguettes and Mar- 
quises Diamonds, 
¢ Domed Ear Clips of Baguette, Pearshaped 


and Trapeze Diamonds. 


MR. RETAILER: For your profit, we offer individually 
designed pieces in Diamond and Platinum for your 
Special Preferred Memorandum Requirements—in Neck- 
laces, Bracelets, Clips, Rings and Earclips. 


JEWELERS 


The Mark of Distinctive Jewels for Over 30 Years 
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42 WEST 48th STREET, NEW YORK 19, N. Y. 
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The Council’s 1950 silver promotion book concludes 
stg suggestions for a successful Silver Parade with 
publicity releases and with reproductions of newspaper 
advertisements used by retail jewelers in “The 1949 


silver Parade.” 


NEWSPAPERS AND RADIO SENT PLAN BOOKS 


According to Mr. Haase, close to a thousand news- 
apers In all parts of the country have received copies 
of the Council’s promotional plan book, “The 1950 Silver 
Parade,” and more than a thousand radio stations have 
been sent the radio commercials it contains. “This has 
been done,” says Mr. Haase, “in order to enable news- 
papers and radio stations to work closely—in advance of 
the promotion—with retail jewelers in their localities.” 

Among many comments which the Council received on 
“The 1949 Silver Parade” which indicate that retail 
jewelers are anxious to get behind “The 1950 Silver 
Parade” are the following: 

“We feel this type of promotion is beneficial to the 
store as a whole.” 


*% *% * 


“] feel it is a very good promotion. It helped to keep 
our sales up to last year’s figures.” 
* *% * 


“Suggest continuation of promotions in future.” 
* % * 


“Your efforts in the Silver Parade are very commend- 
able. It is fine work that will pay off. Please continue 
your good work.” 


“The Silver Parade is a good promotion and should be 


continued next year.” 
~ * * 


“We can think of no suggestions for improving the 


material which was sent us.” 
¥* & ¥* 


“I am of the opinion the Silver Parade is a good over- 


all promotion for the jeweler and silverware.” 
*% * * 


“We are well pleased with the Parade, the national 


publicity and our results.” 
* * * 


“Ideas and window display suggestions good.” 
* * * 


“Silver Parade’s one of the main factors in good silver 


business.” 
* *% * 


“I think this program is a very good idea and hope 
it keeps on year after year.” 
* * * 

“We feel ‘The 1949 Silver Parade’ a worthwhile plan 
on promotion. The idea gives that extra ‘oomph’ to 
window displays and newspaper advertising. Also we 
feel it is not something to be rated on immediate results. 
It will be remembered at later dates.” 

~ © * 

“Sincerely believe that promotions on silver are a very 
good way to prove to the people that silver is worth 
‘investing in’ and that it is within the reach of everyone 
—if bought weekly and over a period of time.” 
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and outstanding Value... 





Comprehensive selections 
of Gems...... loose or 


in distinctive mountings 





PRECIOUS STONES...of fine Quality ... 
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610 FIFTH AVE., Rockefeller Center, New York 
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Smuggling Costs You Business! 


The jeweler can secure double reward for cooperation which protects his business. 


by WALTER N. KAHN 


Chairman of The Jewelers Protective Bureau, 


Standing Committee of the Jewelers Vigilance Committee 


A, LONG as the game is worth the candle, 
there will always be those who play at the dangerous game 
of outwitting customs collectors; even though the cost of 
failure is high—in jail sentences and fines. 

Romantic is the word for jewel smuggling activities as 
far as the general public is concerned. Costly, is the 
word for it as far as the retail jeweler is concerned. 
Every jeweled piece smuggled into this country by a 
vacationing townsman is one less piece to be bought at a 
local store—and, the type of jewelry which would be 
brought in without declaration will most likely be an 
impressively expensive piece to justify the risk assumed 
by the traveler. 

Early last month, Customs Commissioner Frank Dow 
reported to Secretary Snyder on customs enforcement 
activities during 1949. The examples of frustrated smug- 
gling efforts which he cited were mostly of the “commer- 
cial” type involving professionals. These were interesting 
and more about them later. 

Less spectacular, but equally onerous, particularly to 
the retail jewelers, are the steady activities of the thou- 
sands of tourists who arrive in this country by train. 
ship and plane. 

In order to detect as many cases of attempted smuggling 
as possible, and to bring about convictions which would 
discourage some of those who might later be tempted to 
try evasion of duty, the Protective Bureau. a standing 
committee of the Jewelers Vigilance Committee, has for 
years applied its energies and monies in effective detec- 
tion and prosecution of smuggling. It has established 
an impressive record. The retail jeweler, who has a great 
deal at stake in the war on smugglers, has been tre- 
mendously helpful in supplying much of the necessary 
information upon which the Bureau has proceeded. 

During the war, smuggling of precious stones and 
jewelry into this country was negligible because security 
precautions eliminated casual or business travel. The 
tourist trade was, of course, non-existent. With the end 
of the war, however, the smuggling racket came to life 
again, equipped with an additional facility that it didn’t 
have before the war; transoceanic air travel over regu- 
larly scheduled air lines. Along with this came a new 
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type of traveler. A man who has just flown over the 
Atlantic has little patience with a slow customs clearance 
and is psychologically in a good position to feign annoy- 
ance for a delay. So, where prewar it was like looking 
for a needle in a haystack to detect customs evaders, 
today it is even worse. 

In its work with the customs authorities, the Protective 
Bureau not only checks upon travelers as they arrive in 
this country, but it also follows leads on acts of customs 
evasions made in the past. Therefore, if information on 
an act of smuggling comes to the attention of a jeweler, 
weeks or even years after it has been committed, he 
should communicate his facts to the Protective Bureau 
so the case can be investigated and the party prosecuted. 

An interesting fact in connection with smuggling 1s 
that the smuggler commits no criminal act within the 
country he is leaving, nor in traveling toward this country 
with his dutiable goods. Only upon debarking here and 
failing to make a declaration does he become criminally 
involved, and then only with the U. S. authorities. This 
emphasizes the difficulty of apprehension, depending as it 
does on extremely fast action on a rapidly unfolding 

(Please turn to page 146) 
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EVER before have you 
seen—or HEARD—a 
window display like this! The 
stunningly - gowned Bretton 
Beauty TAPS...TAPS...TAPS 
...On your window. 

The sound stops ’em! The 
animation fascinates ’em! The 
breathtaking, Technichrome 
photograph flashes a compel- 
ling selling message to bring 
them into your store—to BUY! 

This animated sound display 
is a ‘‘hard-selling mailed fist”’ in 
an “exquisite velvet glove.”’ It 
not only calls attention to all 
the merchandise in your win- 
dow, but identifies your store 
as headquarters for BRET- 
TON —the bands that for years 
have been attached to more 
famous watches than all other 
makes combined! 

Many months and thousands 


C 


of dollars were spent in design- 
ing, developing and _ testing 
this display in key jewelry 
stores across the country. 
Jewelers who pre-viewed and 
tested it agree they’d gladly 
pay $100 or more for this dy- 
namic business builder. Yet it’s 
not for sale at any price! 


UT you can get it right now 
with a minimum 30-band 
assortment of the 4 exciting, 
entirely new watch attach- 
ments to be pre-sold for you on 
BRETTON’S million dollar 
CHANCE OF A LIFETIME 
program — starting May 7th. 


But you must act now! These 
displays are so expensive to 
make, only a limited number 
have been ordered—enough to 
supply just 1 out of 7 jewelers! 
So, don’t risk losing business! 
Wire or phone your wholesaler! 
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These are the 4 exciting new watch band styles included in your “ 
Of A Lifetime’ Unit—the bands pre-sold for you on BRETTON'S , sense 
tional “CHANCE OF A LIFETIME” radio program —every Sunday * 
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Watch Jewels 


(From page 94) 


. sarms of skill and know-how, such interdependence is 
f er the reasons why the workers in the watch-stone 
nivn are the highest paid in Europe, receiving the 
er <cale as the watchmakers themselves. 

From Monthey in French-speaking Switzerland, the 

ar-shaped synthetics are shipped to Thun, on the famed 
lake of the same name, where they are fractured, cut to 
shape. chemically washed (after each operation) and 

olished to satisfy a measuring tool accurate to a toler- 
ance of 0.0000039 inch. 

The delicate power of the robot-control of the jeweled 
lever movement in the quality Swiss watch can be im- 
agined from the size of the finished rubies—10,000 of 
the pallets or 30,000 of the impulse-stones, barely fill a 


thimble. 

But the most delicate operation of all is to bevel holes 
in those stones which are used as pivots. This work is so 
fine that no machine has been devised sufficiently sensi- 
tive, so that the process is controlled by the feel of human 
hands alone, to a tolerance of 0.000019 inch! 


The handful of Swiss experts who can do this job have 
had their skill handed down from their forefathers. 


From this factory at Thun the finely finished stones 
go to the watch factories. Last stage is the setting of the 
stones—the pallets and impulse-stone, nearly as delicate 
an operation as bevelling the pivot-hole. For the slightest 





deviation in placement of the rubies and in the final 
assemblage of the entire jeweled lever escapement for the 
watch would mar the brilliant performance of the move- 
ment. 





Gold Jewelry for 1936 Brides and Mates 


If you know a couple celebrating their fourteenth 
wedding anniversary this year, the traditional remem- 
brance is gold jewelry. One million, three-hundred and 
sixty-nine thousand (1,369,000) marriages were _per- 
formed in 1936. A lot of water has passed under the 
bridge since these couples said, “I do.” They married 
at the height of the depression. Six years after the rice 
and confetti, a world war broke out. Designer Arthur 
King, designer of gold jewelry, points out that no one 
group has had it tougher in getting established. 

Sales of jewelry in 1936 were modest by any standard. 
Many of those couples getting married were employed by 
the W.P.A. and had to forego the frills. While nothing 
can replace the wedding band and engagement ring as 
far as sentiment, these folks for the most part are better 
off financially. Their average age is forty. Their earning 
power is near its peak. Nursery cares are over—at least 
the kids are old enough to get to school by themselves. 

Past anniversaries, according to protocol, put more 
attention on household items such as china, silverware. 
and linens. The Gold Jewelry anniversary is for personal 
gifts. The ladies will receive bracelets, brooches and 
earrings. Tie-clasps and cuff-links both individual and 
in sets will be given to the men. 
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Calibre Guard Rings 


PEARL TOURMALINE 
LAPIS LAZULI BLACK ONYX 
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ITEMS SHOWN ARE 14KT. WHITE GOLD 
WITH PALLADIUM SETTING PLATES 


USEFUL FOR REMOUNT JOBS 


We also manufacture popular priced diamond jewelry 
items with rings to match. The high respect in which 
diamonds are held by the public makes these articles 
very desirable and reduces sales resistance. 


& COMPANY 


Manufacturing Jewelers 


26-30 Beecher Street, Newark 2, N. J. 
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Fashion Your Selling 
(From page 92) 


over America major promotions are placing diamonds jp 
the forefront of news and fashion. These promotions wl] 
sell diamonds for spring engagements, Mother’s Day gifts 
June graduations and summer weddings. Use every flash 
of diamond publicity and whenever possible tie-in your 
local advertising with it! 

It is important to consider silhouette trends of fashion 
Perhaps you’ve noticed that women’s capes, coats and 
toppers are very full in the back and have a pretty fly. 
away flair to them—as though a fresh little breeze were 
blowing constantly about the head and shoulders. Syit, 
give this same effect by having short capes or cape-like 
collars swinging jauntily from the shoulders. Many of 
these full-backed coats are pulled in at the waistline with 
a belt which gathers a great mass of material together 
between the waist and shoulders. Sometimes great flow. 
ing sleeves are used to give the effect of bulk, but regard- 
less of how it is accomplished, this mass of cloth between 
waist line and shoulderline is termed in fashion as. “the 
bulky-topped” silhouette. 


NEW SILHOUETTE NEEDS BOLD JEWELRY 


The “bulky-topped” silhouette can serve as a medium 
for selling lavishly styled jewelry. You can recommend 
boldly proportioned chokers to heighten this fashion 
picture; you can recommend dramatically designed brace- 
lets and opulent rings to give it needed balance. You 
may not want to use the term, “bulky-topped” silhouette, 
but being aware of the importance of this style should 
enable a jeweler to give impetus to his sales. Let’s 
imagine that a man who has only a vague idea of what he 
wants enters a store and says something like this: 

Man: “I know it is a little early, but I thought 
I'd like to pick out an especially nice gift for Mother's 
Day and have it put on your lay-away plan.” 

Jeweler: “We'll be glad to help you, Sir. Have you 
a particular piece of jewelry in mind?” 

Man: “No, but I want it to be nice and something 
shell use and not leave in a box. Do you suppose 
she'd like some sort of pretty doo-dad to go around 
her neck?” 

Jeweler: “Women always like necklaces and 
chokers. Of course fashion has a lot to do with what 
they want at a particular moment! Right now, 
women’s clothes are made with a lot of fullness be- 
tween the waist and the shoulders. It gives a bulky 
look. Our fashion adviser says a dramatic choker 
is the most flattering jewelry to wear with this new 
style. I’m going to recommend this four strand 
cultured pearl choker for your mother. It’s dra- 
matic and beautiful! 

Man: “It is certainly beautiful! Do you suppose 
she’d wear it often? I’ve bought too many things 
that have been abandoned to an empty drawer!” 

Jeweler: “Dresses as well as coats are being made 
in the new style with extra fullness at the top. Your 
mother will wear this choker with her afternoon 
dresses, evening dresses and street clothes!” 


Information such as this on basic fashions will help 4 
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e up his mind and will help a jeweler to 


stomer to mak ; - : 
custo ympathetically and intelligently. 


complete a sale s 
gyorT SLEEVES CALL FOR BRACELETS 

Another trend important to jewelry is the sleeve length. 
In many instances coats are quite sleeveless, but this is 
an extreme style! The favorite length sleeves for coats 
and suits is the one that comes to an end just below the 
elbow. Between the elbow and shoulder the sleeve is full 
and billowing. This is such a perfect setting for brace- 
lets it is oftentimes called “the bracelet sleeve.” What a 
season this should be for selling bracelets! You can recom- 
mend them to wear with coats and toppers having brace- 
let sleeves. You can recommend them to wear over slim 
cauntlet gloves that climb upward to meet the three- 
quarter sleeve at the elbow. You can sell bracelets to 
dress-up sheath-like suit sleeves and to decorate attrac- 
tive arms that come peeking from capes. And, remember- 
ing the important trend of which we spoke last month, 
the sleeveless dress, you will sell bracelets for wear on 
both the upper and lower arm! 

Coming events in the world of fashion are casting 
enchanting shadows. Precious fabrics lost to us since 
war years when sources of supply were closed are making 
a new and delightful appearance. For the first time in 
their lives many young designers are fingering certain 
lovely materials, and they, as well as more experienced 
designers have created a new line of clothes that seem 
inspired by sorcery! These designers have used delicate 
wispy chiffons. gossamer lace, sheer voiles. soft shantungs, 


nets and organzas, and have fashioned dresses and 
coats in a new trend of romanticism. 

It is clearly transparent that dresses of vaporous silk 
and coats of floaty organza (intended even for street 
wear!) will require jewelry of the most delicate designs. 

Van Dell has wisely anticipated this newest fashion 
trend of fragile femininity. His complete line of spring 
and summer costume jewelry shows unusual delicacy of 
line. It is fashioned entirely in precious metal, shimmer- 
ing sterling, or lovely gold-filled. Dainty necklace chains 
hold delightful flower clusters set with sparkling jewel- 
colored stones, lovely fan drops of jewelled symmetry 
and exquisitely intertwining scrolls. All of these grace- 
fully designed pieces cleverly unclasp from the necklace 
to serve as brooch pins, and each one has sweetly match- 
ing earrings. Delicately designed jewelry such as this 
will be completely beautiful and absolutely necessary with 
dresses as light as thistle down! 

A long time ago in China, more than a thousand years 
ago, a woman poet wrote proudly of her dress: 

“My dress dates from the time when there lived a 
king of the Tchin Dynasty. So many pretty women 
have worn it for dancing that a harmonious sinuosity 
lurks in its folds, and so many breezes have brushed 
it in passing it has become as diaphanous as the wing 
of a butterfly.” 

One thousand years ago in China—or this moment in 
America—the fact remains that “Her dress” always has 
been, and always will be, of fundamental importance in 
every woman’s life! 
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Jewelers’ Bridal Business 


(From page 96) 


rate dropped only six per cent last year whereas the 


Middle Atlantic’s rate went down 14 per cent. 


DOUBLE RING CEREMONY 


There was little decrease in the purchase of rings for 
both bride and groom. During the war. when there was 
more emotional stimulus for the twin ring ceremony. 
there were manufacturers who estimated that as high as 
90 per cent of all weddings were in this classification. 
JC-K has found in all its polls to date that bride-and- 
eroom rings play a part in only one out of three weddings 
and this holds true again. this year averaging out to 
35.9 per cent throughout the country. 

To the question “/n approximately how many cases 
were wedding rings bought for the groom (indicating 
double-ring ceremony)? Jewelers replied as follows: 
Kstimated percentages of 

rings bought for both 


Percentages of those 
who answered 


18.5 said 20% 
13.4 said 30% 
14.2 said 40% 
14.1] said 10% 
11.8 said 20% 


Geographically, New England and the East North 
Central states (Ohio. Indiana. Illinois. Michigan, and 
Wisconsin) had the highest number of twin ring cere- 


—_— _-— ——-  ———- - - 


monies in the country with 45 per cent polled in each 
area. The Mountain states (Montana, Idaho, Wyoming 
Colorado, New Mexico, Arizona, Utah, and Nevada) 
were the lowest with only 20 per cent of the rings bought 


for both parties. 


POPULAR PRICE RANGE 


Asked what price range was the most popular. 45,9 
per cent of the jewelers voted for the $100-$199 bracket. 
The runner up was in the $200-$350 class with 29 per 
cent. 

Results for all divisions were as follows: 

45.2% voted for $100-$199 price range. 

29% voted for the $200-$350 price range. 
12.9% voted for the ‘under $100" price range. 
9.7% voted for the $350-$500 price range. 
3.2% voted for the ‘over $500’ price range. 

[In only one section of the country did the $200 to $359 
srouping gather enough votes to win and that was in the 
East South Central area, where it gained 35 per cent of 
the votes to 21.4 per cent for the $100-$199 division, 

Naturally, every jeweler did not use all the price 
brackets in voting which one represented a_ percentage 
of his total engagement ring business. The following 
figures represent the percentages of the total ballot for 
each category. 

18 per cent said that 24.8% of their volume was in 

the ‘under $100’ range. 

25.3 per cent said that 30.1° of their volume was in 


the $100-$199 range. 
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one of the most popular sellers in our line. 

clientele will be thrilled with this practical innovation . . . and 

you'll appreciate the resultant sales and profits. These custom :made 

heavy 14K gold rings are mounted with Masonic emblems, illustrated above, 

enameled in color and protected by heavy raised edges. Any one emblem or 
more (up to ten) available on initial order. 


MR. RETAILER: 


We thank you for your 
tremendous acceptance o f this NEW 


EMBLEM RING 


Introduced to the trade just three months ago, it has proven 


Your Masonic 


Additional emblems can be added to ring 


as a Mason’s emblematic requirements increase. 


Wefferling Berry & Co. 


8 Rose St.. Newark 8, N. J. 
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The House of Jade 
What is the meaning of achromatie ? 


Proudly Posten ts 
What is ballas? 
What is a canary diamond? 
What are ounce pearls? | A S ET (} F f) IS TI N k TI (} N 


What is the difference between melange and melee? 

My diamond is supposed to be a jager. Is that good? 

What is piqué? 

What is a plain cut? | 

What is silk in a gemstone? #129 

What grade is a white diamond? | $60 
Answers to these questions will be found on page 148. 








21.8 per cent said that 27.1% of their volume was in 
the $200-$350 range. 

23.4 per cent said that 11.4% of their volume was in 
the $351-$500 range. | 

11.5 per cent said that 11.6% of their volume was in 
the ‘over $500’ range. | 





WHICH METAL FOR MOUNTINGS? 


The results of the election for the most popular of the 
various metals used in engagement ring mountings were 
as expected. Yellow gold, perennial favorite, won easily 
with 74.8 per cent of the votes; white gold was second 
with 13.2 per cent; platinum next with 10 per cent. Prices 
Palladium registered two per cent. Keystone 

Yellow gold is down a bit from last year when it 
polled 80.6 per cent and way up from 1947 when it 
received only 57.9 per cent. White gold is about the 
same as in 1948 and palladium moved up with two-~per - Impressive with Oriental grandeur 
cent compared to last year’s 1.1 per cent. 








#10 
$65 


is this handsome set of Jade sleeve 
HOW ABOUT SEASONAL SALES? 


| links with ring for gentlemen. 
Valentine’s Day doesn’t do as well for the jewelry “s g . 


held as it does for the greeting card industry. Jewelers Smartly set in 14K yellow gold. 
said it was responsible for merely 4.22 per cent of the 


yearly sales of engagement rings. Designed to meet that ever-grow- 





Here is the Valentine tally: ing market for men's jewelry. 
Percentage of all Percentage of sales of 
replying engagement rings 
y said 1% 
18.9 said 2% A Complete Stock of Jade 
39 said 2% . 
20 said 10% Jewelry for Your Selection 


Christmas this year registered a decrease over last year 
as a direct cause for engagement ring sales, according to 
jewelers’ ballots which lined up like this: 

Percentage of all 


rep ying a - of sales ART-CRAFT JEWELRY CO. 


said 


_ _ ao "THE HOUSE OF JADE" 

Sal D/O 
16 said 30% | West 47th Street, New York 19 
12 said 97% 











The average tally for all replies was 19.3 per cent of 
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the total yearly volume of engagement ring sales. Last Summing up the 1949 survey, certain pertinent con 


year, jewelers said that it was about one quarter. clusions can be made: 
1. Jewelry stores can credit marriages with 44 per cent 
POST-CEREMONY SALES UP of the total volume of sales, an increase of four per cent 


over 1948; 

2. Bride-and-groom rings are purchased by one oy 
of three couples, about the same rate as last year: 

3. The popular price for engagement rings is from 
$100 to $199; 

4. Yellow gold remains the most popular metal for ep. 
gagement ring mountings; 

9. Valentine's Day has little effect on engagement ring 


Belated purchases of engagement rings, postponed 
until last year because of economic necessity, accounted 
for a national average of 7.7 per cent of all ring sales. 

To the question “What percentage (if any) of your 
engagement ring sales appears to be belated (1.e., married 
men buying their wives the diamond ring they failed to 
provide at the time of engagement)? Jewelers answered: 


Percentage of all Percentage of belated ii 
rep ying - — 6. Engagement ring sales at Christmas time were down 
36 said 10% from 1948, probably because of the expected repeal of 
19 oe 2% the excise tax on jewelry; 
25 said 15% i Due to economic necessity at the time of engage. 
The rate is up from last year’s 4.5 per cent, which was ee Sree CO GE Se ens eae a Seam a 
marriage. 


the first time this question was included in the survey. 

It’s a rare bride-to-be who doesn’t want a diamond en- 
gagement ring. Jewelers asked if they sold any engage- 
ment rings with major stone not a diamond, answered 
No 79.4 per cent of the time. The 20.4 per cent who 
said Yes to this question said that the sales percentage 
of their total volume of rings sold was just a shade under 


8. Purchase of engagement rings mounted with stones 
other than diamonds is comparatively rare. Only 20 per 
cent of the jewelers stated that they sold rings mounted 
with other gems and these sales amounted to only two 
per cent of their total volume of ring sales. | 





two per cent. A Clock Bar, located in the center aisle where it gets 

When the affirmative voters were asked what stone. steady attention from store traffic, is used to display 
other than diamond, was the most popular, the sapphire clocks in the Wilson Jewelry Store, 310 S. Salina St., 
won over the ruby, emerald, zircon, pearl. which trailed Syracuse, N. Y. The Clock Bar features clocks of all 
in that order. sizes and descriptions to meet every need and taste. 





Kcothes Bogoff achievement in rhinestones of diamond 


brilliance held in rhodium finish mounts. necklace about 
10.00. bracelet about 6.00. chandelier earrings about 
4.00. button earrings about 2.00. at fine stores 
: a. ; ‘ everywhere, or write 


jewels by BOGOFF CHICAGO 


366 FIFTH AVENUE - NEW YORK CITY 


design pat. pend. 
ait prices plus federai excise tax 
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‘49 Marriage Statistics 


(From page 97) 

ions of the American male returned to circulation from 

7 vice. 
eae war, it will probably be a long time 
we again see this 1946 peak of 2,307,747 mar- 
riages reached. However, despite the falling off of the 
marriage rate since that year (down 31 per cent in 1949 
compared to 1946) it is still a fact that marriages during 
last year were some 300.000 ahead of the 1939 figure. 

Taking this 1939 figure as representing a normal year 
uninfluenced by any conditions tending to increase the 
number of marriages, it is seen by the accompanying 
oraph that the six-year average (1940-1945) was only 
pti 400,000 ahead of normal, and this six-year period 
‘ncluded a lot of war-time marriages. 


before 


THREE CITIES REPORT INCREASE 


Like last year, only three cities in the 91 areas sur- 
veyed reported an increase in the number of 1949 mar- 
riages over the preceding year. They are Chattanooga, 
Tenn.. up 9.5 per cent; Jacksonville, Fla., up 34.2 per 
cent, and Knoxville, Tenn., up 11.8 per cent. : 

Reported decreases ranged from a high of 24.4 per 
cent to a low of 2.7 per cent. As a matter of note, Lowell. 
Mass., one of the three cities reporting a gain in 1948, 
was the locality this year thagshowed the largest decrease. 
It will be noted that the tendency of the country as a 
whole as far as the marriage rate is concerned seems to 
be toward a return to the normal pre-war rate. In all of 
the 88 localities reporting a decrease in the number of 
marriages in 1949, none were as much as was the case in 
1948 when some localities reported decreases of 60, 49 
and 37 per cent. In 1949, the average drop area-wise, 
was approximately that of the country as a whole—about 
13 per cent. 


AUGUST GAINS IN POPULARITY 


June, the traditional wedding month, continues to hold 
its No. 1 position in the marriage parade with 12.4 per 
cent of the yearly total. This figure is the same as in 
1948. Significant. perhaps, is the fact that August con- 
tinues to show a gain in popularity, increasing 0.2 per 
cent over 1946 to 10.4 per cent of the annual total mar- 
riages. 

March showed a sharp decrease in 1949 and moved to 
last place in the marriage sweepstakes, exceeding the 
traditionally low month of February which showed a 
gain of 1.2 per cent over 1948. 

The decrease of 27.2 per cent between the five-year 
(1941-45) average for December and the figure for 
December, 1949, exceeded the comparable decline for any 
previous month. This sharp drop is due in part to the 
decline in the number of marriages over the country as 
a whole. However, part of this drop may be attributed 
to a shift in the relative weight of totals for December 
in the postwar period. In the years 1941 through 1945, 
December totals were consistently in the upper half of 
the ranked monthly totals for each year. Since 1945, 
however, figures for that month have been among the 
three lowest monthly totals for each year. 

The following table gives the relative standing of each 
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Shows above is only a 
part of the vast Jacco line 
of crosses, lockets, dia- 
mond mountings and 
wedding ring sets, cuff 
links, ladies’ stone rings 
with genuine, synthetic 


and imitation stones, 
men’s stone rings, signet 
rings, tie slides, spray 
pins, cameos, brooches, 
wedding rings, chatelaine 
pins, Miraculous Medals, 
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boys’ and babies’ signet 
and stone rings, earrings. 
chains and pendants. Al- 
most all are available in 
great variety of styles, 
sizes and prices, boxed or 
carded. In 10K and 14K 
gold, white and - yellow. 
Investigate by writing 
now for full information 
and extremely popular 
prices, 


NEWARK JEWELRY 
MANUFACTURING CO. 


18-20 Columbia St. 


Founded 1905 


Newark 5, New Jersey 
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IN the jewelry business you must keep a 
watchful eye over your merchandise. Yet you 


can't watch everything, night and day. 


That is why you need comprehensive insurance 
that foresees the hazards most dangerous 
to you. You can get this insurance in one 
policy, with one premium and one annual 
payment. The St. Paul Jeweler’s Block 


Policy will give you protection against: 


Holdup, inside and out; safe burglary; shop- 
lifting; fire, water, or oil burner damage; 
merchandise carried by salesmen; regis- 
tered mail or sealed Railway Express 
shipments. 


m WL 


Call your agent 
or broker today. 


KR 








75 Maiden Lane 


PACIFIC DEPT. 
Mills Bullding 
San Francisco 4, Cal. 


ST. PAUL FIRE 
AND MARINE 
INSURANCE 
COMPANY 


136 














month percentagewise of total marriages for 1949 com. 
pared with 1948 and each month’s relative standing 
each year: 


for 


1948 1949 
% of Total Rank Month Rank % of Total 
7.9 9 January 9 7.3 
5.6 12 February 1] 6.8 
7.4 10 March 12 5.9 
8.1 6 April > 8.5 
9.1 4, May 3 9.6 
12.4 ] June l 12.4 
8.1 5 July 7 7.6 
10.2 2 August 2 10.4 
9.3 3 September 4 99 
7.9 7 October 6 8 0) 
7.6 8 November S 7.4 
6.8 ll December 10 6.9 


It seems strange that July, right in the middle of the 
four months of the year accounting for the greatest num.- 
ber of marriages, should be in the lower half of the 
ranked monthly totals. Last year it was in fifth place; 
in 1949, it has dropped to seventh place. 

The fact remains, however, that despite the high spots 
represented by the summer months each year, every 
month is a good month to promote the wedding business, 
It still is the major factor in a jeweler’s business and the 
facts gained as a result of JEWELERS’ CrRCULAR-Key- 
STONE'S annual survey on page 96 bear this out. 





Valentine Business After the Holiday 
Glicksteins Jewelers, Buffalo, N. Y., have found 


through many years of experience that there is Valentine 
Day business to be done after the holiday as well as 
before it. 

For 26 years this Western New York jewelry chain has 
reminded customers about the Valentine gifts they un- 
intentionally forgot. Apparently, Valentine Day presents 
slip the minds of many persons, especially men, and 
they don’t realize they have “missed the boat” until the 
day is over. 

This year Glicksteins again staged its “Forgotten 
Valentine Days” promotion, which ran for three days 
after the holiday. Theme of the event was: “Did you 
forget your favorite Valentine? Don’t give excuses. 
They’re not too impressive. Don’t argue. It adds very 
little to your case. But take this tip. Let a gift from 
Glicksteins do your convincing.” 

Jack Morris, advertising manager, told JEWELERS 
CircuLAr-KEysTONE that this year’s promotion had varied 
results. It went over very well at the Niagara Falls 
stores. At the Buffalo store, response was only fair. 
This was attributed to poor shopping weather and effects 
of the coal strike on business. 

Mr. Morris pointed out that Valentine Day decorations 
were continued in the stores for the duration of the 
“Forgotten Valentine Days” promotion. Each clerk wore 
a heart which bore the “Did You Forget” theme. Special 
cards carrying out the post-holiday selling idea were in- 
serted in window displays which were left intact. 

The event resulted in additional sales of such merchan- 
dise as diamonds, costume jewelry, cigarette lighters, and 
pen and pencil sets. 
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Care for Your Capital 


(From page 114) 


All merchandise is assigned a stock number with a 
refix letter. For example. Rings would be R1000. 
Watches W 1000. 

The stock book lists the supply house under a code: 
-e RI for Reynolds Co., A6 for Abelson, etc. This 
‘nformation is entered in the first column, following is 
date of invoice for purposes of quick reference, then 
factory number for simplified reordering. 

The merchandise is then described: stone and quality 
for rings; jewels. movement. and case number for 
watches, etc. Retail selling price is entered next, with or 
without tax as merchandise may be marked. Cost, in 

code or plain figures as preferred, is also listed. In a 
column headed No. Pes., is entered the number of pieces 
having the same purchase date, cost, and factory number. 

Twelve columns are provided to indicate sales: as a 
sale is made, the date is inserted, and when each piece 
of merchandise on a line is sold, the line is checked 
under the heading “Out,” making it unnecessary to refer 
to it again. This makes taking inventory much easier. 

The merchandise tag has a stock number correspond- 
ing to the Serial and Line number on the stock book. 
the cost in code, and the selling price. Date of purchase 
is entered on the tag by month and year, thus automati- 
cally showing the merchant how old the item is becoming. 


Devised for the layman, rather than the accountant. 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street @ CHICAGO SHOWROOM: 1422 Merchandise Mart 





the Strasburg system can be adapted to the needs of the 
smaller jewelry shop. where the keeping of records is 
most apt to be dangerously haphazard. 

To facilitate the education of retailers in his method. 
Max Strasburg has permitted reproduction of necessary 
forms and explanatory material by Honorbilt, Inc., of 
4951 Firestone Boulevard, South Gate. California. 

He himself, however, receives no profit on their dis- 
tribution, regarding his work as a donation to the indus- 
try in which he has spent his adult years. 





Capitalizes on Change After Opening 
When Mrs. J. W. Ware moved her J. W. Ware Jewelry 


Store a few doors from her former location, she capital- 
ized on the change after the opening as well as before. 
because of this, traffic continued to flow into the new 
store after the opening-day ceremonies on January 17th 
and 18th, at 1139 Sixth Ave., San Diego, Cal. 

The two-day opening attracted 3000 persons, and by 
featuring the photos of the three winners of the door 
prizes, she had the opportunity to follow up the events 
in the local newspapers. 

For her opening-day advertising. she used copy which 
gave the appearance of a regular newspaper story, in 
which the history of the business founded by her late 
husband in 1892, was reviewed. The store was started in 
Dunkirk, N. Y., and moved to San Diego 40 years ago. 

JEWELERS CIRCULAR-KEYSTONE carried a story on 
Mrs. Ware’s excellent merchandising principles in_ its 
January issue of this year. 












SS No. 247 is illustrated. 

— 7 Magnificently designed 
ee Honduras mahogany 
case is 871%” high. 
Westminster chimes on 
five tubular bells. 


Your request will 
bring a catalog 
showing the many 
notable designs. 
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Cathedral Chimes 
on 
Tubular Bells. 












: sewelzy F ashions in the News 

For Over 60 Years rest tae Cast Coleaionhe ot Henna 
RACINE has been the 
Foremost Source for 


Dependable TIMERS 


program on NBC in New York when Marianne Ostier 
well-known jewelry designer, was called upon to en 
how jewelry is used to complement various types of facial 
characteristics. 

Two entirely different models were chosen to prove 





Round face and short hairdo of this model called for pendant ear. 
rings, simple forget-me-not necklace with removable center clip, 





| Mrs. Ostier’s points. One had a round face and short 
| hairdo, both features calling for pendant earrings as it 
| was necessary to disguise the impression of an overly 
long neck. The well-formed neck and shoulders did not 
need an elaborate choker and, therefore, the simple for- 
get-me-not necklace with a center pendant was sufficient. 
The arms and wrists of this particular model were well- 
shaped and thus could do without the adornment of a 
bracelet. On the other hand, her long, tapering fingers 
were well suited to a heavy ring. 








'acy Counts: 





Write for the Latest RACINE | 
CATALOG Just Off Press 
Featuring Fine Timers and 


Chronographs for Every Purpose. 


* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 





Large round-shaped earclips detract from the vertical lines of this 


20 WEST 47th STREET, NEW YORK 19, N. Y. model's facial structure. Broad necklace covers the bones of shoulders 


and neck, while large ring and bracelet detract from bones of hands. 
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The facial structure of the second model was bony and 
re a shoulder-length coiffure. Large ball- 

q earrings served to detract from the vertical lines 
= face and a broad necklace covered the less attrac- 
of . om of the neck and shoulders. Protruding wrist- 
a large hands were excellently disguised by a 
rede important bracelet and a large ring, the ring 
serving to focus the attention on one spot rather than on 


long and she wo 


the entire hand. 





A Modern Credit Policy 


In the fall of 1949 three of Milwaukee’s largest depart- 
ment stores adopted a credit plate with no company name 
or other identification on it except the customer’s name 
and address, but with three notches at the top, to indicate 
that the customer had a credit account at all three depart- 
ment stores. This card was adopted after an exhaustive 
check of the existing credit standing of customers of the 
three department stores. In years past, the three stores 
used a printed card, with no store name on it, except 
possibly a set of initials, but the customer’s name did not 
appear. On the new card, the customer signs his or her 
name, and when making a purchase at any of the three 
stores, the sales slip must be signed by the customer the 
same way. The clerk then puts the card, with metal back 
into a small printing machine, and the name and address 
then appear on the sales slip instead of being written in 
by the sales clerk. 

After the new card had been in use for a while by the 


three stores, Bunde & Upmeyer Company, one of the 
oldest jewelry stores in the Milwaukee area (having been 
started in 1880), decided to inaugurate a new credit 
policy, permitting customers to make use of the new 
charge card at their store. A large, dignified ad in the 
newspapers announced this change in credit policy, but 
also included a somewhat different charge card (Charga- 
Plate) as used by Schuster’s Three Department Stores. 
The latter does not have space for the customer’s signa- 
ture, the presentation of the Charga-Plate being sufficient 
at the Schuster Stores for credit purposes. 

In announcing the new credit policy, Bunde & Up- 
meyers large ad included the following invitation to 
customers of the four department stores using the new 
or old credit cards: 

“We welcome qualified holders of these stores’ credit 
plates because we believe that our decision will make 
available to more people the opportunity to acquire the 
very finest in diamonds, watches, silverware and all 
jewelry. Further, it will afford Bunde & Upmeyer equal 
opportunity to instill in many more, that customer con- 
fidence which we consider our priceless asset justly 
earned during three generations. . . . Our new charge 
service is supplemented by your choice of Budget Plan— 
the one which most comfortably fits your requirements.” 

As the new credit plan was inaugurated several weeks 
before Christmas, prospective customers had the oppor- 
tunity to try out the plan, and business during the holiday 
season has been better at Bunde & Upmeyer than ex- 
pected, a good deal of it traceable to the use of the credit 
cards. according to a spokesman for the company. 














ey ermenting a distinctive departure 
in design, this lovely new brooch 


by Church features a colorful floral 


UA 


motif of precious stones. Flowers of 
moonstone and pink tourmaline and 
leaves of green tourmaline are richly 


framed in 14K yellow gold. 
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THE FINEST NAME IN PEARLS 


@ ORIENTAL 
@ CULTURED 
@ SIMULATED 


Priced for every budget and backed by a 
reputation of almost half a century. 


ASK YOUR WHOLESALER 
VICTORIA PEARL CO., Ltd. 


A division of 8S. Nathan & Co., Inc. 
550FifthAve. New York 19, N.Y. 


420 Market Street San Francisco II, Cal. 
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Can You Help Me? 


My Display Problem |, 


by VIRGINIA DIXON 


| Readers’ questions above window and inside-store display wp; 
| be answered in this department each month by Miss Vérginn 
rat nia 


| Dixon, one of America’s topnotch display experts whose talent 
‘ n 8 


| 
| have been brought to a focus on the jewelry field Miss Dion 
y . MIS: LON <9 
author of many 


| already well known to JC-K readers as the 
| stand-out articles ou jewelry store display. 
Ww have two small windows, two and a half-feet deep 
and six feet in length. We would like to change 
° . . , e e o 
their appearance and are thinking of finishing off the eng 
walls in some type of wood and having some kind of 
drop at the back that can be closed for privacy, by 
which will allow light to come through and that wil 
permit easy access to the window space. We haye 
thought of using venetian blinds for this purpose, byt 


they do not seem to be commercial enough. Can yoy 
offer any suggestions ?—A.F.S. 





Answer—lIt seems to me that the venetian blind 
background would be a good solution to your problem, 
They are neat and simple looking and certainly prac. 
tical for giving light and access to the window. Venetian 
blinds are used in many commercial stores and buildings 
so that I don’t think you need to feel that they won’ 
look business like. 


i 
| 
} 
| 
| 


| 


The only other suggestion I can make is for you to 
| hang a very sheer curtain across the window back- 
ground. If you used a marquisette or ninon fabric, it 
would allow plenty of light to come through into the 
store. It would have a softer appearance than the blinds 
and would make a pleasing background for the mer. 
chandise. The curtain should be in a light color—pale 
beige or gray or even an off-white, depending on the 
other color used in the window and the store front. 


AN you tell me where I can buy panels of cloth. 
backed glass squares for backgrounds or placing 
around elevations or turntables ?—J.S.T. 





A nswer—tThe panels of small mirror squares mounted 
on fabric backing are called Flexglass and are made by 
the United States Plywood Corporation, 55 West 44th 
Street, New York 18, N. Y. They can give you the name 
of their nearest distributor. The mirrors come in several 


| patterns and colors. 

| 

W* are interested in obtaining the name or names 
of firms who make display units for jewelry stores 

suitable for the various holiday occasions throughout the 

year—Easter, Fourth of July, Thanksgiving, and s0 

forth. We would like to have such a service furnished 

the year-round. 








Answer—Coronet Displays, 104 Fifth Avenue, New 
York, have a year-round service of three dimensional 
units and display cards especially designed for jewelry 
stores. Jo-Mart Displays, 225 Mercer Street, New York 
12, N. Y., who specialize in jewelry display have a series 
of turntable units adaptable to different holiday and 
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sHOPPING NOTES 


For the many people who have written in for names 
ks on window display, there is at last one new 

. “i - the subject. “Window Display,” by Robert J. 
ae ll-known commercial artist, published by 
Book Publishing Company, 112 West 
46th Street, New York, has 233 illustrations—large, clear 

; ‘ - | 

hotographs—ol window displays created by top mem- 
of the profession in the last ten years. The book is 


boo 
Levdentfrost, we 


the Architectural 


bers 
ta text-book on the subject, but a pictorial presentation 

not a te? 
s of contemporary display show- 


of outstanding example 
possibilities of the carefully designed window both as 


ing — 
ising medium and as an artistic endeavor. 


an advert 

For the jeweler. the book will be disappointing since 
the merchandise featured in most of the windows illus- 
trated is women’s and mens apparel. The book does 
however offer ideas adaptable to the display of jewelry 
and serves as a standard of display to which the jewelry 
sore should aspire just as much as the department store. 

An item which will be useful for summer displays 
where a miniature fountain effect is desired, and _par- 
ticularly for displays of waterproof watches, is a tiny 
electric centrifugal immersion pump developed by the 
Samuel S. Gelber Company, 162 North Clinton Street. 
Chicago 6, Ill. The complete pump and motor measure 
less than three inches in height and weigh only sixteen 
ounces. The pump is especially treated to withstand 
moisture. Complete details are available direct from 
the company. 

The new all-purpose cutting tool recently introduced 
by the Zimmerman Packing Company, Cincinnati, should 
be particularly useful for the jeweler who wants to make 
his own small cut-outs and display pads. The tool is 
called the “Spearhead Cutter” and will cut accurately 
from any pliable sheet material—paper, plastic, card- 
board, foil, cellophane, wallboard—round. 
square, rectangular or irregular shapes. For cutting 
circles, an adjustment of a screw knob permits setting the 
tool according to the exact diameter of the circle to be 
cut from 14 to 6 inches. An exclusive feature is its 
“ironing” action while cutting. This prevents the thin- 
nest of materials from buckling. or crinkling during 
cutting. 


Unusual Stone Jewelry 


(From page 110) 


stone being the starting point, but around it the metal 
lormed to create the design. The shape and proportion 
of the original piece is of great importance in balancing 
it against the metalwork. Texture, line, mass and light 
and shade all play a part. The uncut shapes, with per- 
haps a polished face to bring out the color better, have a 
real appeal which gives the artist a chance to express 
himself, 

Segel works in stones which, though extremely colorful 
and attractive, are not beyond the means of the ordinary 
buyer. Expensive stones of extremely high gem quality 
are not suitable for this type of mounting; and in most 
cases the wearers and owners of such gem pieces are not 
intrigued by his provocative designs. Segel works with 
tones like chrysocolla, adamite, malachite. jasper, and 
Montana agates—any of the harder and reasonably dur- 


tOR APRIL, 1950 








straight. | 


DEPENDABILITY 


























| ttributes of 


55 wears of 


Like a fine time- 
piece, Aisenstein & 
Gordon dependa- 
bility has gained 
the unfaltering 
confidence of the 
many jewelers we 
serve. You will find 
this dependability 
a valued asset in 
conducting your 
business. Try us. 
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@ Seeland Watches 
@ Community Plate 
@ 1847 Rogers Bros. 
@ Tudor Plate 

@ Phyllis Jewelry 

@ Forstner Jewelry 
@ American Queen 
@ S. 0. Bigney Co. 
@ Bliss Bros. 

@ Carl-Art, Inc. 
Dorson Jewelry 
Deltah Pearls 
Excell Mfg. Co. 
Iskin Jewelry 
Laguna Pearls 
Marathon Co. 
Marvella Pearls 
Speidel Corp. 

@ Louis Stern Co. 
@ Van Dell Jewelry 
@ Waterman Pens 
@ Schick Shaver 

@ R. F. Simmons Co. 


FINE JEWELRY © DIAMONDS © TOILET WARE 
A COMPLETE LINE OF FINE STONE RINGS 


@ Polar Cub Fans 
@ Waring Products 
@ Arctic Aire Fans 
@ Terry Wallets 

@ Rival Appliances 
@ Rolls Razors 

@ Finberg Mfg. Co. 
@ Poole Silver Plate 
@ Carmen Bracelets 
@ Sunbeam Products 
@ Flint Carving Sets 


@ Wm. Rogers & Sons 

@ Anchor Rogers Sterling 

@ Bugbee & Niles Co. 

@ Campus Men’s Jewelry 

@ W. E. Hayward & Co. 

@ Irons & Russell Co. 

@ Jacoby-Bender, Inc. 

@ Kestenman Bros. Mfg. Co. 
Shiman Mfg. Co., Inc. 
Herschede Hall Clocks 
Ingersoll Clocks & Watches 
Ingraham Clocks & Watches 
New Haven Clocks & Watches 
Revere Hall and Chime Clocks 
Telechron Electric Clocks 

@ Westclox Clocks & Watches 
@ Ronson Lighters, etc. 

@ Hamilton-Beach Appliances 
@ Manning-Bowman Appliances 
@ Ekco Pressure Cookers 

@ Toastmaster Products 

@ Carvel Hall Carving Sets 

@ Seth Thomas Clocks 





The 1950 A&G Cata- 
log—put it to work 
to build extra sales 
and profits for you. 


Aisenstein & Gordon Ine. 


712-714 Sansom St. AG Philadelphia 6, Pa. 
Phone: WAlInut 2-3995 
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CULTURED 
PEARLS 


able stones that are attractive in shape and color d 
which present interesting problems in design. oe 

Another introduction to be noted in Segel’s work ;. 
his exploitation of the necessity for a metal support fo 


the stones as an opportunity to vary the design. He takes 
advantage of the metal supports to work them into “ 
creation, often integrating several types of supports— 
such as strips, round or half-round wire. or square ne 
with thick or thin strips to produce an_attractiy 
finished form. 

The creation of new jewelry designs of such radical] 
different symmetry is extremely difficult. It is not an 
to throw off the influence of the traditional, and even the 
greatest artist has limitations. Among them are the types 
of jewelry; no one has successfully popularized ankle 
bracelets, back pendants and other radical introductions 
American women still prefer bracelets, earrings, brooches 
and rings and even the most original and daring creator 
has to work within this limitation if he is to be financially 
successful. | 

Rings in particular are three dimensional, and Sege| 
designs them to look well from the top or the side. The 
stone becomes part of the whole design. not the cente; 
of attention with the metal reduced to a mere support 
for the stone. 


€ and 


@e NECKLACES 


Memo selections sent 
on approval. 


MATCHED PEARLS 
FOR EARRINGS 


wi 


LOOSE PEARLS 





Your best value in any price category! 


Meets Door-to-Door Competition 
The old political theory that if you can’t beat the 
opposition, then join them, still holds true. When David. 
son & Licht, jewelers of Oakland, Cal., found that door. 
to-door selling was making a dent in their store vol. 
ume, they decided to do something about it, and they 
figured out that the best way to do that was by the offer 


DONT BE FOOLED!!! ee 


THERE IS Bile Mi sccrncctenn tatiana 
ONLY ONE NIASH PATENTED* WING BACK 


FERRANTE-RIVIECCIO Co. 


542 FIFTH AVENUE, NEW YORK 19, N-Y. 
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Found on the Finest Jewelry 


aKiaAN 


lt has perfect mechanical operation, clicks 
opening, clicks closing. Has non-corrosive 
spring. Available in all metals. 

















PRICES CREDIT 1S PART OF OUR SERVICE AT Lywwidion : oScht 

14K Yellow oe SO 
* i o . 
ey ar lings sg | Pair 4.95 of a “shop at home” service. The offer to send repre: 
infringers will —— Doz. Lots 4.70 pr. sentatives to prospective customers’ homes was “buried 
be prosecuted Gross Lots 4.50 pr. in their first ad, reproduced here, so that the response 


might be gauged before setting up a special sales division 
for this type of retailing. Reaction was sufficiently strong 
to justify the special section and they are now planning 
to enlarge on the original advertising. 


NIASH REFINING COMPANY 


116 NASSAU ST., N. Y. C. CO 7-4496-7 
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Mother’s Day 


(From page 104) 


Entire promotion budget totaled $300, which was used 
for advertising, printing, pictures of contestants, etc. 
Prizes totaled well over $1,000 in value and ranged from 
an all-expense trip to Hollywood to an electric washer, 
and numerous smaller prizes. Merchants were not obliged 
'o donate in order to participate, but most of them did. 

A total of 12 women were entered in the contest, each 
woman being sponsored by a local organization, such as 
Veterans of Foreign Wars, Exchange Club, Camp Fire 
Council and Kiwanis Club. Any group of 10 or more 
were entitled to enter a contestant. 

The contest was opened by a fanfare in local news- 
papers. A full-page display advertisement listed the 
simple rules, reproduced photos of the 12 contestants, 
and gave a partial list of participating merchants together 
with the items each merchant had donated. Prior to this 
there had been news stories on the front page of local 
papers, and other stories were carried during the contest. 
The local radio station gave spot announcements through- 
out the contest period. 

Many merchants, particularly those who reported the 
oreatest satisfaction with the contest, tied in their store 
ads with the promotion. Many mounted the newspaper 
ads and displayed them in show windows. 

National Mother’s Day promotion material was ordered 
in wholesale quantities from national headquarters. Mer- 
chants were sold these Mother’s Day kits at half the 
wholesale price, the Chamber of Commerce making up 
the difference. 

While it is impossible to report the exact results of the 
Mother of the Year Contest, sales in all lines of business 
jumped from 5 per cent to as high as 33 1/3 per cent 
during the period the contest ran. Those who did not tie 
in closely with the contest or who did not push it too 
vigorously in their establishments generally reported 
lower gain figures than those who went out whole- 
heartedly in promoting the event. As indicated at the 
outset, the contest was not conceived as a volume-booster. 
but as a sort of good-will gesture and tribute to Merced 
mothers. And, every effort was made up keep it on 
that plane. 

Whether you are planning your promotion individually 
or in cooperation with other retailers of your town, do it 
NOW. This year the time element is in your favor. You 
have five weeks to build up gift-buying activity in your 
store with Easter on April 9th and Mother’s Day on 
May 14th. That’s 30 selling days as compared to only 
18 days last year between the two events. 

Don’t forget the promotion helps furnished by your 
Jewelry Industry Council and those available from the 
National Committee on the Observance of Mother’s Day, 


393 Fifth Avenue, New York 1, N. Y. 





In one Eastern city, merchants set up a special. booth 
in a downtown location and handed out information 
about the sale, advertising circulars, etc., to any shopper. 
[his booth was manned by two pretty girls who also 
acted as message takers for friends who wished to meet 
in the downtown shopping areas. 
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Presenting you 
with the key 
to homes 








There's a great field for added 
sales in the growing number 
of those who are intensely 
interested in bettering their 
homes. Unlock the door of 
their interest by featuring the 
authentic Westminster Chimes, 
the distinguished designs, the 
exact electric timetelling of 
Revere Clocks. 





The PILGRIM, 80” 
high, with Westmin- 
ster Chimes, retails 
for $425, plus tax. 


BESTWINSTER 


w® CHIMES OF 


Oe © ee eee 


VERE) cumine 


ELECTRIC CGrofy- . 
SRREVERES o 


Ste Yelve v4 2OnN CC Metered 











The R-913, beautifully styled, and with 
Westminster Chimes, retails for $42, plus tax 





AVAILABLE THROUGH REVERE AUTHORIZED DISTRIBUTORS - 
_ superb models you con feature _ 


THE REVERE CLOCK COMPANY — CINCINNATI 6, OHIO _ 
New York Office and Showroom: 37 West 47th Street 


Chicago Showroom: 1422 Merchandise Mart 
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; National Advertising 
oO O 
' CULTURED O (From page 98) 
oO O | . ‘ . , 
: o | national scale? Its common denominator is people—and 
5 PKARL o | people have to live somewhere; somewhere within pur 
. ° chasing distance of a retail jewelry store. I haven't any 
NECKL CES > | idea how many people in Philadelphia have been and are 
: A o being reached by Simmons’ “Beautyrest” advertisino but 
- O , a , —_— eer | me 
5 | it must include practically everybody. | can, however. 
o | give you a report on our own experience which may he 
AND ALL SIZES OF o something of a surprise to some of you. | 
o ' ; 
: We, the Hamilton Watch Company, have a sizeable 
LOOSE PEARLS ro) national advertising program concentrated in such Maga- 
7 _ © | zines as The Saturday Evening Post, Life, Colliers Leal 
) te) or ' - > 00K, 
FOR MOUNTINGS ‘ National Geographic and 13 other major publications. 
: o | Let’s take a look at our circulation figures in a few of the 
: ° | cities and communities in this area of California. If you 
“ happen to be from the Fresno area it may interest you 
‘ Orp © to know that there are 26,700 families, but the circula- 
e ° * ° * . ° 
: tion of our advertising in that area is almost 39,000, In 
, © the Bakersfield area there are 10,000 families. 
O . a c < Ss ut the 
a, > * . 4 } ™ - ° . 
0 Direct Im porters of Finest ° | circulation of the magazines which we use totals 22.000, | 
m ; O ay eens oil ie ir : 
' Ouality Cultured Pearls ‘ In Los Angeles. despite its size, our circulation reaches 
9 550.000 of the 668.000 families. 
5 Selections Sent on Approval : 
O . READERS ARE JEWELER'S CUSTOMERS 
> 665 Fifth Ave. New York 22, N. Y. ° That, I think. illustrates the point. The people who 
0 > | read these magazines in which we advertise are people 
. Tel. MUrray Hill 8-0648—0649 ° you know, your prospects and customers. If you studied 
sD ooo oo OOO OOo Oooo OOo OOOO Oooo oo o | the national magazine circulation lists in your community, 











—__—— a — | you would realize as perhaps you never have before that 
national advertising is in truth local advertising! 


Up to this point you can still say that so far we haven't 


talked about your advertising. No, we havent. As | i 
said before, I wish we national advertisers could put your / 
name at the bottom of every one of our advertisements, . 


but that is obviously impossible. Impossible for us—but 
not for you. In effect, at least. you can say to the people 
of your community. “That watch advertisement you saw ‘ 
in this week’s Saturday Evening Post was our advertise- | 
ment!” You can’t write to the manufacturer for the watch 
you want; you have to come to us.” 

Now. how can you do that? By the simple expedient 
of showing the advertisement itself and actual pieces of 
the illustrated merchandise in your window and on your 
counter. By the simple expedient of direct tie-ins. In 
your newspaper advertisements—yes, in your radio or 
television advertising at the time the national ad is 
appearing. It’s as simple as that! 


National advertising makes the consumer want to buy a 


For the BASKETBALL ARMY watch; his next question is “Where”—and at that point 


by . ; you pop up and say, “Here.” 
You can’t avoid getting some benefit from national 


; advertising of jewelry store products but you'll get more 
For this season's army of basketball value from it, quicker, if you follow the national sched- 
players — medals and charms — plain, ules of the leading brands you carry. and co-ordinate 
with engraving or raised enamel letters. your advertising with their national effort. 

In Sterling, Gold Plate, Gold-Filled, and If you are an old store, known and respected in your 
10-K and 14-K gold. Sports catalog on community—your name has sell-power, too. Linking 
request. Through your wholesaler. your good name with good name brand merchandise is 


). M. FISHER COMPANY, Attleboro, Mass. an unbeatable combination. 


If you are a new store just making a name for your 








THE JEWELERS’ CIRCULAR-KEYSTONE 








Vw 


aH 














RN 
> PATTE 
EW STERLING 

T N 

GREA 





DESIGNED BY NATURE 


FASHIONED BY 


FOR RECORD-BREAKING SALES 


Gorham proudly presents its interpretation of one of Nature’s 
best-loved, most romantic flowers—Lily of the Valley. This 
new sterling pattern is designed* and executed with unusual faith- 


fulness to its inspiration. 


Lily of the Valley is versatile. Its authenticity and purity of 


design make it a modern classic, appealing to all tastes . . . blend- 
ing with both modern and traditional table-settings . . . as appropriate 


for a breakfast as a banquet. 


Lily of the Valley is distinctive. It reflects the delightful 

contrast so often found in Nature: the shimmering highlights of 

the delicate flowers against the bold, dark background . . . the grace- 
ful pattern of the flowers and stems, contrasted with the simple 


sweep of the leaf. 


Lily of the Valley is loved. From early childhood through marriage, 
it is the most memorable, best-loved flower of all women. Now. in 
solid silver, Gorham Lily of the Valley will be one of the best- 


loved sterling patterns of all women! 


*Design patent number 142,205, U. S. Pat. Off., August 14, 1945. 


LILY OF THE VALLEY 


advertisements like this will reach 43,905,300 readers of the May issues of Charm, 
House Beautiful, House ©& Garden, McCall's, Seventeen and Woman’s Home 
Companion, and the June issues of Better Homes and Gardens and Cosmopolitan. 


























SILVER SHOWN BELOW 
SLIGHTLY LESS THAN 
HALF SIZE 







Lily of the Valley y 
“new contypliin of Miliing Leal ly Cle tim | f 


es 


THIS IS NEW’ A sterling pattern de- — weight and pleasing balance. And once 
signed by Nature itself, fashioned in _ you see it at your silver store, you will 


solid silver with striking faithfulness to — want it for your own. You will know that 
its inspiration—the delicate flower of | Gorham* Lily of the Valley is sterling 
eternal spring, Lily of the Valley. to live with and love forever.Write for a 

Here is a delightful combination of Gorham Lily of the Valley price folder. 
severe simplicity and delicate grace, de- The Gorham Company, MA-55, Provi- 
signed to blend equally well with mod- dence, Rhode Island. 


ern or traditional decor, formal or 1n- 
formal table-settings. 


Gorham “Lily of the Valley”* is so 
gracefully slender, you must see and feel ‘ hi _— 
it to believe that it has such luxurious tO CNN, 
STERLING @90” 


@TRADE MARKS. 


AMERICA’S LEADING SILVERSMITHS SINCE 1831 o COPYRIGHT 1950 BY 


" ‘ ‘ . . , THE GORHAM COMPANY 
Also Makers of Gorham Silverplate, Gorham Silver Polish, Gorham Bronze, Gorham Ecclesiastic Wares 
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serving pieces are available in a complete selection (only ten pieces 
shown here). Another great lifetime pattern of America’s Leading 
Silversmiths Since 1831, the makers of 





STERLING 


We 











self—you need something to give your customers con- 
gdence—and that something is branded merchandise 
which is advertised, known and respected. 

| won't say that everything in your store must be well 
known, branded merchandise. Some items don’t need it. 
But on those items on which your business primarily 
depends—watches, diamonds, silver—no jeweler can suc- 
cessfully compete in today s market without the nation- 
ally advertised leaders in each of those three fields—and 
no jeweler can so successfully compete as the one who 
sets the ready-made sales in his community which are 
being generated by the national advertising of his best 
suppliers. I repeat, this can be done by the simple expedi- 
ent of tying in at the time when the merchandise is being 
nationally advertised in the copies of the magazines being 


distributed locally. 


Business Stability in 1950 
by JULES LINDENBAUM 
President, 24 Karat Club of 
Southern California 

I believe 1950 could be the year in which our jewelry 
business might once again be stabilized. I think by this 
time we jewelers have realized changing conditions war- 
rant a change in operations. We must again watch our 
merchandising inventories, and general operations more 
closely than we have done in years. 

We must start to analyze the type of merchandise we 
sell from the profit standpoint. Many jewelers, in their 


anxiety to maintain their volume, have added low mark- 
up departments and while we may have maintained our 
volume, and in some cases even gone ahead, we have not 
made our profit. We must not lose sight of the fact that 
we are jewelers and we should again concentrate on the 
items which identify us as jewelers and retain for us the 
normal Keystone mark-up which has prevailed in our 
industry for many years. 

We must avoid tying ourselves up with a lot of mer- 
chandise because we have been told it may not be avail- 
able in a month or so. If we can’t get it, neither can our 
competitor. It is small comfort, I grant you, but it will 
keep our inventories in a healthier condition. We should 
check our old diamond stock once in a while to see if 
we can modernize it, rather than buy new goods. Nine 
times out of ten the diamonds we have on hand now are 
much better than anything we can buy today at a greater 
cost. 

I also believe we should analyze the type of personnel 
we have now. The day is past when all we needed was a 
clerk to write up a sale. We must have alert and aggres- 
sive sales people, if we don’t have them, we should train 
them correctly. We must be sure we have well trained 
cashiers, because a good cashier can be of more help in 
starting a sale than any other person in your store. 

I don’t profess to be a seer, but I believe if we all keep 
our heads and try to analyze our business, make the 
proper adjustment wherever necessary, watch our inven- 
tories closely, and get out on the floor and sell if neces- 
sary, 1950 can be a successful and profitable year. 
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INDINGS 


YOU NEED | 
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This Is THE 


CATALOG 
To Look In 











This ONE BIG BOOK shows over 1500, quality findings in ex- 
act size and lists available metals. Makes it easy for YOU to 
select and order by number the ones you need from your jobber. 


New York Office 320 5th Avenue 
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101 Sabin Street 
Providence 3, Rhode Island 


Chicago Office 29 East Madison St. 
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Nationally Known 
Watch Band Manufacturer 
offers 


FOR SALE 
9000 
Ladies Ratchets 


¢ 1/20 12K. Gold Filled 

¢ For Immediate Purchase 

¢ Guaranteed Perfect Condition 
¢ These are NOT seconds 











Price for Entire Lot 


2.5% each 


Samples Available; Inquiries Answered 


ADDRESS: BOX "D., 4527" 
JEWELERS CIRCULAR-KEYSTONE 
100 E. 42 St., New York 17, N. Y. 

















A New Stock of 
Cultured Pearls 


—AT NEW, LOW PRICES— 





a 
con cents Necklaces 


adem e All Sizes and Grades from 
ae Sepa. $30 to $5,000, Keystone 
Immediate 


delivery from one 
of the largest & (Se far \\ 

and most 

complete stocks 


in the country. % From 3 to 10 MM., All Qualities 


Memorandum selections sent on request 


B& M 
CULTURED PEARL 


IMPORT COMPANY 


ROOM 1013, 665 FIFTH AVENUE, NEW YORK 22 
PLaza 3-3891 
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Smuggling 
(From page 128) 


series of events. Frequently the owners of merchandise 
do not carry it themselves but depend upon the Use of 
“carriers.’ These are of two types, the professional 
carrier, who makes steady shuttle trips and the non- 
professional or casual carrier who may be a person 
returning to this country as a result of occasional busi. 
ness or tourist travel. 

“Carriers” consistently refuse to divulge the identity 
of principals. It is possible they don’t know who they 
are, for carriers get paid “by the job” and as often x 
not are “non-professional” carriers, people who are re- 
turning to this country as a natural part of their activitie 
and willing to try to pick up a sizable piece of money fo, 
a little personal effort. 

The Protective Bureau desires information not onl 
from retailers on privately smuggled merchandise, }yj 
from anyone in the industry who has any informatiop 
or suspicion on commercial smuggling as well. 

Last month the Bureau circulated to the diamond 
dealers throughout the country the following notice: 


“Reward Up To $50,000.00 


“May be obtained by persons who furnish original 
information with regard to the smuggling of jewelry, 
diamonds, pearls, precious stones, watches, etc., into 
the United States. 


“Communicate with: 
Jewelers Vigilance Committee 
17 West 45th Street, New York 19 
Telephone Luxemburg 2-2380 
“Full Reward ) 


“The information will be filed in the name of the 
Jewelers Vigilance Committee and the full amount 
recovered will be paid to the person sending the in. 
formation. The name of the person furnishing the 
information is kept in strict confidence and is not made 
known to anyone. 


All jewelers are requested to cooperate with the 
Bureau by following the suggestion contained in the 
above notice.” 


For his own sake, and the sake of his industry, every 
jeweler has an obligation of citizenship to supply any 
evidence he comes upon where he has even a suspicion 
that gems or a piece of jewelry have been brought into 
this country without being declared for duty. Any such 
information when sent to the JVC is held in strictest 
confidence and is immediately investigated. Anyone fur- 
nishing such information shares automatically in the 
duty and fines imposed upon the person convicted of 
smuggling. Thus, retail jewelers can receive a double 
reward; first in a monetary payment and second by 
protecting themselves against the loss of important sales 
to foreign jewelers. 

As tourist traffic reaches its peak in the summer, the 
jeweler should be particularly alert to these customs 
evasions now that tourist travel abroad is picking up. 

Attack on the professionals is taking place constantly 
by the JVC in cooperation with the Treasury Department. 
The retailer’s help in this connection is equally welcome. 
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should be offered gems at prices which suggest the 


‘ou - ae e 
If yo f duty, communicate your suspicion; have the 


evasion 0 


- vestigated. ; 
——— nviction involved a shipment of $14,000 


h of jewels. The loaded tooth paste tube and shaving 
prs 2 ‘ner have come back as a means of secreting 
= on ems_-and new and inventive devices to thwart 
. f customs men are steadily coming to light. 
diamond ring was discovered. 


cas 
One recent co 


precious 
the efforts 0 ) 
Recently an expensive 


creted in a hollow space where the two pieces of a | 
se 


billard cue screwed together. In another 1949 case, ten 


thousand carats of cut amethysts were picked up, along 


with $3500 worth of other stones, from planes arriving | 
from South America. An electric refrigerator door was 


discovered stuffed with precious items. 


Professional smugglers and unscrupulous tourists are | 


constantly making attempts to outsmart your govern- 
ment’s efforts to protect your local jewelry business. It 
is up to you—dealers, distributors and retailers—to make 


every contribution you can to thwart their efforts. It is | 
up to you to keep your Jewelers Protective Bureau in- | 
formed on any case where you have a suspicion of smug- | 


gling. It is ready and equipped to act. 


Sporting Goods 
| (From page 116) 


suading them to return some other time alone,” says 
Cohen. “While the women look in the jewelry window, 
the men look into the sporting goods one and both spend 
more time here to examine displayed merchandise than 
at any time in the past when we have spent considerable 
money to make interesting window displays. 

The lay-a-way and time payment plans for selling 
jewelry has been greatly stimulated by the factor that 
men just like women have an interest in visiting the 
store to make payments. As men know that they will 
have an opportunity to review the sporting goods lines, 
they come into the store to make payments more regularly. 

“Our lay-a-way and time payment plan has been gen- 
erally increasing because we are selling sporting goods 
the same way, relates Cohen. When women pick out a 
jewelry item and the husband is with her, they usually 
combine their purchases and buy both on these payment 
plans.” 

The bookkeeping department is located between the 
jewelry and sporting goods section so that a customer 
making payments on either line of merchandise has an 
opportunity to see the other. Large signs in the jewelry 
and sporting goods department feature the time payment 
and lay-a-way plans to induce sales in both. 

“Its really surprising to see how many women are 
now buying silverware, dinner sets and jewelry if they 
can buy something for their husbands as well.” Cohen 
said. “After they have made their own purchase, they 
decide to get something for their husband and may select 
a rod, reel, jacket or creel and put that aside with their 
own purchase. Maybe they feel just a little thoughtless 
if they don’t get something for their husbands or they 
feel that it would surprise him. And that works the 
other way too.” 

The store has built up a very large following of sports- 
men. Stocking a full line of fishing, hunting, boating 
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EUREKA Silverware Chests are built with a 
high degree of cabinet craftsmanship in every 
detail. They are made of top quality, beautifully 
grained hardwoods, carefully seasoned and dried, 
and lined throughout with Pacific Silver Cloth — 
ee “the cloth that 
prevents tarnish”. 
EUREKA Chests are 
available in a wide 
range of styles and 
= prices. Send for free 
leaflet on the new 


EUREKA Chests. 





EUREKA ante-tarnish Rolls and Bags of finest suede- 
finish EUREKA Duvetyn Cloth — in your exclusive 
color or color combination — assure your customers 
extra good anti-tarnish protection for fine silverware. 
Your imprint on every roll and bag is an attractive 
and lasting remind- 
er of your store. 
New lower prices. 
Send for free sam- 
ples, illustrated cat- 
alog and price list. 





Eureka Manufacturing Co., Ine. 
2» Maple Street, Taunton, Mass. 


ae 
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INCREASE YO UR SALES and athletic equipment, they now have hundreds of 


SLOVES U 1 Sterli Si Cif sportsmen on their books that have made purchases ang 
nusual Sterling Sliver Gilits these sportsmen have become jewelry customers, 

ae : ong . Every part of the year is a sporting period, such ag 
fishing, hunting, football, tennis and the dozens of other 
year round sports,” says Cohen. “which brings us in the 
male traffic continuously. Also during the year there are 
holiday periods, birthdays, anniversaries, graduations 
and numerous other occasions that merchandise shoyld 
be purchased from jewelry stores. 


66 7 ~~ 2 928 on. 
Inasmuch as these sportsmen visit our store, it js just 








cate iat en dine mate SUGAR & CREAMER — No. 611. as easy for them to make selections here. We haye 
of any bottle or cellarette. A Simply beautiful in design. Hollow ’ . . , tie ha ] ; b : f 

unique sterling mark of distinction handles, gold lined sugar and numerous Customers that on \ uy ad lew lures ora fish. 
to identify contents. Richly orna- creamer. Weighted base. Outstand- ‘ r ; 
mented, oxidized engraving: GIN, ing value. Dealer’s Cost, pr. $6.£0 ing rod and then lay-a-way a dinnerware set, electric clock 
BRANDY, SHERRY, RUM ie t as 

SCOTCH, RYE, WHISKEY, or other item to bring home in time for the occasion” 
BOURBON. Truly a unique gift > 
Dealer's Cost, each......... $1.25 A large stock of cameras has also been found to be 


an excellent tie-in between the jewelry and sporting good; 
section. Women and men alike are interested in photog. 
raphy and this line lends itself to both types of mer. 
chandise handled in the store. 

The two departments are maintained entirely jnde. 
pendent of the other. Advertising. promotions and stock 
handling is done individually and with the exception of 
the annual Christmas gift catalog. it has been found best 











Salt & Pepper Set—Graceful, call CONSOLE CANDLESTICKS—No. to keep it that way. 
and outstanding in design. Beauti- 547-G. Handsome and decorative I d or . iis 
fully crafted and impressive in size. full-sized sticks, with Gadroon nha dition to its newspaper advertising, the store also 
Hollow base, 4%” high. Exceptional border. Size 2%” high, base 3”. . 
value. Dealer’s Cost, per set, $3.50 Big value! Dealer’s Cost, pr. $2.60 uses radio spot announcements. but each one only plugs 
Write for Catalog and Price List one line. During the summer season. sporting goods 
Prompt delivery on all items—order today! gets the bulk of the advertising expenditure and around 
. ; 149 Canal St. (Devt. K cift-ziving periods it is given over to jewelry. 
J. SLOVES, Silversmiths “i ow ig A gift-giving p : jewelry 





REPAIRING © PLATING e@ REFINING © WE BUY OLD GOLD AND SILVER a 
Answers to questions on page 133 

Achromatic means without color, such as “achrom- 
atic sapphire” for white sapphire. 

Ballas is rough diamonds in rounded shapes, unsuit- 
able for cutting as gems but very valuable for 
industrial uses. 

A canary diamond is a fancy diamond with a 
strong, pleasing yellow color. The Tiffany 
diamond, a square-cut brilliant of 128.5 carats, 
is the largest known canary diamond. 

Ounce pearls are poorer grades and smaller sizes 
of pearls, usually sold by the ounce. 

Melange is an assortment of mixed sizes of diamonds, 
larger than melee. 

Jager is a diamond quality name originally applied 
to certain fine diamonds coming from the 
Jagersfontein Mine, but now extended by trade 
usage to cover all diamonds showing a slightly 
bluish color and meaning the finest stones. 

Pique in gemstones means just touched with slight 
imperfections, visible only under a loupe to 
a trained eye. Second and third pique are 
proportionately more imperfect. 

A plain cut is a stone cut without facets, cabochon 
for example. 

Silk is the inclusions in corundum gems, or rutile 
needles which give a flash of reflected light, 
resembling a fabric; hence the name. 

White diamond is one of the official classifications 
for diamonds. coming second after blue white 
and before silver Cape. 











These answers are taken from the new edition of 


ee ce ere ay | 
"le i ot taal The Jewelers’ Dictionary, published by JEWELERS- 


as "@ ae 








Obtainable through your Wholesaler or CIRCULAR-KEYSTONE, a “must” in every jewelry store 
RODANA WATCH COMPANY, INC. to answer questions like these and any that can and 
745 Fifth Avenue, New York 22, N. Y. . Plaza 9-6346 do arise in the several fields of jewelry. 
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| presenting the Most 
Practical Pocket Lighter 





BEATTIE JET LIGHTER 


_.. THE ONLY LIGHTER WITH THE FLAME YOU 
CAN POINT! When held upright ...a perfect flame 
for cigarettes and cigars. A gentle tilt ...and the 
jet pours a 2%-inch flame RIGHT DOWN into your 
pipe for a perfect light. The most practical pocket 
lighter. Nothing mechanical to get out of order. 
The BEATTIE JET LIGHTER is fully guaranteed 
against defects in materials and workmanship. 


RETAIL PRICES: 


1. Heavy Nickel Plate ........... caine aaah anil $5.00 
2. Pigskin .. PC ee ere Teen Pere er | 6.50 
3. Morocco . eee dees 6.50 
4. Chrome ..... Levee Piaa eee Ne eee ees 6.50 


Wholesale Distributor 
729 Sansom Street Philadelphia 6, Pa. 











Refractive 

Index 2.616 

about 10% 

higher than 
Diamond OO WEST 43R0 ST. 


, NEW YORK 18,N.-Y. PHONE - BRYANT 9-2470 


















Develop the 
Scholastic Trade 


High school students are 
your best future potential 
buyers of watches and dia- 
monds. Sell them school 
rings and class pins now. Write for our catalog 
showing complete lines of grammar school and 
high school jewelry. 


METAL ARTS CO., Inc. 


Dept. 40, Rochester, N.Y. 
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NOW ANYONE a 
CAN ENGRAVE RINGS & 


ASIDE! 








Send for 
Folder R 





get a 


NEW HERMES — pay out of profits 


13-19 University Pl., New York 3 
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} think about selling luggage? . . . These rich jewels 
in leather have built-in value and styling . . . you don't need 
holidays or gift-buying promotions to move them off your 
shelves. Give luggage a second thought. Then write for 1950 
catalog (illustrated in 2 colors) and price list to . . . 


BORETZ MANUFACTURING COMPANY 


136 WEST 21ST STREET, NEW YORK I], N. Y. 
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A SILVER CHEST algy 








WALLACE STLVERSMITOM 


150 THE JEWELERS’ CIRCULAR-KEYSTONE 














rXCITING AS THE TREASURE IT DISPLAYS... 


Again William 5. Warren, the renowned designer of Wallace Sterling, 
has performed the unusual, and this time in a dual role:— 

He has translated the adventurous symbols of the timeless sea into the 
exciting “Third Dimension Beauty” sterling silver pattern “Romance of 
the Sea.” 

With the same mastery of interpretation, he has created a truly romantic 
and delightful chest in sea colors with pearls, waves, silver sea horses, 
bubbles and shell—a perfect setting for a thrilling ensemble, whether on 
display in your store or for permanent use in a home. 

You will wish to plan your window and store displays and your local 
advertising schedule to acquaint your customers with this news-making 


premiere in May. 





“it WALLINGFORD, CONNECTICUT since 
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Two young ladies selecting thei: 
silver pattern at Elebash's. The 
clerks have been instructed not 
to give them any sales talk when 
they come to make their choice, 


by MAC FARRIOR 


Youth Is Served With Silver 


a customers when they start buying 
and keeping them satisfied is the custom with the Elebash 
Jewelry Company, which operates stores in Columbus, 
Ga.; in Montgomery and Florence, Ala.; in Jackson, 
Miss., and in Chattanooga, Tenn. 

For the last three years, Elebash has added numbers 
of potential customers to its list by encouraging girls 
graduating from high school to select their silver pattern. 
Every year Elebash gives each girl in a radius of fifty 
miles of each of its locations a teaspoon in any pattern 
she chooses upon graduation, in addition to making her 
a member of Elebash’s Silver Club. 

Form letters of congratulation are sent by the stores 
to girls of the graduating classes in their area. These 
letters also ask them to come in and select their silver 
pattern and receive a free teaspoon. Upon presentation 
of the letters the girls are congratulated by the sales 
clerks and shown the patterns of silver in stock. 

By becoming a member of the silver club, she is en- 
titled to an anti-tarnish chest when she either receives 
or buys thirty-six pieces of silver from Elebash. The club 
also entitles her to buy silver with a small down payment 
and small weekly or monthly payments. 

The clerks are instructed to make the young ladies feel 
that they really deserve a gift from Elebash rather than 
feel that they are being forced to buy something. They 
are given no sales talk but are simply aided by the clerks 
in selecting their pattern. If she wishes, a girl may select 
her china and crystal patterns and have them registered 
along wiih her silver pattern. 
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Elebash’s proved that teen-agers 
are young in years but old in 


judgment with their Silver Club. 





ELEBASH JEWELRY COMPANY 


maneoee 


April 12, 1949 


Deer Miss #111: 

Heartiest congratulations on your coming craduationt 
May you have many happy yeers ahesd. 

Ac @ graduation cift we wish to present you a sterl- 
ing silver teaspoon in the pattern of your choice. 


If you will stop by at your convenience anyone in 
our seles department will be gled to help you make 
your selection. 


We ere looking forward to seeing you in the near 


future. 
Yours truly, 
ELEBASH JEWELRY COMPANY 


Pheasas. “Vv. Etal<«.h 


Shearen D. Elebash 


P. S. Please present this letter in person in order 
to get your gift. 











A copy of the letter sent to high school gradu- 
ates inviting them to drop in for free teaspoon. 


Having their silver pattern registered with Elebash 


encourages friends and relatives to buy silver for gradua- 
(Please turn to page 173) 
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International Sterling 


The 1950 Fashion Academy 
GOLD MEDAL AWARD 










‘International Sterling is a triumph of beauty and a proud 
compliment to the exquisite tastes of America’s best dressed 






women in their best appointed homes.” j . 


DIRECTOR FASHION ACADEMY 
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A Medal in Gold 
for Artistry in Silver 


INTERNATIONAL STERLING 1s the first silver maker ever to 
be given the Gold Medal by the F ashion Academy. 


To us, the award is well-earned recognition for the per- 
fection of design and styling in solid silver that generations 


of our skilled artisans have produced. 


To you, the Gold Medal Award is another convincing 
selling point of International Silver’s leadership. Use it. And 
keep your showcases amply and attractively stocked with 


International’s complete line of fast-moving flatware and 


holloware. 
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It’s the Extra Services That Count 
In Bridal Gift Merchandising 


Entire gift selection inven- 
tory of bride-to-be is shown 
on tables until wedding date. 
Gift purchaser is thus able 
to make selection at first 
glance from actual display 
of patterns picked by bride. 


Actual table settings are an effective sales incentive. 
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by J. C. COGBURN, 


Cogburn’s Jewelers. 
Panama City, Fla. 





Heme are many ways in which the retail 
jeweler can increase sales of sterling flatware, china and 
glass: through specialization in one or another, increased 
advertising, or building up a reputation for an extremely 
large pattern choice in each. Of these, however, by far 
the most readily available source of volume increases, 
we have found, is in going a little farther in service to 
prospective brides. 

We have specialized in china, glass and sterling during 
our 17 years of jewelry merchandising to the extent that 
we now maintain an inventory of more than $50,000 of 
these items, despite the fact that we are located in a 
small resort community of only 28,000. Through con- 
stant promotion of the three items, devoting a much 
larger than ordinary amount of space to china, glass and 
silver, our sales picture has so changed that flatware now 
ranks first in volume per year, with china and glass 
immediately behind, for second and third. 

The secret of this situation lies in the fact that we 
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> HOLLOW WARE 
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What gift is there which more 
perfectly combines good taste and 
beauty than silver? And no silver can better 
express good taste than Poole. For the full 
selling season just ahead, make sure that your 
stocks of nationally advertised Poole Hollow 
ware are complete. Ask your Poole distributor 
for details. 
SHOWN ABOVE IS POOLE’S OLD ENGLISH 
TEA SERVICE #5000. 


Poole selling aids are ready too. 
A new album of Hollow ware 
and a series of mat ads. Ask 


oltraxebtigalolttces 


VW 


J 





POOLE SILVER CO., INC.- TAUNTON: MASS: 


NEW YORK SHOWROOM ° 366 FIFTH AVENUE, NEW YORK 1, N. Y. 





Large stock of dinnerware pat- 
terns are kept on open display 
at Cogburn Jewelers enabling 
prospective brides to inspect 
and make their own selections. 


have exploited every possible angle of service to brides, 
and thereby realize at least 30 per cent of our volume 
directly from the bridal market. How much more of 
our flatware, china and glass sales stem indirectly from 
the same type of specialization we do not know, but we 
are definitely sure that had it not been for the extra 
lengths which we have taken to attract prospective brides, 
our volume would not be as great. 

Most jewelers, it is true, offer the bride several ser- 
vices, including the usual registration of patterns, often 
free gifts of brides’ books, photo albums, etc., to the 
bride herself, and co-operation in helping her friends 
select wedding gifts. There are far more opportunities 
available which we have tested, and if proved sound, 
adopted to our merchandising program. 

Our merchandising plan is based on several distinct 
points, but specifically on the fact that we make it easy 
for the bride to select from a choice of patterns equiva- 
lent to those in any store in the South, and equally easy 
for her to direct friends to the store for wedding gift 
purchases. Likewise, we make it simple for the wedding- 
gift purchaser to see at a single glance what gifts still 
remain to be purchased for the bride, without a lot of 
file checking or searching through ledger books. 

As pointed out above, we carry an inventory of more 
than $50,000, and turn it over from 2 to 3 times a year. 
Incorporated in this are 75 patterns of sterling flatware. 
including products of 7 nationally-recognized manufac- 
turers, 45 patterns of open-stock and set dinnerware, 
including many imports which have consistent attraction 
to well-informed brides, and more than 40 patterns of 
crystal stemware. This pattern choice, we believe, is 
equivalent to that of the average large jewelry store in 
cities of half a million population, and the choice has 
been brought about largely because we specialize in all 
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three, and have excellent co-operation from manufac- 
turers in giving us their lines. 

We devote one window to each of the three items the 
year around, so that anyone who passes the store over 
frequent intervals cannot help but notice that we spe- 
cialize in the three basic items of table setting. However, 
we feel that display and advertising alone is not enough, 
and so we have developed an “outside prospecting” pro- 
gram which is equally important. 

Under the plan, we get in touch with local high school 
girls before they graduate from high school, on the theory 
that many of them will be married within a few months 
to two or three years after graduation. Each year, we 
run a newspaper ad which invites graduates of all local 
high schools to drop by the store and receive a gift silver 
teaspoon, as a congratulatory offer and to acquaint them 
with our stock. We send out from 200 to 400 of these 
each year, depending upon the size of the graduating 
class, and consider the giveaway spoon one of our best 
investments. While the girl is in the store, we invite her 
to register the pattern in china, glass, or flatware which 
appeals to her most, merely selecting the pattern, and 
making no attempt to sub-classify the specific pieces which 
she wants. This, we feel, establishes a definite link be- 
tween store and customer, which will hold true for 
many years. 

We keep a permanent record of the names and ad- 
dresses, plus pattern registration of each of the girls, 
and use this as a cross-reference in checking newspapers 
daily for announcements of engagements. We find that 
we have on list about 3 out of every 4 girls whose names 
appear in engagement announcements, and we follow up 
immediately by telephone rather than by mail for we 


have learned that form letters carry little weight with 
(Please turn to page 176) 
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Dy Those Who Serve 
Pople Whe Live 


JAMES W. JENNINGS 
PRESIDENT & TREASURER 


MEMBER 


£Y (QUAKER SILVER COMPANY, Inc. 


Silversmith 4 


Wer 


TRADE MARK 


























NORTH ATTLEBORO MASSACHUSETTS 


“Sterling Silver’, the ultimate of graceful timeless liviné: 


finds its most beautiful expression m the pieces produced 


by “Quaker . 


your most exacting clientele the 


You will be proud to show 


heautiful pieces “Quaker” has produced for this purpose in 


Sterling Silver, and Fine Crystal an 


d Sterling Hollowware. 


Each piece 1s individually made by men and women skilled 
in the craft, each piece 1s of good weight for lifetime use. 


Priced from $5.00 to $750.00 at retail. 


We are preparing photographic reproductions of our prod- 
ucts in loose leaf form. Request us to place you on our 


mailing list. 





























a 
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HOLIDAY SELLS THE IDEA 
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The Ad 


that succeeded 
hetore it ran / 


HE Frank Smith Silver Company have been making fine sterling 
tableware for over sixty years in Gardner, Massachusetts. 











— may ee NO 





Recently they decided to change their advertising approach. They 
built their 1950 sales campaign around Holiday. 
When their salesmen hit the road with the new sales kit featuring 
A the Holiday market story, Holiday cover folders, reprints, etc., the 
: dealers were enthusiastic. Orders rolled in. Sales for the first quarter 
of 1950 were over fifty per cent above the same period in 1949 even 
before the ad appeared in print. 

Such results would be spectacular at any time. They are doubly 
significant today, when competition is so keen in the silverware 
business. 

Holiday’s brief history is studded with success stories. Since its 





first issue, four years ago, advertiser after advertiser has proved the 
responsiveness of Holiday’s mass audience of over 820,000 class 
families. Manufacturers and retailers have learned that Holiday 
has America’s most natural sales appeal, because Holiday sells the 
idea that sells the goods. 

Every page of Holiday nourishes and sustains the reader’s desire 
for a fuller, richer life. Naturally, such a magazine attracts people 


who are active, eager, alert. 





Holiday readers entertain more. They use their cars more. 





a They’re proud of their homes. They’re able and accustomed to 
afford the best. And they’re always open to new ideas, new ways, 
new products. For jewelry, home furnishings, or anything else that 
people take pleasure in owning, the Holiday market is without 
equal. For further information, write to Holiday, Independence 


Square, Philadelphia 5, Pa. 


THAT SELLS THE GOODS! 
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Collection Methods 





That Coax Quick Payments 


Get rid of those slow-pay and no-pay accounts by tried and 


true collection methods. 


Here are some practical, first- 


rate ways that have proved themselves tops in many stores. 


cic: with money becoming tighter, busi- 
ness firms find their books loaded with more and more 
slow-pay and no-pay accounts. The amounts are often 
startlingly high. Even medium-sized firms, interviewed 
by the writer, reported unpaid claims exceeding $25,000. 
Many of these business firms have been caught unawares. 
Past lush years made them incautious in giving credit. 
The possibility that a customer would not or could not 
pay seemed very remote. 

Hence they are now faced with the problem of, first, 
what to do about getting cash from these on-the-book 
assets. Second, what credit policy to follow for the 
future — whether to restrict credit (thereby reducing 
sales) or to continue to allow fairly unlimited credit. 

To get practical, first-hand answers to these questions 
the writer did considerable traveling, interviewing scores 
of retail and industrial firms. Questions asked and re- 
sponses given, follow: 


1. What Collection Methods Are You Using — How 
Effective Have They Proved? 


Most firms interviewed used collection letters to initiate 
collections, often following-up with personal calls if the 
letters proved unsuccessful. Conciliatory methods were 
preferred, attorney contacts or collection agencies were 
used only as final resorts. Collection letters proved effec- 
tive—often collecting 100 per cent of the accounts— 
where they were properly thought-out and worded. Let- 
ters written with a friendly reason-why tone got best 
results. Harsh, threatening letters usually lost both debt 
and customer. 

Generally speaking, five steps are taken in collecting 
via letter. First, sending the statement; second, a re- 
minder; third, request for payment (usually an appeal- 
to-reason letter asking what’s wrong); fourth, insistence 
on payment; fifth, final plea (to avoid legal action). 

Whether or not a personal letter should be sent usually 
depends on the type of business and the extent of the 
indebtedness. Personal letters are usually used to follow 
up unsuccessful form letters, or in cases where the 
amounts owing are substantial. 

Whiting Paper Company, New York, for example, 
sends personal letters only. Its customers, to a great 
extent, comprise volume paper users and the indebtedness 
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by D. D. SELTZ 


often runs into large sums. Joseph Seaward, credit man- 
ager, states that through use of personalized letters the 
firm’s delinquency, for a 10-month period, amounted to 
only .015 of total business done. 

‘However, in sending out personal collection letters it 
is best to keep in mind the different personality traits of 
each customer,’ Mr. Seaward continued. “For serious- 
minded customers, a strictly business-type letter is neces- 
sary; for others, a personal or humorous letter may be 
more desirable. It will help to keep a record of the 
personal characteristics of each customer as a future 
guide in contacting him for collection.” 

Personal letters, however, are not considered practical 
for many other types of businesses. Especially those 
dealing with thousands of customers where indebtedness 
is comparatively small. The expense would be prohibi- 
tive. It is estimated that each personal letter costs 50¢ 
(including dictator’s and stenographer’s time, filing, sta- 
tionery, postage, etc.). Twenty-five letters a day would 
cost over $3,000 a year. 

Consider, for example, a firm like Gimbel Brothers 
department store of New York. Their credit accounts 
number into thousands; some 35,000 dun letters are sent 
cut each month. It is easy to see that form letters are a 
“must.” A combined letter-envelope form is used. The 
letter flaps over to form an envelope and is sealed. The 
typist merely typewrites customer’s name on envelope to 
send out. No typing on the letter, or enclosure in separate 
envelope, is required. 

The letters are sent out in a series of four, varying 
from gentle reminder to stern insistence. A different 
series of form letters is used for each of the firm’s charge 
account plans. 

If. after the fourth letter the account is still unpaid it 
is turned over to Gimbel’s collection department for 
follow-up; personalized-appearing letters (actually form 
letters, however) filled in with debtor’s name and address 
are sent. If these prove unsuccessful the account 1s 
turned over to an outside collection agency. 

Howard W. Decker, credit manager of Gimbel’s, ex- 
plains that a polite “tone” is used in their letters, and 


has proved effective both in obtaining payments and 
(Please turn to page 170) 
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YOU CAN SELL MORE 
PORTABLE TYPEWRITERS 



















When you Sell — point out the AMAZING 
simple action of Miracle Tab—it sets and 
clears tab stops from keyboard level with —~_ “a 
a flick of the finger. 3 


Found ONLY* On The\ yu NE 
Remington Personal Typewriter 


Practically 7 out of every 10 portable typewriters sold are tabulator models— 
and the Remington Personal gives your customers the finest, most convenient 
tab control on any portable today! —the AMAZING MIRACLE TAB—it sells on 
these features: 








Convenience and Speed—no more groping at back of machine—just a flick of 
the finger sets and clears tabs quickly, easily. 


Complete Coverage—tabs can be set at amy position on typing line. 


* PLUS! THESE EXCLUSIVE SELLING FEATURES 
e Simplified Ribbon Changer e Finger Fitted Keys 


e Larger Size Platen e Super-Strength Frame 
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Gentlemen: 
Please rush information on FREE selling 
aids that will get more sales and profits for me. 


NAME 





FIRM 





ADDRESS 








CITY ZONE___STATE 
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Jewelry Merchandising Technique 


Successfully Used in 


This New Orleans Jeweler built up the 
sales volume of his appliance depart- 
ment by merchandising credit, weekly 
payments and a personal, low-pressure 


kind of selling that everybody liked. 
by DAVID MARKSTEIN 


White believes that people would rather 
have long weekly terms and no carrying 
charges than any other angle of credit. 


As a rule, jewelers who sell appliances 
tend to adopt most of the selling and sales promotion 
techniques of the appliance dealer. But, according to a 
jeweler who has had considerable success in appliance 
selling, there is a lot that the average appliance mer- 
chandiser could learn instead from the operations of a 
jeweler. 

At White Brothers, a large store located on New 
Orleans’ main drag, Canal Street, there is an appliance 
section of considerable size, which has a substantial 
volume. Owner Benjamin White credits the application 
of methods which have been successful over many years 
in his store’s merchandising of jewelry with the fact that, 
despite a leveling-off market, his appliance department is 
booming today. 

What are these methods of a jeweler which, Mr. White 
says, contribute so handsomely toward holding up the 
appliance volume? 

“First,” he says, “is easy credit. That may sound like 
a-b-c stuff. But when I say easy credit, I mean some- 
thing which is somewhat different from the average 
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Appliance Selling 











appliance dealer’s conception of credit. Furthermore, | 
mean merchandising that credit so that it continually 
contributes toward new sales of appliances.” 

To begin with, Mr. White stresses, his conception of 
“easy credit” is not the routine no-down-payment-and- 
24-months-to-pay offers which are headlining the appli- 
ance advertisements of so many stores these days. 

“We require a down payment,” he says. “It’s a very 
small one. And we give very long terms on even the 
smallest and least expensive appliances. For example, 
on a General Electric radio, we give almost a year to 
pay—at a dollar a week. But the important thing is not 
that. It is the cost of credit to the customer. From our 
experience in the credit jewelry field over a great many 
years, we have found that the absence of carrying charges 
or interest on terms, is a selling point of no small im- 
portance. 

“So in our appliance advertisements, we stress easy 
terms. On that, we’re doing what most appliance mer- 


chants do. But we stress those terms on purchases of as 
(Please turn to page 177) 
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orelco Electric Shaver 





: News about the sensational 


top New York store sells 70 


in three months 


- 
t 
f 
: 








.. more than all other dry 


shavers combined! 

That’s proof that the new Noretco Electric 
Shaver “has arrived”—700 by one store, over 
400 by another, hundreds sold by many 
others. That’s proof it’s on its way to becom- 
ing a sensation in the field—that a demonstra- 
tion is a sale—that it’s a fast-moving profit 
item every alert dealer should stock and 
promote. 


NORELCO shaver outstanding 

It’s lightweight, quiet, cool-running, self- 
sharpening. Functionally designed ior com- 
fortable shaving, its exclusive rotary action 
cuts the beard with a velvet touch — cuts it 
close and smooth, without pull or burn, with- 
out “break-in.” Simple in construction, pre- 
cision-built, powered with a real brush-type 
motor, it’s made for years of trouble-free 
service. 

Produced by Philips Industries of Holland, 
world-wide leader in electronics. Service fa- 
cilities available in New York. 


Nationally advertised and 


aggressively promoted 

The Nore co Electric Shaver is vigorously 
promoted. National magazines like News- 
week, Time, Esquire, The New Yorker, Look, 
The Saturday Evening Post, Holiday, Col- 
lier’s, New York Times Magazine, and True, 
will tell the story of this outstanding product 
to millions of new prospects. 


Also provided for you are point-of-sale 





retail price 


16% 


with fine 
leather case 






. counter displays and posters, effective mats 
designed for a better shave and mailing pieces that bring a pre-sold traf- 
fe fic to your store. 
. It sells at $16.50. Full markup to you. Order 
Or A CO electric shaver from your distributor. Or send the coupon 





below for full, fast information. 






News for 
the ladies! 


@ Lady Noretco Electric Razor, 
the only razor exclusively de- 
signed for women. Just in 






NORTH AMERICAN PHILIPS COMPANY, INC. 
Dept. SZ-4 100 East 42nd Street, New York 17, N. Y. 






Send me full information on the Noretco Electric Shaver. 
























time for you to cash in on NAME 
the bare-armed, bare- 
legged summer season. FIRM 
Check coupon. 
ADDRESS 
CITY STATE 








I am interested in the new Lady Noretco Electric Razor, too. LJ 
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National Contests 


Are Local Opportunities 





B.. national contests are back. Consumer 
interest in them has never been higher. The big national 
advertisers have proved it to the tune of increased profits. 

Contests have always been business builders for re- 
tailers and when they are promoted on a nation-wide 
basis, they have the benefit of national publicity and 
prestige to back up the contest effort which the merchant 
makes locally. 

Most of the national contests conducted by manufac- 
turers are based upon some subject which highlights the 
outstanding feature of the product, the one which the 
national advertiser knows to be currently the most potent 
sales argument, country-wide. That being the case, then 
the retailer who ties in with the contest featuring this 
salient sales force is running on the inside lane—will find 
his minimum efforts bearing maximum results. 

Local contests run by individual stores from their own 
plans, have proved to be valuable merchandising efforts. 
How much more profitable then will be those local efforts 
tied in with national contests which were planned as the 
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BLOCK BROS.° SHAW'S 


Cor Michigon & Woshington 





235 S. Michigon St 





aT 











Block Bros. and Shaw’s, South Bend, Ind.. 
jewelers, prove benefits of tieing in 
with manufacturers’ nationwide contest, 


Both stores told the story of the Whitcomb 
Girl Contest in their windows. As shown in 
Shaw window display at left, a reprint of 
the ad announcing the local competition, re- 
prints of Community national advertising, 
and poster listing the prizes attracted the 
attention of passersby. Above is shown a 
copy of local advertisement about contest. 


result of facts gathered by professional research men, 
developed by professional promotion men and presented 
to the public by professional advertising men. 

Where a local contest conducted by an individual store 
must be checked legally, planned to eliminate objection- 
able kick-backs from losing contestants, and advertised 
entirely from his till—national contests come to him pre- 
tested by trial runs in test areas, pre-checked by legal 
authorities, pre-proven by the experience of other mer- 
chants. It all comes “in a can” ready for use, with a 
safe margin for success. 

Last year International Silver Company conducted a 
contest based upon its then current advertising campaign, 
“It’s still the thing to do.” We carried a complete report 
on the prize winning jewelers success in this contest. 
Hete was proof plenty that intelligent participation by 
the jeweler pays handsomely in increased sales and 
profits. 

Not too long ago, two jewelry stores in the mid-western 

(Please turn to page 178) 
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4 preview of the May 1950 issue of House Beautiful reaching your best customers on or about April 20th 





"Ss 


May House Beautiful to introduce 
new concept of design... 


THE EMERGING AMERICAN STYLE 


Always first to bring their readers important developments in the field of better 


living, the Editors of HOUSE BEAUTIFUL are presenting to the public a com- 


prehensive new concept. . 


. “The Emerging American Style.” Thirty-eight 


pages of the May issue, to reach newsstands on or about April 20th, will be 
devoted to the whys and wherefores of that subject ... with specific illustrations 


of how it looks and works. 


For nearly ten years, HOUSE 
BEAUTIFUL has been gathering evi- 
dence, tracing origins of design, sift- 
ing truth from propaganda. And now, 
at last, its Editors are ready to state 
that “an American Style has been 
born, and is growing into maturity.” 

The birth of this style and the rea- 
sons for it are fully explained in the 
May issue’s lead editorial. It “has 
crown from the traits of our American 
Character,” say HOUSE BEAUTI- 
FUL’s Editors, “*. 


our talent for manipulating the prac- 


.. has evolved out of 


tical, the everyday, the ingenious, the 
technical. It has emerged because we 
have realized that our present environ- 
ment matters more than our heredity.” 

But, in line with their usual edi- 
torial practice, they have stressed the 
practical rather than the theoretical 
side of the American Style develop- 
ment. The actual working of it, they 
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claim, is the best guide to its recog: 
nition. “Unless it offers some gain or 
improvement in performance over that 
of previous things—it rules itself out. 
Only if it works better is it eligible.” 
An actual set of criteria for recog- 


nizing it is presented in the May issue. 
And, beyond that, a practical ap- 
proach, in terms of the influence ex- 
erted by the American way of life and 
point of view, is included. 

Be sure to read this lead editorial 
carefully, as well as the specific fea- 
tures which spring from it. And watch 
for later discussions in the nine suc- 
ceeding issues of America’s leading 
home magazine — House Beautiful. 
Their effect will be felt throughout 
every home furnishing industry. 





TO HELP YOUR BUSINESS GROW 


Every issue of House Beautiful is jam-packed with ideas and information 


that can help you get more business. But, we've been told, if you could 


have that information in advance, you could plot your sales strategy to 


hit at the time that your best prospects are most excited about what they ve 


seen in their House Beautiful. Here, and on the next two pages, is our 


answer to that logical suggestion. This multiple-page preview of the next 


issue of House Beautiful will be a regular monthly feature in Jewelers’ 


Circular-Keystone. Watch for it...use it! It will help your business grow! 


HowusE BEAUTIFUL MAGAZINE 





Continued on following page 
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right from House Beautiful 


EMERGING AMERICAN STYLE 
reflected in 


Modern Home Entertaining 





Have you ever heard of “The Semi-Buffet”? It’s a new form of entertaining . . . a demon- 
stration of the “Emerging American Style”. Here’s the way it’s graphically presented in 
the May HOUSE BEAUTIFUL, in a striking full-color photograph on page 154. Use it as 
a model for displays on your selling floor . . . to promote sales of the products you'll find 
listed in the column on the right. 


Along with other phases of today’s _— Style.” So states, in effect, an impor- 
living, a new form of entertaining has tant editorial in the May issue of 


developed in the “Emerging American HOUSE BEAUTIFUL, entitled, “The 


Semi-Buffet.” “It echoes the tenor of 
our manners as they have been formed 
by social and economic change yet 
still bows pleasantly to our best tra- 
ditions of hospitality,” say HOUSE 
BEAUTIFUL’s Editors, on page 155. 

This typically American Style has 
naturally had its effect upon the de. 
sign and use of tableware. And that’s 
of vital concern to members of the 
silver, glass, china and tableware ip. 
dustries. It will pay you to study its 
meaning carefully .. . and the infly. 
ence it has exerted on the smallest de. 
tails of American home furnishings, 
It’s an unparalleled tie-in opportunity 
for your selling operations . . . your 
promotions and your displays. For it’s 
a theme the public is going to be 
acutely aware of during the next nine 
issues of HOUSE BEAUTIFUL! 

A handsome photograph in full 
color, illustrating ““The Semi-Buffet” 
table setting, appears on page 154 of 
the May issue. It has been reproduced 
on these pages in black and white as 
your preview. The Tiflin “Killarney” 
glass, handmade in America, is by 
the U. S. Glass Co., Tiffin, Ohio; the 
“Continental” sterling flatware by 
International Silver Co., 48 State St.. 
Meriden, Conn.; the “Ravenna” china 
by Castleton China, Inc., 212 Fifth 
Ave., New York, N. Y.; the Butterfly 
tablecloth and napkins by Dorothy C. 
Thorpe. Inc., Glendale, Calif. These 


credits will appear in the May issue. 





advertisers’ 


BULLETIN BOARD 


A directory of advertisers, whose products are sold in jewelry stores, appearing in the May HOUSE 
BEAUTIFUL . . . which will reach your best customers on or about April 20th. FREE mounted 


counter cards for those products preceded by a number are available. See coupon on last page for 


easy method of ordering. 


SILVERWARE its bow to the general public in May House 
67. ALVIN STERLING Beautiful. Already offered by such leading 
; Siete nena, stores as Bigelow, Kennard, Boston; Black, 
ALVIN SILVERSMITHS Starr & Gorham, New York: Spaulding & 
8. COMMUNITY SILVER TEA Company, Chicago; and Gump’s, San Fran- 
SERVICE cisco, FRIGAST is meeting with the royal 
Oneipa, Lt. reception its incomparable patterns deserve. 
69. FRIEDMAN SILVER 71. GORHAM STERLING 
= ERAT 7 Tue GoruamM CoMPANY 
CASSEROLE SERVER 
FRIEDMAN SILVER Co. 72. HEIRLOOM STERLING 
, HEIRLOOM STERLING, ONEIDA, LTD 
70. FRIGAST DANISH STERLING , , ; 
FLATWARE 73. INTERNATIONAL STERLING 


Pau. Wixens, INC. Tue INTERNATIONAL SILVER Co. 


FRIGAST, a fabulous platinum-finished, 74. PACIFIC SILVER CLOTH 


handwrought Danish sterling flatware, makes Paciric MILLs 
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POOLE SILVER SERVICE 


PooLe SiLvER ComMPANY, INC. 


76. REED & BARTON SILVER TEA 
SERVICES 


REED & BARTON 


77. FRANK SMITH STERLING 


FRANK SMITH SILVER COMPANY 


78. TOWLE STERLING 


TOWLE STERLING 


79. TUTTLE STERLING 


TUTTLE SILVER Co. 


80. WALLACE STERLING 


WALLACE SILVERSMITHS 
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CHINA, GLASS & TABLEWARE 
91, BING & GRONDAHL 
FIGURINES 


D. STANLEY CORCORAN, Inc. 
39, BUENILUM HOSTESS 
" 4CCESSORIES 


$LAUER-U NDERBERG . 
spoons Hostess Service Accessories 
fosture a scintillating finish on a tg 
and utility service plates. Of 0m ar im- 

ortance 1s graceful styling, perfectly ~ ie$ 

riate for even the most formal table, ueni- 
- fnds wide favor as bridal, hostess, etc. 
sift due to moderate price and ——— 
appearance. Envelope stuffers are available 
for store imprint. 


03 CAMBRIDGE HARVEST 
CRYSTAL 


CamBRIDGE GLAss Co. 
Classic simplicity and impeccable good taste 
distinguish Cambridge's Harvest ; with its 
sraceful, sparkling wheat motif. You'll see 
this hand-engraved crystal in the May issue 
of House Beautiful. “Harvest” 1s available in 
a complete line of magnificent stemware, 
serving and decorative pieces. Now is the 
time to feature the whole reasonably priced 


group. 


P 
84, ROYAL DOULTON 
FIGURINES 


Doutton & Co., INc. 
Royal Doulton Wares—imported f rom Eng- 
Jand—have been famous under eight Royal 
reigns. This famous line includes table- 
wares in Bone China and Fine Dinnerware, 
Figurines, Dickens Subjects, Character Jugs 
and Animal Subjects. Figurines are featured 
in the May issue of House Beautiful; other 
subjects in other issues throughout the year. 


85. DUNCAN & MILLER 
MILK GLASS 


Duncan & MILLer Giass Co. 
In the past, Milk Glass has been shown ai- 
most always in traditional, old fashioned 
patterns. Now Duncan & Miller has brought 
it out in smart modern shapes that go well 
with modern furniture and decorations and 
has thus opened up a whole new market for 
it. See Duncan ad in color in May House 
Beautiful. 
86. FLINTRIDGE DINNERWARE 

FLINTRIDGE CHINA Co. 
“TWILIGHT”, introduced in January will 
be featured in our May advertisement. Beau- 
tiful grey shoulder pattern with very decora- 
tive pink and grey fig tree in center. New 
“Sharon” pattern with narrow bands of Teal 
Green around the outer edge of plate, clus- 
ters of small roses around inside of shoulder 
will be ready for September delivery. 


87. FOSTORIA COLONIAL DAME 
CRYSTAL 


Fostoria GLAss COMPANY 


88. FRANCISCAN FINE CHINA 
Giappinc, McBean & Co. 
Gladding, McBean & Co., makers of Francis- 
can Fine China, will introduce a month-long 
promotion (May 15—June 17) to 22.000,000 
readers through House Beautiful, House & 
Garden, Ladies Home Journal, Modern 
Bride and Bride’s. Sale features specially 
priced five-piece place settings and newly 
created gift packages. 
89. HEISEY WAVERLY CRYSTAL 
A. H. Hetsey & Co. 


90. IMPERIAL CATHAY 
CRYSTAL 


IMPERIAL Guass Co. 
91. IMPERIAL CAPE COD 
CRYSTAL 


IMPERIAL Guiass Co. 
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108. KENSINGTON HOSTESS 
ACCESSORIES 


KENSINGTON, INc. 

92. LENOX CHINA 

Lenox, INc. 
93. MELMAC DINNERWARE 

AMERICAN CYANAMID Co. 
Beauty and break-resistance of Melmac 
dinnerware plus national advertising behind 
it, has started a rapidly growing trend. Con- 
stant increase in sales volume and turnover 
demonstrates broadening consumer demand 
for this new type dinnerware sold under the 
following names: BOONTONWARE, 
BROOKPAK, DALLAS WARE, DEVINE 
WARE, LIFETIME WARE, MALLO- 
WARE, MAPLEX, MELADUR, NORTH- 
ERN AIR-WARE, RESTRAWARE, 
TEXAS WARE. 


94. ROYAL YORK CHINA— 
FALSTAFF 
Mipuurst Importine Co. 
The lasting beauty and incomparable lustre 
of fine imported china, in a charming grape 
design that is equally adapted to modern or 
traditional tables. Made by hand in one of 
the Continent’s oldest factories, Royal York 
China has a unique hard glaze that is virtu- 
ally impossible to cut or scratch under nor- 
mal use. 


95. SENECA ELEGANCE 
CRYSTAL 
SENECA Gass Co. 
“Elegance,” a formal crystal table service to 
delight every bride as well as the most dis- 
cerning hostess. It has a deeply cut and pol- 
ished mitre design to give exquisite bril- 
liance to the festive table and it is styled to 
harmonize with either contemporary or mod- 
—_—s Retails at approximately $2.75 
each. 


96. STERLING ON CRYSTAL 
HOSTESS ACCESSORIES 
SitverR City Guass Co., Inc. 

*STEUBENVILLE POTTERY— 
RUSSEL WRIGHT 
Ricuarps MorceNTHAU 

97. TIFFIN KAREN STEMWARE 
U. S. Gass Co. 

98. WATERTOWN LIFETIME 
WARE 
WATERTOWN Mee. Co. 


99. WEDGWOOD QUEEN’S WARE 


Jos1aH Wepcwoop & Sons 
A New Wedgwood Queen’s Ware pattern in 


traditional and contemporary character. The 
monochromatic pattern of green leaves and 
blossoms, called “Green Leaf” was designed 
by Victor Skellern on the Queen’s dinner- 
ware shape. It is available only to established 
Wedgwood dealers. The ad also shows 
Whitefriars glassware which is now being 
distributed by Wedgwood. 


LAMPS 


100. LIGHTOLIER LAMPS 
& DECORALITES 


LIGHTOLIER, INC. 

Lightolier has completely restyled and re- 
designed their famous Decoralites—the beau- 
tiful pictures that give good light, too. Lead- 
ing American artists have contributed new 
designs for every purpose, every room, every 
decor. For gifts, Decoralities, are taking 
their rightful place as a useful, imaginative, 
“different” sort of present. 


101. PATTYN ALUMINUM 
LAMPS 
MoperN Propucts CorPORATION 
102. ROYAL HAEGER LAMPS 


HAEGER Potteries, Inc. 


“TOWER LAMPS 
CLOCKS 


103. STAGE COACH LANTERN 
ELECTRIC WALL CLOCK 


TREND CLocks, INc. 


104. SETH THOMAS CLOCKS 


SetH THOMAS 


SMOKERS ACCESSORIES 
105. RONSON TABLE LIGHTERS 


Ronson Art Metat Works, INc. 

A variety of table and desk lighters suitable 
for use in every room in the home, are fea- 
tured in the Ronson 4-color advertisement 
in the May House Beautiful. Table Ronsons 
retail from $8.50 plus tax and are available 
singly ; in pairs with matching cigarette box: 
cigarette urns and trays, all in heavy silver 
plate. 


MISCELLANEOUS FURNISHINGS 


106. SYROCO WOOD WALL 
CURIO CABINET 
SYRACUSE ORNAMENTAL Co., Inc. 
107. TAPERLITE CANDLES 
Witt & Baumer Canp_e Co., Inc. 


GEMS 
*KENYA GEMS 


*No Counter Card Available. 





| 

|SEND FOR YOUR free HOUSE 

| BEAUTIFUL WINDOW AND COUNTER 
| DISPLAY CARDS THIS EASY WAY 


| Circle the numbers below which appear beside the advertisements you wish 
| mounted, clip this coupon, paste it on your letterhead or order form and mail 


it to: Merchandising Division, HOUSE BEAUTIFUL Magazine, 572 Madison 


Avenue, New York 22, N.Y. 
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Directory of Trade Associations 


NATIONAL 


The names given in each case are those of the president and secretary. 


American Gem Society—William S. Preston, 17 Church St., Burlington, Vt. (Also 
International Committee Chairman); Alfred L. Woodill, 3142 Wilshire Blvd.. 
Los Angeles. 

American Jeweled Watch Manufacturers Association—C. M. Kendig, Hamilton Watch 
Co., Lancaster, Pa. 

American National Retail Jewelers’ Association—Kenneth I. Van Cott, 39 Court St.. 
Binghamton, N. Y.; Charles T. Evans, 551 Fifth Ave., New York. 
American National Watchmakers Association—F. A. Morey, 3207 Devonshire Road, 
Cleveland 9, Ohio; B. W. Heald, 324 North 35th St., Milwaukee 8, Wis. 
American Stone importers Association—Arthur Starke, 65 Nassau St., New York 
Lloyd V. Lassner, 10 W. 47th St., New York. 

American Watch Assemblers Association—Benjamin S. Katz, Gruen Watch Co., Cin- 
cinnati, Ohio; Morris Hoffman, 580 Fifth Ave., New York. 

coe Watch Institute—James G. Shennan, Elgin National Watch Co., Elgin, 

J. Gunder, Hamilton Watch Co., Lancaster, Pa. 

aeeeine Ce a inc.—Herman Ostrin, 305 'E. 45th St., New York; David Sarkin, 
37 W. 47th St., New York. 

Brotherhood of Traveling Jewelers—Maurice Spain, 85 Chestnut St., Newark 5, N. J.; 
Archer L, Chapin, 18 Park Road, Maplewood, 

Canadian Jewelers’ Association—T. H. amas 141 John St., Toronto; Norman J. 
Leach, 73 Richmond St., W., Toron 

Clock Manufacturers Association of Pesca S. Ingraham, 394 N. Main St., 

Bristol, Conn. ; George Stearns, 215 Church St., New Haven, Conn. 

Diamond Council of ‘ America—l.o Weisfield, 414 Pike St., Seattle, Wash.; Melvin 

udolph, 436 S. Salina St., Syracuse, N. Y. 

Diamond “a ee and importers Association of America—George Fine, 20 W. 
47 New York; Leo L. Kaplan, 630 Fifth Ave., New York. 
Educational ainaiee Manufacturers Association—John H. Mahoney, 1600 Clinton Ave., 
-» Rochester, N. Y.; Irvin E. Rosa, Josten Mfg. Co., Owatonna, Minn. 
Fountain Pen and Mechanical Pencil Manufacturers Association—Ivan D. Tefft, Court 
and Division Sts., Janesville, Wis. ; Bertram E. Strauss, 29 W. 17th St., New York. 

Gemological Institute of America—Dean E. H. Kraus, Mineralogical Laboratories, 
University of Michigan, Ann Arbor, Mich.; Fred J. Cannon, 315 W. Fifth St.. 
Los Angeles, Calif. 

Gem Trade Laboratory—(Now part of the Gem Trade Laboratory of the Gemologicai 
Institute of America, 5 E. 47th St., New York). 

Horological Institute of America—Alfred S. Rowe, 15 E. Washington St., Indianapolis, 
Ind.; Ralph E. Gould, P. O. Box 4355, Washington 12, D. 

Jewelers’ Board of Trade—Lester F. Morse, 333 Adelaide "Ave., ‘Providence, mm 83 
Horace M. Peck, 413 Turks Head Building, Providence, R. I. 

Jewelers’ Security Alliance—Walter Eitelbach, 608 Fifth Ave., New York; Richard C. 
Murphy, Exec. Secy., 535 Fifth Ave., New York. 


Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 Fulton St., 
Grinberg, Exec. Vice-Pres., 17 W. 45th St., New Yor Irving 
Jewelry Crafts Association—Edward J. Gross, 64 W. 48th aC. New York; 
eine ant Exee. Secy., 20 W. 47th St., ‘New York. ork; Henry 1, 
ewelry Industry Council—Victor A. Lambert, Chairman, 767 
York; A. E. Haase, Executive Director, 366 Fifth Ave., Nes ineton Ave., New 
Jewelry Research Foundation—J. Carlton Bagnall, Sr., Chairman of Executi 
mittee, Hazel and Pearl Sts., Attleboro, Mass. ; Robert A. Knight, Exe ~~ 
— 580 = Ave. oe York. xec. Sec’y, 
achine Chain Manufacturers’ Association—Adolf Schraysshuen, 61 P 
dence, R. I.; Albert G. Berghahn, 95 Chestnut St., Providence. Rete” Prowi- 


New York; Pp. 


Metal Findings Manufacturers’ Association—H. Leon Laycock, 107 § 

dence, R. I.; John T. Murray, 151 Exchange St., Pawtucket io St., Provi. 
National Association of Credit Jewelers—H. A. Goldberg, 327 Hi 

Va.; William Wagner, Exec. Secy., 545 Fifth Ave., New You. St., Portsmouth, 
National Association of Metal Finishers, Inc.—Ed. J. Musick, 206 South N 

: : . Dow : . inth § 

St. Louis, Mo.; Raymond M. Shock, Exec. Secy., 22 t. 

Mich. , . xec, Secy., 2236-39 Dime Bldg., Detroit; 
National Association of Watch and Clock Collectors—Robert Frank 

Road, Bryn Mawr, Pa.; J. S. Fuchs, 1450 Jesup Ave., New YD pa Caversham 


National Gift and Art Associaticn—A. S. Henry, Little Jones Co., g 
New York; William E. Little, 220 Fifth Ave., New York 15 W. 24th St, 
National Wholesale Jewelers’ Asscciation—Leon J. Engel, 20 Hopkins , 
; Thomas A. Fernley, Jr., 505 Arch St., Philadelphia, Pa. satin Baltimore, 
New England Manufacturing Jewelers’ & Silversmiths’ Association—Edgar E. Bak 
101 Sabin St., Providence, RK. I.; George R. Frankovich, Exee, Secy., Shera = 
Biltmore Hotel, Providence, R. I. aton- 
Platinumsmith’s Association—Jacob Mehrlust, 6 W. 48th St., New York: 
Smith, 15 W. 47th St., New York York; W. Stanley 
Sterling Silversmiths Guild of America—William F. McChesney, 333 Adelaid 
, Ave., 
Providence, R. I.; Rodger S. Harrison, Exec. Vice Presiden : 
New York. t, S51 Fifth Ave,, 
United Horological Association of America—George Y. Swartzendruber, 519 Guarant 
— Cedar Rapids, Iowa; Orville R. Hagans, 1549 Lawrence St., Denver, 
Colo 
United States Stone and Bead Importers’ Association—Saul Blitz, 22 W. 48th st. 
York; Ben Blank, 171 Madisor: Ave., New York. 
Watch Material Distributors Association of America—Fred Gluck, 717 Liberty Ave,, 
Pittsburgh, Pa.; H. Donald Richards, Exec. Secy., 505 Arch St., Phils- 
delphia, Pa. . 


» New 


STATE 


The names given in each case are those of the president and secretary. 


Alabama Retail Jewelers’ Association—Raymond J. Hoffman, 423 Broad St., Gadsden; 
W. Neville, 128 Broad St., Eufaula. 
Arizona Retail Jewelers’ Association—Peter Smolak, 31 E. Monroe St., Phoenix; Albert 
Firestein, 136 W. Washington St., Phoenix. 
Arkansas Retail Jewelers’ Association—F loyd A. Denman, Stuttgart; W. C. Whorley, 
3 Clinton, Arkadelphia. 
a ——— Association of—Norman D. Luth, Box 5089 Metro Station, 
eles 
California — Jewelers’ Associztion—Carl E. vomgual 437 E. Main St., Ventura; 
Wil {. Erb, 46 Kearny St., San Francisc 
Colorado, Master Watchmakers of—Edward M. Hewitt. 413 Colorado Building, Denver. 
Colorado Retail Jewelers’ Association—(Inactive). 
Connecticut Horological Association—Herman J. Tulin, 35 Asylum St., Hartford. 
Connecticut Retail Jewelers’ Association—Frank S. Coskey, 705 Main St., Hartford; 
Clifford Wilson, 126 Main St., Norwich. 
Florida Retail Jewelers’ Association—Karl Shrode, 329 Main St., Sarasota; W. J. 
aut, P. O. Box 357, Bredenton. 
Florida Watchmakers’ Association—-M. M. Segal, 32 W. Church St., Orlando; Walter 
R. Grundmann, Jacksonville. 
Georgia Retail Jewelers’ Association—James M. Rudder, 207 Peachtree St., N. E.. 
Atlanta; Mrs. Lillian Harclerode P. O. Box 604, Atlanta. 
Hoosier Jewelers’ Travelers Club—Fritz Fromm, 5939 Guilford Ave., Indianapolis; 
H. R. Haerr, Gruen Watch Co., Cincinnati, Ohio. 
idaho, Horological Association of—Charles Braun, 434 State St., Weiser. 
idaho ww Jewelers’ Association—M. G. Sexty, 915 N. 8th St., Boise; Earl W. 
Mur Idaho State Chamber of Commerce, 524 Idaho Bldg., Boise. 
Illinois Retell Jewelers’ Association—Oscar W. Allen, East Moline: Charles H. 
Barker, 605-606 Leland Office Bldg., Springfield. 
illinois Watchmakers’ Association—Gerald C. Kimes, 1200 East 55th St., Chicago; 
Herb Johnson, 4403 N. Clark St., Chicago. 
indiana Jewelers’ Association—Sol Blickman, 5 N. Illinois St., Indianapolis; Harold 
A. Tracy, 1-15 W. Washington St., Indianapolis. 
indiana Watchmakers’ Association—Paul R. Sheddrick, Middletown; Harold K. 
Calvert, 812 State Life Building, Indianapolis. 
lowa, Horological Association of—George T. Hogg, Des Moines; G. Y. Swartzendruber, 
519 Guaranty Bldg., Cedar Rapids. 
lcowa Retail Jewelers’ Association—VW. D. Herteen, Herteen & Stocker, Iowa City; Mark 
Svacina, Hoffman Jewelry Co., Marshalltown. 
Kansas Retail Jewelers’ Association—Preston E. Loomis, 517 Main St., Newton; Heim 
W. Resnick, 305 East William St., Wichita. 
Kansas ny Horological Asseciation—Richard L. Bock, Vern Webster Jewelers, Hays, 
e E. Brunk, P. O. Box 678, McPherson. 
Neutediy Retail Jewelers’ Association—Mark J. Scearce, Shelbyville; William K. 
Ewing, 330 W. Chestnut St., Louisville. 
Kentucky Watchmakers’ Association—John B. Cantrell, Lexington; W. W. Jenkins, 
Louisville. 
Louisiana Horological Association—George N. Adams, 717 3rd St., Alexandria; Fred 
* Kline, 704 21st St., Alexandria. 
Louisiana Retail Jewelers’ Association—Louis J. Bernard, 146 Baronne St., New 
Orleans; S. Goldberg, 829 Ryan St., Lake Charles. 
Maine peo Jewelers’ Association—Lloyd Daniels, Rockland; Glenna Pratt, 18 
ond St., Bangor. 
merytend- bolawere.. Bieri of Columbia Jewelers’ Association—-Bernard N. Burnstine, 
919 F St., N.W., Washington, D. C.; Harry Groll, 7th & Shipley Sts., Wil- 
mington, Del. 
Massachusetts Horological Association—William R. E. Hebert, 17 Souther Drive, 
Worcester: Victor J. Seskevich, 8 Lakeside Ave., Worcester. 
Massachusetts-Rhode Island Retail Jewelers’ Association—John H. Peterson, 932 Great 
Plain Ave., Needham, Mass.; David A. Robertson, 5 Hollis St., Framingham, 
Mass. 
Michigan Horological Association—T. F. Barnes, 31 Pearl] St., Grand Rapids; Stanley 
Gaver, 200 Monroe Ave., N.W., Grand Rapids 
Michigan Retail Jewelers’ Association—Earl J. LeBeau, Midland; Francis Goldey, 
1505 Olds Tower, Lansing. 
Minnesota Retail Jewelers’ Association—Arnold S. Brophey, 414 Robert St., St. Paul; 
William C. Walsh, 1116 N. W. Bank Building, Minneapolis. 
Minnesota Watchmakers’ Association—Carl O. Peterson, Brainerd; Leslie E. Dewey, 
5007 South Girard Ave., Minneapolis. 
Missouri Horological Association—W alter G. Stephenson, 7635 Fairham Ave., Uni- 
versity City; Robert W. Pieschel, 716 Chemical Building, St. Louis. 
Missouri Retail Jewelers’ Association—\W. C. Hales, Read Jewelry Co., Lebanon; Fred 
Sands. 1610 Dierks Building, Kansas City. 


Nebraska Horological Association—A. J. Auble, Ord; Robert F. Mosher, Box 9] 
Grand Island. ; ° 

Nebraska Retail Jewelers’ Association—D. D. Kirkman, Tecumseh; William J 
3reckenridge, 643 W. 2nd St., Hastings. ; 

New England Watchmakers’ Association—Thomas J. Fagan, 292 Boylston St., Boston, 
Mass.; Victor J. Seskevich, Exec. Secy., 8 Lakeside Ave., Worcester, Mass. 

New Hampshire Retail Jewelers’ Association—Louis Lemay, 1221 Elm St., Man- 
chester; Mrs. M. A. Noury, 824 Elm St., Manchester. 

New Jersey Retail Jewelers’ Association—Henry C. Gelula, 1532 Atlantic Ave., Atlantie 
City; Horace Blitz, Exec. Secy., 24 S. North Carolina Ave., Atlantic City. 

New Jersey Watchmakers’ Association—L. H. Hayenga, 85 Nesbit Terrace, Irvington; 
Albert L. Stevens, 854 Stuyvesant Ave., Irvington. 

New Mexico Retail Jewelers’ Association—John A. Elliott, Box 1177, Tucumcari; 
Glen McCoy, McCoy’s Jewelry Store, Carlsbad. 

New Mexico Watchmakers’ Association—W. A. Sutter, Box 465, Clovis; Ralph L. 
Tomer, Box 92, Clovis. 

New a and New Jersey Associzted Credit Jewelers—Sidney Singer, 25 — 14th 

., New York; William Wagner, Exec. Secy., 545 Fifth Ave., New Yor 

New York State Retail Jewelers’ Association—Malcolm Campbell, 130 South Main St., 
Canandaigua; E. Lathrop Sunderlin, 364 East Main St., Rochester. 

New York bare Watchmakers’ Association—Henry B. Fried, 122 Tillary St., Brooklyn, 
N. - Paul O. Beckes, Exec. Secy., 210 Armor Road, Orchard Park. 

North RE, Retail Jewelers’ Association—Maurice Neiman, 115 South Tryon St., 
Charlotte; Ned W. Cohen, Jefferson Standard Bldg., Greensboro. 

North Carolina Watchmakers’ 2nd Jewelers’ Association—Paul Arnold, 207 S. Tryon 
St., Charlotte; D. G. Underwood, 536 N. Liberty St., Winston-Salem. 

North = Retail Jewelers’ Association—C. A. Bonham, Bismarck; Iver Larson, 
Mandan. 

Ohio Retail Jewelers’ Association—Ritter Levinson, 100 W. Federal St., Youngstown; 
Hugh N. Beattie, 1117 Euclid Ave., Cleveland. 

Ohio Watchmakers’ Association—William Ramisch, 14504 Shaw Ave., Cleveland; Fred 
A. Morey, 421 Erie Building, Cleveland. 

Oklahoma ae riggs Association—Williard Mote, Ponca City; Finley M. Reeder, 
1900 W. Park, Oklahoma City. 

we... Retail Jewelers’ Association—Vern P. Hildreth, 130 W. Main St., Oxlahoma 
City: H. C. Stuhr, 312 W. Main St., Oklahoma City. 

eens” Master Watchmakers’ Association—Jack Peare, La Grande; Harold Sabro, 1636 
S. E. Miller, Portland. 

Oregon Retail Jewelers’ Association—Frank Breall, 434 S.W. Fifth Ave., Portland; 
Robert Molin, 316 S.W. Alder St., Portland. 

Pennsylvania Retail Jewelers’ Association—Karl A. Schwemmer, 218 N. 9th S&t., 
Reading: Kenneth L. May, 626 W. Market St., York. 

Pennsylvania Watchmakers’ Association—George Niesslein, 519 Ivy St., Pittsburgh; 
Miss Erna Schreiber, 5 Terrace Ave., Carnegie. 

Rhode Island Watchmakers’ ‘Association—J. H. Coutu, 49 Olneyville Square, Provi- 
dence: John P. Clinton, 126 Benedict Road, Lakewood. 7 
South Carolina Retail Jewelers’ Association—J. B. Sylvan, 1500 Main St., Coiumbia; 

P. Cart, Jr., 237 King St., Charleston. 

South Sieh Retail ‘Jewelers’ Association—Howard A. Ellison, Mobridge, Acting 
Secretary. 

Tennessee Retail Jewelers’ Association—William P. Griffin, 214 Sixth Ave., N., Nash- 
ville: Joseph M. Williamson, 214 Sixth Ave., N., Nashville. 

Tennessee Watchmakers’ «and Jewelers’ Association—Sam Cordell, Nashville; Howard 
W. Stone, Nashville. 

Texas Retail Jewelers’ Association—I. Gattegno, 200 Mills St., El Paso; H. E. Dill, 
Exec. Secy., Southland Life Annex, 209 Browder St., Dallas. 

Texas Watchmakers’ Association—Charles G. Riggins, Box 463, Sanderson; W. E. Alt- 
father, 835 Exposition, Dallas. 

Vermont Retail Jewelers’ Association—R. E. Van Gelder, 97 Church St., Burlington; 
William S. Preston, Jr., 17 Church St., Burlington. 

Virginia Horological Association—C. R. Knowles, 614 W. 31st St., Richmond; H. E. 
Parks, 309 E. Plume St., Norfolk. ae 

Virginia ‘Retail Jewelers’ Association—Arthur R. Kirby, 629 King St., Alexandria; 
Frank L. Moose, 207 S. Henry St., Roanoke. , 

Washington Retail Jewelers’ Association—-Ian Laing-Malcomson, 501 Pine St., Seattle; 
Don D. Stewart, 714 American Bldg., Seattle. 

West Virginia Retail Jewelers’ Association—Delbert Williams, 137 S. 3rd St., Clarks- 
burg: P. K. Stanford, 217 Davis Ave., Elkins. 

Wisconsin Retail Jewelers’ Association—Arthur ©. Hentschel, 2043 Fond du Lac Ave., 
Milwaukee: B. W. Heald, 324 North 35th St., Milwaukee. 

Wisconsin Watchmakers’ Association—Richard R. Meissner, 1641 Douglas Ave., Racine; 
Cc. G. Anderson, 1547 S. 8th St., Milwaukee. 


———, 





SECRETARIES: PLEASE NOTIFY US OF INACCURACIES OR CHANGES, SO THIS LIST MAY BE ALWAYS UP-TO-DATE 
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VISIT OUR FACTORY-SHOWROOMS 
WRITE FOR CATALOG 


The Largest Organization 


FOR APRIL, 1950 


NO. 864 
SHOWCASE 
Width: 20 in. 
Length: 70 in. 
Height: 40 in. 
NOW ONLY 


$7750 


NO. 866 
SHOWCASE 
Width: 20 in. 
Length: 70 in. 
Height: 40 in. 
NOW ONLY 


$7750 


NO. 860 
SHOWCASE 
Width: 20 in. 
Length: 70 in. 
Height: 40 in. 
NOW ONLY 


$7950 


NO. 868 
RECESSED 
SHOWCASE 
Width: 20 in. 
Length: 70 in. 
Height: 40 in. 
NOW ONLY 


$8500 


NO. 862 

SIT DOWN 
SHOWCASE 
Width: 20 in. 
Length: 48 in. 
Height: 35 in. 
NOW ONLY 


$6750 


579-581 BROADWAY, 
NEW YORK 12, N. Y. 


BArclay 7-4963 


SIVAKOFF & MINER : 


STORE FIXTURE MANUFACTURERS 


824 ARCH STREET 
PHILADELPHIA 7, PA. 


of its kind in the East 















WALL CASE 
Width: 20 in. 
Length: 6 ft. # 
Height: 84 in. & 


s] 9S 







JEWELRY | 
4, INDUSTRY! 


When we mailed our catalog to the retail 


jewelers of America and convinced you that you save 
by buying direct from our factory, one of the 
largest and finest of its kind in the nation, the 
response was so great that the increased production 
made possible substantial savings which we are 
pleased to pass along to you. 


We offer you the same high grade of materials, the 
same fine craftsmanship, the same excellent service 
at reduced prices, effective April 1. 


We cordially invite you, on your next trip to 
New York, to visit our spacious, modern, efficient 
factory and see how our showcases are being 
manufactured for lasting beauty and service. 


Many other price reductions in our Catalog! 








NO. 888 
16 FT. WALL UNIT 
Pe e Width: 20 inches 
— CC Height: 7 feet 





Length: 16 feet 
NOW ONLY 


$6250 
































NO. 894 aes 
A ge : aS aa a 
Width: 20°in. ¥ |. : 

Length: 6 ft. 
Height: 84 in. 
NOW ONLY 


$9100 
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Krome-Kraft 


backs your local selling 
with smart, hard-hitting 


national advertising 





ss hrome One 
ee fine glass 


in dustrous quality chrome 
& fascinating Rromen Kraft SIBANOM 
HE Bisserd seerdaracsRing LRIOMSB 34 
DSerkase titigree Bas Ye. This prar 
sical dish cun wien Be vred H1 tes 
LAPSE BG eandexizd of oabe givtone. 
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teabic setting! Al gett. proeme'y 


x, , ty oh eee? 
Aeos Pon gmess Stores. BRAG Sr Fe 


REER BROTHER. 
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Consistently throughout the 
year, Krome-Kraft’s national 
advertising is seen, read, acted upon 
by able-to-buy people right in 
your own trading area. Tie-in with 
Send today the Krome-Kraft ads appearing 
for free booklet = in Better Homes and Gardens, 
illustrating and : . 
describing the | American Home, House Beautiful 
complete and Good Housekeeping. 
Krome-Kraft line. = It’s the sure way to bigger sales 
————<1 Of Krome-Kraft —the smart, 
Krome Kraft modern chrome-and-glass ware that 
' all America is talking about! 


FARBER BROTHERS 


15 Crosby St., New York 
“Distinguished for Quality" 




















Collection Methods 


(From page 160) 






retaining customer. Proof is the fact that the firm incur 
less than 5 per cent delinquency. 














































“The collection letter represents your Organization.” 
Mr. Decker stated. “The tone your letter has is the kind 
of impression you leave about your firm. And we fee] 
that a charge account customer—even one who delay 


; ° S On 
payments—is too valuable to us to risk losing.” 


Many of the firms interviewed used original “gtypy’ 
ideas in their collection letters. Examples of some o{ 
these are: 

TELEGRAM—A “pay up” telegram sent to debtor. 

pressing him with urgency for quick action. — 

Cicar—A gift cigar (good quality) is sent, along with 
letter inviting customer to “have one” on the creditor. 
in anticipation of his settling his account. 

PapER CLIP—An ordinary paper clip is attached tp 
letter to “hold the money you're planning to remit,’ 

BLANK CHECK—-A blank check is enclosed, with the 
amount owing already written in. Customer merely 
fills in signature and name of his bank. . 

Loopep StriING—Piece of cord is looped through 
corner of letter to remind customer to remind him. 
self to pay his debt. 

LETTER UpsiweE Down—The text of the letter is written 
upside down, to indicate how “upset” the firm is not 
to receive payment. 

STRAW—Piece of straw is attached to letter. Shows 
“last straw” reached in firm’s patience. 

POSTAGE STAMP—A 3¢ stamp, tipped-on to the letter, 
to “nudge” debtor to reply. 

“2 SmwEs”—There’s a picture of an open book; one 
page, titled “Our Story” is where firm tells why it 
deserves prompt payment. The other page, labeled 
“Your Story,” is for customer to explain when he’s 
going to pay, or if not why not. 

Use or CoLoR—A red-papered notice is first sent, in- 
dicating that the firm will be in the “red” if payment 
doesn’t come; a blue-papered notice follows, showing 
how “blue” they are about not receiving payment. 

Stunt ideas, like the above, should be used with dis- 
cretion. They prove unusually effective with some people 
—attracting attention and jolting them into payment, in 
a way that the usual letter does not. With other customers 
it may not prove so effective. especially with serious- 
minded people. 

Humorous letters also are efficient; they’re easy to 
read and friendly in tone. The letter below, for example, 
had produced over 90 per cent returns for Abt Products, 
Chicago. 

Dear Mr. 
Abner, on his first trip to the big city, was bewildered 

at the sight of a store called “Eagle Hand Laundry.” 
“Imagine!” he exclaimed. “They even have places 

here where eagles can come down to wash their hands!” 


We, too, are “bewildered” ... at the sight of your 
unpaid debt. It is difficult for us to understand the 
reason for your delay. Certainly we gave you all pos- 
sible cooperation—sending you the merchandise you 
ordered at the time you wanted it. We therefore de- 
serve prompt payment on your part. 


im- 
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It is still our feeling that this non-payment is an 
oversight on your part, and will expect your remittance 
within the next ten days. | | 
Another humorous type collection approach is exem- 

lified by this poem-letter which proved successful in 
P 


achieving payments: 
Dear Mr. | 
How Do You Do? 
Some Pay When Due 
Some Pay When Overdue 
Some Never Do 
How Do You Do? 
BALANCE $28.00 
Narrative letters are also frequently used. Their effec- 
tiveness lies in the fact that people like stories and under- 
stand a point better if given through analogy. Below, for 
example, is one narrative letter which proved quite suc- 
cessful when used by Fashion-Bilt Shoe Co., Pontiac, 





Illinois. 
Dear ——: 

Remember the story of the 9 blind men? Each 
touched a different part of the elephant and, therefore, 
each had a different impression of how an elephant 
looked. 

Perhaps, too, your impression about this indebted- 
ness differs from ours. Perhaps you have reasons for 
this delay in payment. If so, we would like to hear 
from you about them. 

Our impression is that we have given you outstand- 
ing merchandise and service and fullest cooperation. 
and that we are entitled to prompt payment. 


We will expect to hear from you within five days. 


Psychological appeals play a part in most every col- 
lection letter. For example: Appeal to Logic; Appeal to 
Pride; Appeal to Self-Interest. The first gives “reasons 
why” for prompt payment. The second taps basic de- 
cencies, “shaming” the customer into paying; the third 
shows how the customer benefits through prompt pay- 
ment (for example, better service or unblemished credit 
rating). 

2. What Kind of Credit Policy Should Be Followed in 

Allowing Credit? 

R. M. Severa, executive manager of the Credit Bureau 
of Greater New York (servicing some 1500 business 
firms) states that “an account properly opened is half 
collected.” He suggests that the original credit applica- 
tion blank should get full facts about the customer. 

As a general rule, Mr. Severa adds, credit should not 
exceed two weeks salary of the applicant or 15 per cent 
of annual income. Basically, however, the “3 C’s” of 
every customer should be taken into consideration. This 
means: Character, Capital, Capacity. 

By character is meant past “paying habits” (how has 
he paid his debts with other firms?). By capital is in- 
dicated his earnings and assets as contrasted with his 
expenses and liabilities. By capacity is meant the perma- 
nence of his occupation. Two applicants may earn the 
same wage, yet the job of one is “transient” in type, 
making his less eligible for credit. 

“By and large,” Mr. Severa continued, “the public 
knows its needs and limitations, and will not try to exceed 
them. However, it is wise not to overload the customer 
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Now in prodaction” 


3 Famous Patterns .. . 


Debutante 
Irish Antique 
frish Antique 








Engraved 





Formerly made by Richard Dimes Co. 
of Boston now available thru Wallingford 
Silver Co. 


We have bought the dies for the production of Debutante, Irish 
Antique, and Irish Antique Engraved from Richard Dimes 
Company of Boston. These established patterns are being 
offered first to jewelers who sold them when they were pro- 
duced by Dimes—and to a restricted list of retail jewelers who 
will be served on a “first-come” basis.* Correspondence is 
solicited. 
* THESE PATTERNS CAN BE MERCHANDISED AT VERY ATTRACTIVE PRICES. 
* 


THE WALLINGFORD SILVER COMPANY 


MANUFACTURERS OF STERLING FLATWARE 
WALLINGFORD, CONNECTICUT 





FOR APRIL, 1950 171 








A TREASURED GIFT @ A CHERISHED KEEPSAKE 





DIDY and 
BIB PINS 


ALEKS ty 
+ 2 





A steady, quick moving item. Available in 
Sterling, Goldplate, and Solid 10K. Lots of 
features. Attractively boxed. For immediate 
delivery, Postpaid. If your wholesaler is un- 
able to supply you write direct to manu- 
facturer. 


MEMO SELECTION ON REQUEST 


The ideal gift for every baby. Chained for 
utility and safety. Can be used for didy, bib, 
and strap pins. The finest pin of its kind. 


Newspaper mats, displays, and other promo- 
tion material furnished. 

REPRESENTATIVES— 
Some of the better territories are still open. 


We invite your inquiries. 


WEE CHERUB MFG. CO. 
2016 TRAVIS, HOUSTON 4, TEXAS 
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with merchandise. And delinquency should be 
up promptly; delay lessens chance for collection,” 

The business firm will find it helpful to remember th 
following points in seeking collections: 


Be prompt and persistent. 

With each letter, increase “urgency”? of tone. 
Each letter should show exact amount due. 

- Retain debtor’s good will as long as possible. 
Re-sell the customer on the purchase. 

Fix the final date for receipt of payment. 

Be polite and reasonable, but firm. 

Never show anger, pity, or contempt. 


alt alt tl ae al ol sol oe 





The book Shelf 


Gem Cutting and Polishing 


The Art of the Lapidary, by Francis J. Sperisen. Published 


by The Bruce Publishing Company, Milwaukee, Wis, 38) 
pages, including glossary, bibliography and index; 40 
illustrations. $6.50 per copy. 


Based upon the author’s 35 years of experience as a 
professional lapidary, this new book, the first American 
edition in its field, is one of the finest and most con. 
prehensive treatises on the art of gem cutting that has 
come to our attention. 


While the art of the lapidary is as old as recorded 
time, the skills and techniques of this trade from the 
standpoint of the skilled artisan has not been widely 
known. Here, every phase of the lapidary art is com- 
pletely and minutely covered, providing the professional 
with important background material on the identification 
of the various gemstones; the jeweler with a most com- 
prehensive and important text-book for the more intelli- 
gent discussion of stones and their cutting which he can 
use in talking with his customers. For the amateur 
lapidist, to whom it is dedicated, the book provides a 
complete course in the subject, from the identification 
of the various gemstones from the standpoint of their 
physical and optical characteristics, through the technique 
of cutting and polishing from the simple to the most 
complex forms. 


The twelve chapters cover each phase of this most in- 
tricate and interesting subject of lapidary’s art. While 
it is written from the point of view of the professional, 
it covers each subject simply and completely so that it 
is easily understood by the layman. Its 406 illustrations 


| —better than one to each page—include not only the 


outstanding works of artists of the past and the present 
but many pieces made by the author himself. The entire 
book is fully illustrated with drawings and photographs 
of the tools and equipment used, working procedures, 
shapes and different cuts of stones and illustrations of 
actual operations in the performance of this work. 

Some 32 pages are devoted to a listing of the many 
eemstones with their various characteristics. This 1- 
formation is provided as a guide in gem identification. 
with additional data on certain gem characteristics that 
are important in cutting and polishing operations also 
being listed. 

A vocabulary and glossary, as well as the comprehen- 
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followed 








he 


make this book an invaluable addition to the 


ive jndex, : ; 
: nterested in gemstones. 


library of anyone ® 





New Minerals Yearbook Available 


The latest issue of the Minerals Yearbook, authoritative 

source of information on domestic and foreign mineral 
commodities compiled annually by the Bureau of Mines, 
‘; now available for public distribution. ; 
Containing 1,593 pages of basic data for the year 1947, 
he mineral industry's peak year of production, the Year- 
hook records the output, distribution, and consumption of 
]| known mineral commodities. 
Written and edited by commodity specialists in the 
Bureau of Mines, the 1947 Yearbook contains four main 
divisions: General, Commodity, State, and Foreign Re- 
views. and includes a comprehensive index. Preprints of 
certain portions or chapters may also be obtained from 
the Superintendent of Documents, Government Printing 
Office. 

Various commodities are alphabetically arranged and 
comprise 64 chapters, from “abrasives” to “zinc,” and 
including platinum, gold and other precious metals, and 
gems as well as uranium, petroleum products, coal, and 
carbon black. In the section devoted to foreign minerals, 
special emphasis is given to the mineral industry of the 
Latin American countries. 

Bound copies of the Yearbook can be obtained only 
from the Superintendent of Documents, U. S. Govern- 


ment Printing Office, Washington 25, D. C. The price 
is $4.25. 





Youth is Served 


(From page 152) 


tion gifts as well as birthday and other gifts. If by the 
time the girl gets married and she doesn’t have all her 
silver, she will probably have it purchased at Elebash’s. 

Besides being a source of silver sales and club mem- 
bers, the practice also adds many names to Elebash’s 
mailing list. The name and address of the girls’ parents 
are taken by sales clerks. Later, postal cards, with ads 
suggesting a watch for graduation are sent to the parents. 

By giving these girls a teaspoon almost guarantees 
sales of other items in the store. Many of the girls 
parents will purchase their jewelry needs from Elebash 
and almost all the girls will buy gifts for their friends 
from Elebash. 

The value of the advertising Elebash receives from the 
girls cannot be measured. By putting the name “Elebash” 
on the tongues of several hundred high school students, 
everyone is sure to hear it soon. The girls tell their 
friends, their parents, and their teachers and they, too, 
become Elebash customers. 

Elebash’s practice of showing a little interest to every 
young lady about to step out into the buying world has 
boosted sales not only on silver but many other items 
and has established the name “Elebash” as a reliable 
company. It is an investment in future sales of almost 
everything included between graduation and wedding and 
beyond. Getting the customers when they start buying 
and keeping them satisfied is the way with Elebash. 
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GOLD - SILVER : 
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Strictly Refiners 
Not Manufacturers 


of J ewelry | 
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21 West 46th Street 





Metals of Guaranteed Purity 


PLATINUM ° 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM | 


W solicit your Sweeps _ | 


| Filings — Scrap Gold and 


Platinum — Metals 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


* 
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WILL RECEIVE 
Special Atten lion 




















New York 19, N. Y. i 
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YOU CAN STAKE YOUR REPUTATION ON University District 


orth, amyalon/ 


BLADES! ~~ 


— 


(From page 108) 


member merchants; (2) the parking problem; (3) cnn 
munity events and advertising media for effective grou 
promotion; and (4) improvement in street and highway 
facilities of the district. | 
The University District's post-war community program 
was initiated in 1945. Through it, the merchants have 
succeeded in attracting shoppers from every section of 
Seattle and from rural areas as well. They have likewice 
succeeded in changing the shopping habits of many rej. 
dents of their own district who formerly did most of 
| their shopping downtown. 
a The program has required a. good deal of hard think. 
ing, work, and some trial and error on the part of the 
small group of merchants who took the lead in organizing 
and directing it. Their methods, it should be emphasized 
could be used to equally good effect in other communities 
as well. to achieve a similarly effective program. 









a 


Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
the ultimate in quality 


The University District is one of the major residential 
districts of Seattle, a city of half a million population, 
The District is located approximately six miles from 
Seattle’s downtown shopping center. Its population can 

be estimated at anywhere from 40,000 to over 100,000, 
and craftsmanship in depending on how many nearby minor districts are jp. 
forged stainless steel : : . ' 
blades cluded. The business section is located to conveniently 
serve the entire northeast section of Seattle, and it is the 
major business district of that area. 


Prices 
and illustrations 


gladly furnished 











NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: e ESTABLISHED 1871 


COMPREHENSIVE SHOPPING DISTRICT 





The business section of the District is concentrated 
mainly in an eight block long section of University Way. 
That street runs parallel to and one block west of the 
state University of Washington campus. Merchants of 
the District are noted for the exceptionally wide variety 
of merchandise and services they offer, which compare 
favorably with those obtainable in the downtown shop- 
ping district. 

Before 1945, the District had sponsored a number of 
successful community promotions, and merchants were 
favorably disposed toward this type of advertising. They 
did not, however, have any regular and sustained year 
‘round program of promotion as a district. It was at 
this time that Ray Eckmann of Martin and Eckman, 
clothiers of the District, was appointed chairman of the 
Commercial Club’s advertising committee. 


As a partner in a progressive and unusually successful 
clothing firm, Eckmann had had a good many years 
experience in merchandising and promotion of his own 
firm’s merchandise and services. He knew that an aggres- 


LUGGAGE: sive and consistent advertising program got results which 
Resembles a suitcase | were not obtainable with an unplanned and unsystematic 
in miniature. Genuine, effort 


natural cowhide leath- 
er bound travel alarm 
clock has radium dial 
and hands. Place for 
calendar or photo. Re- 
tails for $12.50. 


The main function of community promotion as Eck- 
mann saw it, was stimulation of foot traffic within the 
shopping district. This involved the difficult job of chang: 
ing the shopping habits of consumers who were used to 
trading in the downtown area. This was a job which the 





Others from $7.95 to $14.95 


HENRY SOCHARD)) “2netfacturer of Traveling and 


Boudoir Clocks Since 1912 
435 FIFTH AVENUE, NEW YORK 16, N. Y. 
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individual merchant was not equipped to handle, and 
could only be done on the community level. 


The first problem confronting Eckmann was raising 
of funds which were needed before an effective program 
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ontemplated. The budget of the advertis- 


be ¢ 
a t that time totaled approximately $4,000 


' a 
ing committee 


ear. By comparison with the $10,000 to $15.000 
P ataine budgets on which some of the larger indi- 
a 


in the District operated, such a sum was 
obviously inadequate. To achieve any kind of momentum, 
P considerably larger budget would be needed. Discus- 
sion of the matter with his committee, led to the setting 
ve $30,000 annual promotional budget. 


vidual firms 


of a tentati 
CONTRIBUTION QUOTA PROBLEM SOLVED 

The method of raising funds presented probably the 
most difficult problem of the entire program. Quotas for 
contribution had to be set which members of the com- 
munity would consider fair in relation to the size and 
profit margins of their own businesses and to the antici- 
pated benefits which they would receive. If quotas were 
not set equitably, Eckmann realized, co-operation would 
probably collapse at this point. 

Neither he nor his committee. Eckmann decided. were 
competent to determine those quotas. As a clothing man, 
he had a fairly good idea of what the volume, margin, 
and profits of his competitors should be. If he con- 
tributed $400, a competitor with three-fourths his volume 
could logically be expected to contribute $300, mark-ups 
and other considerations being equal. A grocer with 
equal volume but lower mark-ups, on the other hand. 
should not be asked to contribute so heavily. 


The solution which the committee adopted was to pick 
one merchant from each trade group who was known to 


be particularly enthusiastic about the program. Such a 
man would set a reasonably generous quota for his own 
contribution. He would then act as soliciting agent for 
other members of his trade group. 

Such an individual, Eckmann points out, is an effective 
solicitor for other merchants in his own trade classifica- 
tion. The hardware representative, for example, can men- 
tion that he is contributing $500 to the program. If 
the dealer whom he is soliciting offers only $100, the 
solicitor can then say, “Well, in that case I should reduce 
mine to $200.” The dealers both know that this is the 
approximate ratio in volume and profits of their busi- 
nesses. In many cases such argument is effective and 
persuades the more reluctant merchants to increase their 
contributions. If a jeweler had approached the hard- 
ware dealer, on the other hand, the comparison would 
have been meaningless. 

Every effort was made to point out to participating 
merchants that their contributions were an investment 
rather than an expense. It was emphasized that it was 
a legitimate and effective advertising expenditure. 

The problem was often approached from the point of 
view of percentage of gross sales rather than the size of 
the contribution. To a merchant with a $300,000 gross 
sales figure who invested five per cent of his gross in ad- 
vertising, a definite percentage figure would be suggested. 
The approach here might be to start with one per cent 
and work downward. One per cent, of course, would be 
$3.000, which the solicitor would admit would be exces- 
sive. One-half of that would be $1,500, one-quarter would 
be $750. One-quarter of one per cent, it would be pointed 











JEWELERS!! 


old silver. - 


either new or used. 


MEMPHIS 1 
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Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 


TENNESSEE 





175 











a in April! 


Vo April Lo for the 
Senet Buyer who stocks the 


LUMART LINE of fine SILVER & BRASS 





$15.00 Keystone No. 128 $15.00 Keystone 
Hand applied decorative mounts—Handsomely fluted 
with chased center design—Overall length 21”, width 
12%”. Heavily silverplated — UNCONDITIONALLY 
GUARANTEED. 
Constant Repeat Orders from the Thousands of our 
National Accounts is proof our line is Priced to pro- 
duce Greater Sales Volume and Profits. 
IT COSTS NOTHING TO SEE OUR LINE 
IT PAYS DIVIDENDS TO CARRY IT 


LUMART CO. 


Manufacturers & Distributors 


East Orange, N. J. 


Our Latest 
Catalog 


Write Immediately . 
For your tree copy 300 Main St. 




















EXTRA PROFITS.. 


..- NO investment in stock 
... NO inventory to carry 


cs 
Se 









THIS 
DISPLAY 
is all you need 


For years, thousands 
of jewelers through- 
out America have 
found Bron-Shoe not 
only a profitable 
side-line, buta 
builder of qoodwill 
because of our un- 
surpassed workman- 
ship. Write for de- 
tails TODAY. 


BRON » SHOE 


ac us _— AY Ceautful 


Miniature Bronze Shoe. An exact replica of | 





a baby shoe gorgeously plated. Write for 


| FREE! focscenaniig wre | 
BRON-SHOE CO. 


261 E. BROAD STREET @ COLUMBUS, OHJO 
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out, would be a relatively small proportion of the mer. 
chant’s advertising budget. 

Through these and other arguments, merchants were 
persuaded to boost their contributions by six and seven 
times the previous amounts. Though funds did not reach 
the $30,000 figure, the Commercial Club was able to 
raise the considerable total of $24,000 in 1945. Subse. 
quent campaigns have bettered that figure somewhat, so 
that the advertising committee now operates on an annual 
budget of approximately $28,000. 

[One of the major problems to contend with in any 
program of this sort designed to draw more traffic to the 
community shopping area, is the question of parking, 
How these University District merchants solved this 
problem will be told in next month’s issue of JEWELERS’ 
CIRCULAR-KEYSTONE. | 


Extra Services 


(From page 156) 


the average young girl, whereas a telephone call, remind. 
ing her that she has already selected a pattern and that 
we are a natural headquarters for brides gets an imme. 
diate response. In each call, we invite the girl to come 
in for a free brides’ book, expensive, white-leather-bound 
models, which have permanent lasting beauty, and which 
cannot fail to elicit appreciation. 

When the bride-to-be is in the store, we help her select 
all the pieces she wants in sterling flatware table setting, 
china setting, and accompanying glass. Instead of merely 
selecting these from samples, and making a check-mark 
on a registration form, we actually make a_ physical 
collection of all the items she wants. Thus, if the girl is 
to be married in two months, and selects 288 items which 
she feels would make ideal wedding gifts, they are 
actually pulled from stock, and displayed on two dining- 
room sized tables in the center of the gift shop which 
are used exclusively for the purpose. There is no scan- 
ning of book pages in small type; instead, we can point 
out that so-and-so purchased four of these compotes for 
example, while there are two remaining to be purchased 
for a 6-place table setting. The entire inventory chosen 
hy the bride is identified with a card bearing her name, 
and this, naturally, makes an imposing display which 
few forget. Sometimes the bride selects more items than 
the table can accommodate and we are forced to sample 
a few of the selections. For the most part, however, the 
entire physical inventory of the bride’s selection is on 
view from the moment she leaves the store, until her 
actual marriage. 

Next, we make up a file card on each bride which 
shows what gifts from the mass display were not sold by 
the time of the wedding. For example, if a pair of silver 
candlesticks which the bride desired were not purchased, 
or any part of her china, glass, or flatware settings was 
left unfilled, these facts are clearly recorded. We contact 
the bride to ascertain the dates of the wedding, her birth- 
day, her husband’s birthday, etc., and add them to the 
card. Thereafter, we remain in touch with her and her 
husband as anniversaries or birthdays approach, re- 
minding them that several gift items were not delivered 
at the wedding. and suggesting that those same gifts are 


| still available. We scan the card file every selling day 
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throughout the year, and note those wedding anniver- 
caries or birthdays which are coming up within a week. 
Getting in touch with the husband, father, mother, or 
other relatives. always by telephone, invariably leads to 
additional sales, and much goodwill, 

Over a period of 4 or 95 years, we have learned, a 
registration of this type can result in the sale of every 
em initially selected by the bride, as well as gifts for 
the husband. 

The success which we have enjoyed in this field has 
led directly to the establishment of a complete gift de- 
artment with 24 bins on the right side of the store, 
devoted to gifts of all categories in the low to medium 
price ranges. Due to the generally low overall income 
picture represented by this section of the state, we have 
not been able to go into expensive gifts with a consistent 
degree of success. However, gifts from $2.50 to $25 sell 
rapidly, and the fact that the department is visited by 
almost all of the prospective brides in the area, has had 
a lot to do with its growth in popularity. We even en- 
courage the bride to pick out a variety of inexpensive 
gifts for some of her distant relatives or acquaintances, 
and add to her wedding gift lineup with consistently 
good results. 

These methods, combined with the window displays, 
have made it almost automatic, we believe, for a pro- 
spective bride to visit Cogburn’s before going ahead with 
her plans. We have also found it necessary, however, 
to advertise continuously, and we budget an extremely 
large percentage of the year’s advertising expense to 
bridal promotion. We average two display ads per week 
in local newspapers, utilize billboards, and direct mail. 





Appliance Selling 


(From page 162) 


little as fifteen dollars. There are not many stores which 
want to extend credit in such small amounts. And we 
stress the fact that the purchase price is all a customer 
pays when he buys his appliance at White Brothers. 

“All of our ads stress the no-cost credit angle, and in 
every ad we run there is a box which specifies the down 
payment and the weekly terms on purchases of various 
sizes. Thus, from the ad the customer can tell exactly 
how he will be able to pay for the appliance. He is not 
afraid when he walks into the store of what is going to 
hit him by way of a credit offer. He knows.” 

Benjamin White’s second point for applying successful 
credit jewelry merchandising techniques to the selling of 
appliances involves merchandising of the credit for build- 
ing future sales. 

“Some appliance dealers arrange financing through 
banks or commercial finance houses,” Mr. White says. 
“But we don’t. It’s possible for a dealer who does, how- 
ever, to arrange for payments to be made to him. And 
that is the pay off point in merchandising credit for 
building future sales. 

“In all of our quotations of credit terms, we specify 
weekly payments. There are two reasons for this policy. 
The first reason is the obvious one: Weekly terms look 
easier to meet, are easier for the customer to understand, 
and easier for us to sell. But the second point is at least 
as important, and very likely it is more important: 
Weekly terms—paid to the store instead of to a discount 
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BEATTIE 


jer LIGHTER 


|, 


f flame you can point. 


The only lighter with the 


Equipped with wicks that 


need no replacement. 


TILTED . . . jet 
flame for pipes 





















UPRIGHT . for 


cigarettes and cigars 






























® Consistently advertised in national magazines with 
increased schedules planned for 1950! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all 
time high! 


®@ Get your share of this business and stock up on all 
models — retailing from $5.00 to $22.50! 


Also Beattie extra large flints, retailing 25¢ per package. 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 
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BIGGER THAN EVER 
REGENS PROMOTION: 





More than 
200 Million 
Selling 
Impressions 
in 











@ Right through the Fall, bigger than 
ever Regens ads will reach your best 
customers in all of these leading 
national magazines. Newspaper mats 
and giveaway literature are avail- 
able for your tie-in promotion. A 
beautiful new ivory plastic counter 
display holding four lighters will help 
you sell Regens in your store. Stock 
early to make the most of this big 
new Fall profit program. 


Be sure you get a Regens. 
Don't accept a substitute. 


For extra profits sell Regens Lighter Fluid 
Regens Yellow Flints 





in nickel, chrome, enamel, 
etched or HANDSOME 
NEW RHODIUM FINISH 
$1.50 TO $5.00 RETAIL 


SOLD THROUGH 
WHOLESALERS ONLY 


REGENS LIGHTER CORPORATION 2 East 46th Street + New York 17 











=== PRICED WITHIN REACH 


Bosca-Built features leathers your 
customers like to handle at prices 
you do too. Each made with 33 
years of skill . . . Each with a 
written guarantee. From $1.00 up. 


Write for complete catalog and list. 


*K Items shown are in choice leathers of 
R. J. WIDEN CO., North Adams, Mass, 


BOSCA BUILT 





ANS 
HUGO BOSCA CO., INC. 


E. MAIN ST. SPRINGFIELD, OHIO 
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company or a bank—get the customer into our 
every seven days. 

Mr. White has a third point, a field in which he applies 
jewelry techniques to the job of moving more appliances 
into consumers’ homes. This field is personal salesman. 
ship, the way that the individual salesmen handle the 
individual customers after the term—and no Carrying 
charge—offers have brought the customers through the 
front door. 

“The regular appliance salesman is essentially a high 
pressure man, or at any rate, a medium-pressure Oper: 
ator,’ Mr. White believes. “But jewelry calls for a dif. 
ferent brand of salesmanship. Low-pressure selling— 
extremely low pressure. I have found over many years’ 
appliance experience here at White Brothers that the same 
sort of very low-pressure salesmanship works wonders 
for moving appliances. I don’t say it would be exactly 
the thing for a store which concentrated upon sales of 
major appliances. Maybe it would; maybe not. But in 
our concentration upon traffic and medium to low-price 
appliances, such personal selling has brought floods of 
orders. 


Store 





National Contests 


(From page 164) 


town of South Bend, Indiana, Block Brothers and Shaw’s, 
conducted a contest with the backing of the manufacturer 
of a nationally known brand of silverware. 

It wasn’t the ordinary run-of-the-mill competition, there 
were no puzzles to solve, no last lines for limericks to 
ponder. There was nothing to buy; instead, those who 
wanted to enter the contest merely paid a friendly visit 
to one of the two stores, filled out a short application and 
left a portrait of themselves. 

The purpose of the contest was to find a charming girl, 
who would become the symbol of the type of young 
woman seen repeatedly in the illustrations of the artist, 
Jon Whitcomb. 

For many years, Whitcomb’s work has been seen in the 
editorial columns of national magazine and in Com. 
munity Plate advertisements, which now take the form 
of a “boy and girl” series. 

Jon Whitcomb fan clubs throughout the country, 
which maintain steady correspondence with the artist, 
attest to the devotion of teen-agers for the creations of 
Jon Whitcomb. They know him, they love his work. 

A natural consequence of this ready-made enthusiasm 
was the development of a nation-wide talent search for 
a girl (not a professional model) who, looking like a 
“Whitcomb girl,” was yet like millions of other attractive 
American girls. 

To test the value of such a “search,” Community chose 
the area of South Bend, Indiana, because it is known in 
newspaper and advertising circles as a “test city”—ideal 
because of the make-up of its population and because it 
is neither strictly urban nor rural. 

The first announcement of the one week Community 
Plate contest was an advertisement in the South Bend 
Tribune over the signatures of two local jewelers—Block 
Brothers and Shaw’s. It listed the qualifications neces- 
sary to enter the contest, and an intriguing array of 
prizes: an expense-paid trip to New York City, $300 
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worth of modelling fees, and $100 spending money. 

Almost two hundred—197 to be exact—young women 
visited Block Brothers and Shaw’s. They filled out the 
form, left their pictures and crossed their fingers. 
Jewelers sell many things, and the alert merchants 
made the most of this opportunity to show their wares. 
Window displays, merchandise attractively arranged for 
inspection and selection were subtle reminders that silver- 
ware, jewelry, fine watches and diamonds are among the 
most dearly prized gifts a woman receives. 

To the dealers themselves the talent search brought an 
amazing amount of good-will, the fundamental requisite 
of good merchant-customer relations. It brought sales 
and a friendly introduction to a potential market that 
they valued most highly- —the market of youth. 


SALES AVERAGE $10 PER REGISTRANT 


When the contest was over the management of the two 
stores learned that many of the girls who did not make 
> - 66 99 

purchases when they registered, set aside “lay-aways’ to 
be picked up later. Many others returned to buy silver- 
ware, fine watches, costume jewelry (including rings, 


bracelets, necklaces and earrings). A tally proved that | 


an average of approximately $10 worth of purchases per 
registrant resulted from this first visit to the stores. 

Louis Block, commenting about contests, and _ the 
“Whitcomb Girl” contest in particular, reported that it 
created much interest throughout the city. Customers 
were anxious to know who had entered the competition. 

“It added to our prestige as dealers to have the backing 
of a well-known manufacturer,” said Mr. Block. “We'd 
so along on any contest which could be run as well as 
this one was. 

“The public is contest conscious, especially when it 
knows that there is legitimate backing of a competition. 
This one helped us meet a preferred market. Mothers 
and daughters came into our stores. Sooner or later 
these young women will be in the market for engagement 
rings, wedding bands and silver for their new homes. 
There is the added factor that mothers are great gift 
buyers and many a wedding gift has been purchased for 
a new bride because her mother has passed the word 
along that ‘young Betty or May would “love” to have a 
silver serving dish or the fancy pieces to match her 
silver service.’ 

“The majority of girls who registered with us are 
young working people. They are the best potential 
market for increased sales that we dealers have. What 
we gained in goodwill is valuable, not only for our cus- 
tomer relations today, but to our sales tomorrow.” 

The conclusion drawn by Oneida Ltd., the manufac- 
turer of Community Plate silverware, and Block Brothers 
and Shaw’s was that this contest could serve as a valuable 
sales tool for other jewelers who would like to know 
more about the young women who comprise the potential 
youth and bridal market. 

Accordingly, a “Whitcomb Girl” search is now being 
conducted on a nation-wide basis through jewelers in 
lowns and cities of every size. The contest closes May 
rst, comes completely packaged for quick adoption and 
operation in any store. These and other such promotions 
represent ready-made opportuunity for the retailer. Block 
Brothers and Shaw’s proved it. 
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4065 ‘sHaves 
WITH ONE BLADE’ 


Build your shaving business with 
the world’s finest safety razor 


You make a high unit sale at a high unit profit. Your cus- 
tomers are happy because the Rolls Razor pays for itself. 
Every Rolls Razor buyer brings other Rolls Razor customers 
into your store through word-of-mouth advertising. 


*Erom testimonial 
letter in our files 
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ROLLS RAZOR 
IMPERIAL No. 2 


Handsomely packed in simulated, 
blue Morocco leather case, satin 
lined with velvet platform. Fair traded 
to retail for $15.00 — no luxury tax. 


ROLLS RAZOR 
TRAVELER 


Lo ee . For the traveling man or the 
Ss xe et — — a man who prefers to alternate 
= _— blades. Beautifully packaged 
in simulated alligator leather 


case, satin lined with velvet 
platform. Contains extra blade. Fair 
traded to retail for $18.75—no luxury tax. 


Orders for both models can be combined 
for maximum discount at your jobber. 


Rolls Razor Inc. 


338 Madison Avenue, New York 17, N.Y. 
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Just Published! 
JEWELERS’ 


DICTIONARY 


NEW COMPLETELY REVISED 
* SECOND EDITION x 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 
ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 





Size 6/2" x 9%” 





Selling points on karat quality, rolled gold plate and 4 6.90 
electroplated articles are backed up with the authority of 
the printed word, compiled by experts in these fields. Post Paid 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. HARD COVER BOUND 
In one comprehensive volume, THE JEWELERS’ DIC- IN RICH BLUE CLOTH 


TIONARY contains an invaluable wealth of information— WITH GOLD STAMPING 


indispensable to the jeweler, watchmaker, gemologist, 


advertising man; in short, to anyone seeking information ORDER TOD AY 


pertinent to the jewelry and allied fields. 
FOR IMMEDIATE DELIVERY 





- 
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AUTHORS 
Dr. Frederick H. Pough 


Curator of Gems and Minerals of the 
American Museum of Natural History 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., 
New York 17, N. Y. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


John J. Bowman 
Director of 
Bowman Technical School 


, 
\ 
i 
, 
C. M. Hoke 1 
' 
' 
, 
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Check ................ is enclosed 
Consulting Chemist Money order ......... is enclosed 
Jewelers’ Technical Advice Co. 

a eee 
Check or money order must 
Street 00 cece cee eee eeues 
accompany all orders. | 
I 
DO NOT SEND CASH ee P. O. Zone No........... errr ! 
Ce em mmoaammamammamammeamamuamuencucacacmunuuncmuccucescesass? 
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AN ELKS RING 


_.. with meaning! 









Here's an Elks Ring 
with real meaning, 
rich symbolism, 
elaborate detail, 
fine craftsmanship! 
Choice of 10 or 14- 
karat gold. Prices 
upon request. 











Write Arts & Crafts for free mats 
of _ tested newspaper advertisements. 


ARTS & CRAFTS co. 


, FINE MEN‘S RINGS 
Patents Pending 


106 Ann St. Hartford, Conn. 








DIAMONDS rox EXPORT 
BARBER saxo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, eS 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


HO) [910] SF NAA ae 














AMSTERDAM 











NOW READY FOR DISTRIBUTION! 


THE JEWELERS 
DICTIONARY 


NEW COMPLETELY REVISED 
*% SECOND EDITION x 


$600 POSTPAID 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 


Check or Money Order Must Accompany Order 
DO NOT SEND CASH 














Just Arrived! 
BOHEMIAN GARNET JEWELRY— 
rings, brooches, bracelets, earrings. 


Also: Chinese Jade Jewelry in gold and silver. 


ASIATIC ART JEWELRY CO. 


225 5th Avenue Ask for memo package New York 10, N. Y. 


SLOW ACCOUNTS 


Collect them with the MODERN COLLECTION SYSTEM at a cost often 
as low as 2 of 1%. Allen Jewelry Co. writes: “Your SYSTEM surely 
brings in slow accounts. It collects without offending.” Write today 
for our FREE TRIAL OFFER. 


Creditors Assn., 1477 Ridgeway Rd., Dayton 9, Ohio 
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Send for Folder R 


geta 


NEW HERMES — pay out of profits 


13-19 University Pl. New York 3 














— pay out of profits 
Ask for Folder G 


NEW HERMES 13-19 University Pl., New York 3 } 























ODD SIZE MOVEMENTS 


AVAILABLE FOR IMMEDIATE DELIVERY 


CORES SK : lo Se en Eo 
—_ . a ee (ee Ge) . 





STEVEN MAYER, Inc. 


Watch Importers 
PLaza 7-7586 


580 FIFTH AVENUE NEW YORK 19, N. Y. 
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2. Colorful Lenox Pattern 





4. Gray Plume Design 





5. Grandma Moses Paintings 
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3. Ceramic “Infant 
of Prague” 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Among the new pieces in the "Century" design in pressed 
glass are this footed preserve and cover, retail $1.75; in- 
dividual ash tray, 40¢; 8" party plate, complete with cup, 
$18.80 a dozen. From Fostoria Glass Co., Moundsville, W. Va. 
2. Enamelled flowers in orange, yellow, sienna and blue 
with green leaves, arranged in groupings on classic fluted 
rim. It is the "Rutledge" pattern, retailing for $22.25 
for 5-pc. plate setting. By Lenox. Inc., of Trenton, N. J. 


3. This figure of the "Infant of Prague" is fashioned in 
imported Knight Ceramics with precisely detailed model- 
ling and coloring. It stands 11!/4," in height and is sold 
through Hudson Commercial Co., Inc., 225 5th Ave., N. Y. 
4. Gray plume pattern, 3-tone blending of gray and white, 
is one in a recently-introduced series of decorative effects 
called "Blentone,"’ which retails at $4.95 for place setting. 
By Jackson Vitrified China Co., 9 E. 26th St, N. Y. 
5. Four signed paintings by Grandma Moses, reproduced in 
full color on 934" translucent china plates, with descrip- 
tion of scenes on backs of plates; $36 a dozen, retail, and 
sold exclusively by Vincent Lippe Co., 225 Fifth Ave., N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








4H and P blown, from Tiffin’s molten leaa crystal—a glass 


formula of matchless quality, clarity, radiance and strength 


Hand shaped with consummate skill for perfect 


balance, fluid grace... easy, beautiful "‘lift’’ 


Hand i CM, with intricate jewel precision to throw off 


ascending and descending arcs of fiery brilliance 


¢ oe 
( i Giasss 3 
present the greatest value you've ever seen 


in fine lead crystal stemware! 


K AREN~—a sparkling triumph of The Tiffin Glassmasters’ 
art... for it looks as if it cost five times its small price... 
and it rings like a silver bell! Feature Karen prominently in 
all bridal promotions. Promote it for shower, wedding, 
anniversary and birthday gifts... it’s so handsomely at 


home in both traditional and contemporary settings. 


Order Karen, or your established patterns in this new 


shape now, in all stemware items, dessert and salad plates, 


Suggested display for jeweler’s window: show Karen 
goblet as a jewel on window dais, accompanied by 
flexible diamond or fine rhinestone bracelet. 


Suggested copy for display card: The Tiffin Glass- 
masters’ incomparable Karen—table treasure in fine 
crystal at a tiny price. 





The Karen pattern will be 
advertised in the May issue of 
House Beautiful, Bride’s 
Magazine and House & Garden. House & Garden 


Plan your tie-in promotion now! 


i ouse beautiful 




















TU AMM JSifn QMO MAKERS OF TIFFIN AND GLASSPORT FINE GLASSWARE 


C> 


United Ofes Class 
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1. Etched Crystal Vase 





4. Italian Dinnerware 
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5. Permanent Candles 








2. "Old Willow" Pattern 


3. Hand-Cut Stemware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


1. Modelled on simple lines with a low base, this vase in 
blown crystal glass is 10!/2" in height and is decorated with 
the popular "Orchid" etching. It may be retailed for about 
$9.50. Manufactured by A. H. Heisey & Co., of Newark, O. 


2. Booth's "Old Willow," produced by the factory for gen- 
erations, with emphasis on detail and done in lovely Salo- 
pian blue on the traditional Majestic shape; $6.95 for 5-pe. 
setting. From Midhurst Importing Corp., 129 5th Ave., N. Y. 


3. "Elegance" is the name of this rich, mitred decoration 
hand-cut on a goblet fashioned in a gently curving style. 
It appears in a complete line of stemware, to be retailed 
at $2.75 each. From Seneca Glass Co., Morgantown, W. Va. 


4. Maple leaf motif in new dinnerware pattern from Italy— 
called "Locarno" in fall colors; "Sorrento," in shades of 
green. Open stock, 16-pc. sets, 5-pc. settings—May delivery 
from Fisher, Bruce & Co., 219 Market St., Philadelphia. 


5. Permanent candles consisting of lacquer-finished cylin- 
ders equipped with inner mechanism which holds long-burning 
wax fillers and elevates them as required. Retail, $1.95 
each. From Robert Hartman, 5857 W. 3rd St., Los Angeles. 
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BATES 


New York Offices, 366 Fifth Avenue 


FOR APRIL, 1950 




















Father's Day ... Mother's Day... 


Every Day is Your Day 


if you feature BATES Gift Rits 














Smart jewelers all over the country realize 

that every day is a good day with Bates. 
Bates gift line — the only gift line created for the 

jeweler —— sells 52 weeks a year. Whether 
it’s the ‘little gift season’, Christmas, or just another day, 

Bates is the line that sells consistently ... 

because it’s great value... beautifully packaged... 

and nationally advertised CONSISTENTLY. 
If you aren't one of the lucky jewelers 

who has a complete stock of the Bates line, 


write TODAY for information and catalog. 





C. J. Bates & Son 





Factory, Chester, Conn. 
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1. Glass Compote Bowl 


2. “Heath and Rose" Pattern 


? x 
ee 
i Nig, 





3. China Gift Package 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[J |. Fashioned in heavy Tiffin crystal glass in a swirled 
optic effect is this all-in-one-piece compote bowl. It is 
about 12!/2"" in diameter and makes a very effective center- 

4. Hand-Cut Stemware piece. Manufactured by United States Glass Co., Tiffin, 0. 


[] 2. Spode's “Heath and Rose" pattern, late 18th Century de- 
sign hand-painted in rich colors; on Jewel shape, modelled 
by early Spode artist from saint's halo in 16th Century paint- 
ing. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 





[] 3. Franciscan china gift package with 5-pc. place settings 
available for special Bride's promotion May 15 to June |. 
Shown here is "Sonora" pattern, retail $12.95 plus 50¢ for 
package. From Gladding-McBean & Co., Los Angeles, Calif. 


[] 4. "Springtime" pattern—stylized flowers and leaves cut 
by hand on a low-stemmed, modern classic shape with a cut 
cube in the stem. It is done in a complete line of stem- 
ware. From the Hunt Glass Works, Inc., of Corning, N. ¥. 


[] 5. Lazy Susan with two chartreuse and two forest green !f- 
serts and 7" center bowl set in 18" blond-finished ash base 
with ball-bearing movement. It may be retailed for about 

5. Lazy Susan $10.85. From Madison Mfg., 712 S. Olive St., Los Angeles. 
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Slim... Trim...and Available! 








~~ £f 4 ZIPPO’S 
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scrum, COD 
SIZE 


* Graceful simplicity of design makes 
this lighter a rich and tasteful appoint- 


ment with any decorating scheme! 


* Heavily plated in satiny, lustrous Rhodium . . 
a tarnish-proof metal of the Platinum group! 





* Has all the famous Zippo features! Un- 
failing windproof action . . . ae * Priced to retail profitably at $10... no 
erous fuel supply . . . easy operation! Federal tax . . . engraving $1 extra, retail. © 

Fair traded. Available for immediate de- 
* Unconditionally guaranteed . . . will ae - . aaa pee 


never cost anyone a penny to repair! 


— 
windproof lighter: 


* The perfect gift for home or office . . . the 
table lighter with a truly decorator-look! 





| The one-2'P 


ZIPPO MANUFACTURING 8\g 4, COMPANY, BRADFORD, PA. 
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Hamd-decorvaled Demi Tasse Sota mm 


ing of (hifts 


by MADELINE LOVE 











1 tere new Franciscan Gallery and Library of Ceramics 
which was recently moved to 45 East 51st St., New 
York, was formally opened February 21 with a hens 
warming for the press. Planned as a permanent exhibit 
of Franciscan china and earthenware, the gallery has 
been decorated in modern styling. A background of soft 
greens was selected for the china, which is shown ip 
place setting groups and in table settings. In addition 
to the displays of the ware, there is the Library of 
Ceramics, of which Mrs. Helen Sprackling, expert on 
ceramics and author of the book “Setting Your Table,” 
is director. Containing wide ranges of books on the 
subject, the Library has been established for the use of 
writers, students, designers and others interested in such 
research. 
* 7 * 
ive men well-known in the china and glass industry 
were presented with plaques inscribed “in recognition 
of many years of distinguished and constructive service,” 
at the dinner-dance given by the China, Glass and Pottery 
Association of New York at the Hotel Astor Roof on 
February 23. The recipients were Herman C. Kupper, 
Paul A. Straub, Fred Kolb, Samuel Neuwirth and Louis 
Levein. 
% * * 
| genta bases which make practical and attractive 
settings for figurines have been made available by 
the English china import house, Doulton & Co., Inc., of 





New York. One base is 19 in. in length, the other 13 10, 
and both have white-painted wood foundations covered 
with green velvet. The set of three is priced at 310. 


% % % 


— R. DISTILLATOR, president of the Jackson 
Vitrified China Co., was host at a press preview in 
March at the Park Lane Hotel, New York, to introduce 
four new groups of dinnerware decorations. One is 
“Blentone,” a color-blending style developed through a 


Wnile Kor compli doscniplive 
Jalalog and Price List today. new technique. Others are “Leperial,” gold encrustations 


done by a new method which keeps “the price down; 
“Ambassador,” underglaze color rims; and “C ountess, | 
| color bands with hand applied decorations. 








Batic Weissmvam, Inc, 49 West 23nd Stra, Vow York 
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ode since 1770 


THE WFINE ENGLISH 


DINNERWARE 











COPELAND 





Fine English Earthenware 


ENGLAND 


° ° SPOUE 
COPELANCS CHINA 
English Bone China coretancs ce 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 














SS Very Kalistic— 


KNIGHT CERAMICS 


are characterized by a richness of glaze and faithful repro- 

duction of natural colors and poses. The complete line 

includes figures, animals, madonnas, cherubs. 

oe 4'/" x 3". Left, Hen, 3%" x 3%". Right, Hen 3% x 
- « 

See this imported line, together with century-famed Royal 

Vienna, Augarten porcelain. 


Hudson Coil c.. Gre. 


225 Fifth Avenue New York 10, N. Y. 


Southwestern Representative: William ''Bill'’ Fletcher, 





6544 Brompton Road, Houston 5, Texas Tel. Ma 5-6972 


ENGRAVE DE PIECES 


in 2S mutes — | 


AND YOU CAN'T 
TELL If FROM 
HAND ENGRAVING 


Ask for Foider G 








a Ze -_ | 
NEW HERMES — poy out of profits | 


tet? University PI. New York 3 





















aA 
° 


get a 


NEW HERMES - poy 2 


13-19 University. PL, 


























The DESIRED Bridal Gift— 
Quality Sihverplate by 
Haig -Howard 





Combination Double Vegetable Dish 


Oblong dish with applied qadroon border, shell corners and 


handles, 13'/>"" x 10!/4". Oblong two-compartment insert with 
covers. Overall cover with applied double shell and gadroon 
design and removable lock handle. Ask about our promotional 
numbers—Photos and Price Lists available. See the complete 
line at room 1003, 225 Fifth Avenue, New York 10, N. Y. 


Haig ~~ Corp. 


135 West 20th Street New York 11 
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BRETH WEISSMAN, INC., of New York, manufactures 
| of Bethwood Royal China lamps and giftware, hes 
appointed Joseph S. Bromberg, the company’s mid. 
western representative, to an executive position jn the 
New York office. Mr. Bromberg will manage sales and 
advertising. His position in Chicago will be taken }, 
John and LaVergne Hartl, of 2848 Cullom Avenue. — 


33 % 3 


OHN A. BINFORD, sales manager of the Rookwood 
Pottery, of Cincinnati, has announced that the Ster. 
ling Glass Co., also of Cincinnati, has been appointed 
sales agency for the entire output of the pottery, includ. 
ing signature pieces, hand-thrown ware and moder 


} AIDE | shapes, as well as a new line of table lamps. Richard ¢ 


1) 
i 


Lauer is sales manager of the Sterling organization, 
which recently moved its New York quarters to 225 Fifth 
Avenue. 





at + 


ALL A. STRAUB & CO., INC., New York import 
house, is observing its 35th anniversary this spring, 
Established first at 85 Fifth Avenue, the company moved 
to 105 Fifth Avenue a little later, remaining there until 
| 10 years ago when it was moved to its present location 
_ at 19 East 26th Street. Two Bavarian china lines, Hutsch- 
-enreuther and Tirschenreuth, have been with the firm 
| since it was started. 








3 3 3 


| _ for the two fall gift shows in Dallas, Tex. 

have been announced. The Allied Gift and Jewelry 

Show is set for September 3 to 8 in the Adolphus Hotel, 

and the Dallas Gift Show will be held from September 4 
to 8 in the Baker Hotel. 





3 + 3 


a : - JQUGENE L. FONDEVILLE, head of Fondeville & Co, 
Silver City’s STERLING-ON-C RYSTAL Inc., of New York, has been elected president of the 


; ; Eastern Manufacturers and Importers Exhibit, Inc. Henry 
goes way ahead in SALES with new Underberg, of Breslauer-Underberg, was selected to be 
Uaeky vice-president, while Donald R. Neil, of Paul A. Straub 


SPRING, ADVERTISING CAMPAIGN & Co.. Inc., and S. S. Sarna were made directors. Samuel 


Keepnews and J. Leo Grogan, past presidents of the or- 
Sterling-on-Crystal has always sold on sight ganization, were designated ex-officio members of the 
because it packs its weight in eye-appeal and is board. 
the natural choice of giftware shoppers. Now... 
with national advertising in Spring editions of 
House Beautiful and Guide for the Bride... ' : 

: , , ' ; ; in territory covering all states east of Denver. Dinner- 
this fast-moving line will build an even wider -_ be ; ogee aera ye , 

f ; £ cal | ware, teasets and breakfast sets are included in the line, 

following . + and a far greater volume of sales all carried in New York stock. 
for you! Write for the Sterling-on-Crystal catalog! 


% % 3 


B GOODMAN CO., INC.ssNew York, has been named 
e 


sales agents for Royal Stafford English bone china, 


* 4 
OU GLAZER, who resigned recently as head of the 
This tag, attached to Silver City china and glass division of the National Silver Co., 


has opened his own showrooms at 170 Fifth Avenue. New 
York. He is carrying specialties in china and glass. 


products, tells the quality story of 
Silver City’s Sterling-on-Crystal! 


% % 


| ALTER F. GOLDSCHEIDER, head of Goldscheider, 

Inc., of Trenton, N. J., manufacturers of china figu- 
rines, has left for Vienna where he plans to reorganize 
his original factory which has been returned to him as his 
property. The Goldscheider Vienna figures, known on 

GLASS COMPANY the American market since 1885, will be ready in time 
Vi oe a eee ee om on hs oan at oa tiny for the fall season. The Goldscheiders will, of course, 


continue with their American factory as well. 
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HOUSE READIES BILL 


Committee Continues Closed Meetings on Tax Bill; 
Discussion is Expected to Go on Until Late This 
Month When Recommendations Will be Made Public 











Prospects for lower federal excises on @—— 
jewelry and other consumer goods bright- Representative R. L. Doughton (Demo- 
ened this month as members of the tax- crat, of North Carolina), chairman of 
writing House Ways and Means Committee | the Ways and Means Committee, told 
prepared to make public their specific rec- JEWELERS’ CiRCULAR-KEYSTONE late _ last 
ommendations for reductions. month his committee had been “discussing 

As this issue of JEWELERS’ CIRCULAR- the excise situation in great detail, but had 
KeystONE went to press, the members of | reached no agreement.” He added that the 
the Ways and Means Committee were group had “taken no votes, had come to no 
meeting daily behind closed doors in an decisions, and had not yet agreed on any 
effort to reach agreement on the extent to specific points as to reductions.” 
which excises will be cut. These closed Although there is considerable pressure 
sessions will probably continue until late from both Democrats and Republicans for 
in April, at which time the committee’s speedy action on the tax-reduction measure 
recommendations will be unveiled for the because of the current depressed states of 
first time. business in a number of retail fields, there 














THE LAST WARTIME UNIT 
STILL FIGHTING ! 
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Let's get ‘em out of the foxholes—but quick! 
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ON EXCISE TAX 


7 ee 





is little possibility that the Ways and 
Means Committee will report a bill until 
the third or fourth week of April for two 
principal reasons: (1) The committee is 
writing an “omnibus bill,” in which ex- 
cise reduction, higher gift and estate taxes, 
and plugging of “tax loopholes” will be 
included; (2) Almost all congressmen will 
be away from Washington for a 10-day 
period immediately prior to Easter, thus 
calling a temporary halt to their work on 


the bill. 


BILL FACES LEGISLATIVE HURDLES 


The completed writing of the new tax 
bill and its release by the Ways and Means 
Committee may well be counted a signal 
victory for the retail trade and its leaders, 
but it must be regarded as only the first 
step in the long and thorny path the bill 
must then follow through Congress before 
it is finally enacted into law. 

After the bill is reported by the Ways 
and Means Committee, it will be sent to 
the House Rules Committee for clearance 
prior to debate on the floor of the House. 
Approval by the Rules Committee, in the 
case of the forthcoming tax bill, is auto- 
matic. The bill will then be scheduled for 
debate on the House floor. Two or three 
days will probably be consumed in debate, 
and final passage of the bill by a majority 
of the House membership seems virtually 
assured. 


SENATE ACTION WILL CAUSE DELAY 


The House-passed bill then goes to the 
Senate, where it will be assigned for hear- 
ings and study by the Senate Finance 
Committee. Although much of the testi- 
mony to be presented to the Finance Com- 
mittee will duplicate that given earlier to 
the House Ways and Means Committee, the 
hearings will not be as extensive nor as 
prolonged as those conducted by the lower 
chamber. 

Following the conclusion of Senate 
hearings and favorable report of the bill 
by the Senate Finance Committee, the up- 
per chamber will undertake debate and 
passage of the bill. The measure will then 
go to the White House for President 
Truman’s approval or disapproval. All of 
these var‘ous steps will consume a good 
deal of time, and it is regarded as unlikely 
that the new tax reduction bill will be- 
come law before July. at the earliest. 
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NACJ Sets Convention Machinery in Motion; 
Over 125 Firms Assigned Exhibit Space 


The convention committee of the Na- 
tional Association of Credit Jewelers set 
the National Jewelry Fair and NACJ con- 
vention machinery in high gear a short 
time ago at a meeting held in Chicago. 

In addition to the tried and tested meth- 
ods employed in the past, the committee 
has given the go signal on several new 
ideas which show promise of giving the 
exhibitor more for his dollar and also help 
the retailer to utilize his valuable time 
more profitably. 


DAILY LIST OF RETAILERS 


In their constant aim of providing more 
and better service to the exhibitor, the 
committee has placed into effect an idea 
to provide daily lists of retailers attending 
the Fair. These will be distributed only to 
National Jewelry Fair exhibitors. 

For all booth exhibitors in the Exhibi- 
tion Hall this year there will be the long- 
sought air conditioning. The Stevens man- 
agement promises that it will be complete- 
ly installed and operating for the opening 
of the Fair on Sunday, August 27th. The 
usual air-conditioning in the Grand Ball- 
room area will be operating. 

For the retailer, many additional ser- 
vices have been planned. In the Directory 
retailers will find the street addresses of 
each exhibitor, where they may write for 
additional information. Plans for the busi- 
ness clinics, the store modernization clinics 
and the trade diversion clinics are in the 
process of completion. 


ONE-DAY CONVENTION SESSION 


A one-day convention session to conserve 
the time of busy retailers has been planned. 
Outstanding speakers in the credit field 
and in the industry will be on hand to 
answer questions put to them by registered 
jewelers. 

The new dates of the Fair, at the end 
of August (27-31), provide a more con- 
venient time for buying. Already over 125 
firms have been assigned space at the 
National Jewelry Fair. 

Members of the convention committee 
conducting the National Jewelry Fair are: 
Clarence Olsen, chairman; Irving J. Wolf- 
gang, vice-president; A. E. Newmark, trea- 
surer; Irving N. Chayken, Fred B. Dreifus 
and Wm. Wagner, NACJ secretary. H. A. 
Goldberg, president of NACJ, is also an 
“ex-officio” member of the committee and 
has rendered invaluable service to the 
committee and the show management. 

The NACJ headquarters office will use 
every facility at its command to reach 
every retail jeweler in the United States 
with a free Convention Registration Badge. 
The badges will be forwarded from NACJ 
headquarters in New York around the 
middle of June. More information will be 
supplied at a later date. 

There is still some exhibit space avail- 
able. For further information please write 
the National Jewelry Fair, 812 Olive St., 
St. Louis 1, Mo. 

From information received from various 
Chicago hotels, jewelers are already re- 
serving sleeping rooms for the late August 


“a 
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dates. Atttendance at least equal to that of 
last year (over 4,000 registered jewelry 
buyers) is anticipated. 

Here is a list of firms who have re- 
served space for the 1950 National Jewelry 
Fair up to and including March 10th: 


EXHIBITORS AT 1950 NATIONAL 
JEWELRY FAIR 


Abbey Silver Co., Inc.......... New York, N. Y. 
Aisenstein, Louis, & Bros.....New York, N. Y. 
American Safety Razor Corp...Brooklyn, N. Y. 
American Time Products, Inc..New York, N. Y. 


Arnstein Brothers & Co....... New York, N. Y. 
Babroff, Emanuel ................ Chicago, Ill. 
Bardach Brothers, Inc........ Indianapolis, Ind. 
Bell Lamp Manufacturing Corp....Chicago, IJIl. 
Benrus Watch Co. ........... New York, N. Y. 
Bieler-Levine Co. ........ccccece: Chicago, IIl. 
Blanchard & Co., Inc......... New York, N. Y. 
SE ee Newark, N. J. 
Brown & Gravenson, Inc. ....New York, N. Y. 
Bruner-Ritter, Inc. .......... New York, N. Y. 
Bulova Watch Co............ New York, N. Y. 
Buss-Linthicum-Thorson, Inc...... Chicago, Ill. 
Caplen Jewelry Display......... Buffalo, N. Y. 
Cemee QCOWOTOGRS 2... cc ccccess New York, N. Y. 
Cohen, A., & Sons Corp....... New York, N. Y. 


Cramer-Tobias-Meyer, Inc.....New York, N. Y. 
Cranley Silver Mfg. Co.. Rockville Centre, N. Y. 
Crest SOWOIy Co... cccccccccccccce Chicago, Ill. 
ae ee New York, N. Y. 
Davidson & Sons Jewelry Co., Inc. 
New York, N. Y. 
Deknatel, J. A., & Son, Inc., 
Queens Village, N. Y. 


Dennison Mfg. Co......... Framingham, Mass. 
Doxa Watch Agency, Inc.....New York, . 
6 teas che eka eS Elgin, Ill. 
Elgin National Watch Co............ Elgin, Il. 
ee ci cenec eas New York, N. Y. 
Parber Brothers ......ccceces New York, N. Y. 
I err New York, N. Y. 
Feature Ring Co., Inc........ New York, N. Y. 
Fiddelman, J., & Son, Inc.....New York, N. Y. 
Fidelity Diamond Ring Co....New York, N. Y. 
Firman Leather Goods Corp...New York, N. Y. 
Fisher, A. Edward, & Co., Inc., 

New York, N. Y. 
Flex-Let Corp........... East Providence, R. I. 
Forman Family, Inc........... Brooklyn, N. Y. 
Garne Jewelry Co............ New York, N. Y. 


General Electric Co., Appliance Dept., 
Bridgeport, Conn. 

General Electric Co., Electronics Dept., 
Syracuse, N. Y. 


ES Indianapolis, Ind. 
Goodson Mfg. Co............ Indianapolis, Ind. 
oo SS, ee Providence, R. I. 





MAN OF STERLING WORTH 


HPAA Gas 
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A service for eight of "Grand Baroque” 
sterling silver and a silver plated tea set, 
both made by R. Wallace & Sons Mfg. Co., 
were two of the main gifts recently pre- 
sented to Al Cervi, the fabulous player- 
coach of the Syracuse Nationals. Over 7000 
basketball fans gathered at the Coliseum in 
Syracuse, N. Y., on Febraury |9th and saw 
Mr. Cervi (shown above with his wife) re- 
ceive the silver and a dazzling selection of 
other gifts. Henry J. Wilson, president of 
Henry Jewelry Corp., of Syracuse, was a 
member of the Cervi Gift Commitee. 





Gotham Watch Co............ New York Ny 


Grom, 0. Ti, @ Oe... sccccscces Cleyv Y, 
Gruen Watch Co., The......., Clnchan Ohio 
Hamilton Ross Industries......,. ¢ fees Ohio 
Hamilton Watch Co............. Lancastes Ill 
Helbros Watch Co., Inc....... New York tet 
Heller, L., & Son, Inc......... New York N : 
Hirsch Co., A........0-ssseee ss, Chicago, jj 
International Silver Co., The...Meridep Conn 
Iskin Manufacturing Co...... Philadelphia x 
ge SO: Pere New York, X a, 
Karpeles Rosary Co., Ltd.... . Providence “4 
Ken Matsumoto & Co......... Cincinnati, ah 
Korn, William, & Co............ Buffalo, 'N, y 
Jacques Kreisler Mfg. Corp...N. Bergen > 
Lampl, Walter, Inc.......... New York, N.Y 


Landau, Max, & Co., Inc.....New York NY 
Lehman Brothers Silverware Corp., °°” 


° New York, N Yy 
re! eee New York. N y 
Bae TUNG onc ec cccencese New York. N’ Y 


Linde Air Products Co., The,.New York, Ny 
Longines-Wittnauer Watch Co., ii eas 


New York, N, y 
Luckoff, Wayburn & Frankel... .Detroit, Mic 
Luria, L., & Son, Ine......... New York, N.Y 
Manhattan Novelty Corp..... New York, N. Y 
Manheimer Watch Co............. Chicago, Jj) 
Mautner Co., Inc., The....... New York, N. Y. 
Meeker Co., Inc., The.............. Joplin, Mo, 
Metro Jewelry Service....... New York, N, Y. 
Monarch Watch Co., Inc...... New York, N.Y. 
National Silver Co..... hace New York, N, ¥ 
New Hermes Engraving Machine Corp., 

New York, N. Y. 
Ollendorff Watch Co., Inc....New York, N, y 
Oneida Community, Ltd......... Oneida, N, Y, 
Ostby & Barton Co........... Providence, R, ]. 
DC: ceecnqdeecsausneceer Providence, R, ]. 
rr 2 Cee... on ceedaeeesdannes Chicago, II], 
Paramount Wedding Ring Co.....Chicago, JI), 
Parker Pen Co., The.......... Janesville, Wis, 
Phillips-Buttrick, Inc......... New York, N. Y. 
Phinney-Walker Co. ......... New York, N. Y, 
Plainville-Stock Co. .......... Plainville, Mass, 
Polumbaum, Richard, Co.....New York, N, Y. 
errr rr rrr Buffalo, N, Y, 


Remington Rand, Inc., Electric Shaver Div., 
Bridgeport, Conn. 
Remington Rand, Inc., Typewriter Div., 


New York, N. Y. 
eee civhadeceeee New York, N. Y. 
Richie Premium Corp........ New York, N. Y. 
Se ee Xe eee Attleboro, Mass. 
Rogers, Wm. A., Ltd............ Oneida, N. Y, 
Ronson Art Metal Works, Inc.. .. Newark, N. J. 
Sarkin, David, Inc........... New York, N. Y, 
Savoy Watch Co............. New York, N. Y. 
Schwarcz, Adolf, & Son, Inc..New York, N. Y, 
Schuman & Donchi, Inc......... Newark, N. J. 
Semca Clock Co...... errr New York, N. Y, 
Seth Thomas Clocks......... Thomaston, Conn. 


Sheaffer, W. A., Pen Co., 

Fort Madison, Iowa 
Sheffield Silver Co........... New York, N. Y. 
Shiman Brothers & Co., Inc.. New York, N. Y. 
Shiman, M. H., & Co., Inc....New York, N. Y. 
Silbermann, Kohn & Wallenstein, Inc., 


New York, N. Y. 
Simons-Michaelson Co........... Detroit, Mich. 
Skalet Manufacturing Co., Inc., 

New York, N. Y. 
ee GI. og ov ccenvseceses Providence, R. 1. 
Stein & Ellbogen Co.............. Chicago, Ill. 
ee ae Providence, R. I. 
ee rere Lincoln, Til. 
Bembenme COR. ccc ccccccccccccncs Chicago, Ill. 
Surnamer, S. J., Co.......... New York, N. Y. 
no as ig ke a eR OE Chicago, Ill. 
Tanz, The Phillip, Co........ New York, N. Y. 
Tessco Jewelry Co........... New York, N. Y. 
re Me. pccbennn ness New York, N. Y. 
Towle Manufacturing Co...Newburyport, Mass. 
Underwood Corp. .......-0-. New York, N. 
United States Time Corp.....New York, N. Y. 
TS csc wceanndaewen New York, N. Y. 
Wakmann Watch Co......... New York, N. Y. 


Wallace, R., & Sons Mfg. Co.. 
Wallingford, Conn. 

Waltham Watch Co.......... New York, N. Y. 

Warner Jewelry Case Co., Inc... Buffalo, N. 4 


Watchmakers of Switzerland, The, ’ 
New York, N. Y. 


Whiting, Frank M., & Co...... Meriden, Conn. 
Winton Watch Co........... New York, N. Y. 
Wood, J. R., & Sons, Inc...... New York, N. Y. 
WHORE, TPURPTEE 2c cccccccecensens Chicago, Ill. 


Wyler Watch Agency, Inc....New York, N. Y. 


Lambert Appoints JIC Chairmen 


Victor A. Lambert, Lambert Brothers 
Jewelers, Inc., chairman of the Jewelry 
Industry Council, recently announced the 
re-appointment of G. H. Niemeyer, Handy 
& Harman, Inc., as chairman of the Coun- 
cil’s Finance Committee and the appoint: 
ment of W. Waters Schwab, J. R. Wood & 
Sons, as chairman of the Council’s Policy 
and Plans Committee. 
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Use JIC's Promotion Aids 
To Up Your Spring Sales 


With Mother’s Day falling on May 14th, 
y on June 18th and most grad- 
ses taking place all over the 

untry chiefly during the months of May 
7 June, and in some sections in April, 
re Jewelry Industry Council is preparing 
promotional aids to help retailer jewelers 
make the most of these gift giving oc- 


Father's Da 


yation exercl 


casions. 

According to Albert E. Haase, executive 
director of the council, the promotions will 
be sent to retailer members in the very 
near future. They consist of suggested 
newspaper advertisements, sales letters, 
radio commercials, and window displays 
which can be utilized by retailer jewelers 
to help boost their sales during the months 


of April, May and June. 
CITES FIGURES ON GIFT-GIVING 


As Mr. Haase points out in his intro- 
ductory letter to the promotional plans, 
“91.6 per cent of the people interviewed 
in a survey made by Parents’ Magazine 
intend to give presents on Mother’s Day, 
and 56 per cent of these people are going 
to give something to their mother-in-law. 
In 95.8 per cent of the families, Father’s 
Day gifts will be given.” These figures 
plus the fact that more than half of the 
adult men and women have parents living 
give some indication of the market poten- 
tialities. 

“These occasions,” he also points out, 
“make gifts of beauty and of long lasting 
remembrance the most suitable. This means 
gifts from a jewelry store.” Mr. Haase also 
states that the survey shows that, “Mothers 
rate apparel and costume accessories—‘ac- 
cessories mean jewelry—as their most de- 
sired gifts.” 


CASH IN ON GRADUATION BUSINESS 


With an exceptional number of grad- 
uates still pouring out of the schools and 
colleges, the jewelers’ “Little Christmas,” 
ai Graduation Time has sometimes been 
called, is an important time for all-out 
jewelry promotion. 

With the help of the Jewelry Industry 
Council’s promotional ideas, jewelers are 
encouraged to take full advantage of com- 
mencement time to not only _ increase 
jewelry sales for graduation gifts, but to 
make the younger people in their com- 
munity conscious of the high quality mer- 
chandise, excellent service and pleasant 
shopping atmosphere of their jewelry 
stores. “All graduates,” Mr. Haase says, 
“are potential jewelry store customers for 
engagement and wedding rings, silver, 
gifts for all occasions, and things they 
need and want for their future homes.” 
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lt is important that sales promotion 
plans for Mother’s Day, Father’s Day and 
Graduation be made in advance. The 
Jewelry Industry Council hopes that, by 
using the Council’s promotional sugges- 
lions and ideas, retailer members will be 
able to organize coordinated, effective cam- 
paigns, resulting in increased jewelry sales. 
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Jewelry Leaders Converge on Providence 


For NEMJ&ESA's 69th Annual Banquet 





The New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association held its 
crowning social event of the season—its 
69th annual banquet—Saturday _ night, 
February 25th, in the ballroom of the Sher- 
aton-Biltmore Hotel, Providence. 

All attendance records for this event 
were broken with over 550 manufacturing 
jewelers and their guests present. 

Edgar E. Baker, president of the asso- 
ciation presided and, after a short address 
of welcome following the dinner, intro- 
duced the Honorable Orlo M. Brees, 
speaker of the evening. Mr. Brees, a prom- 
inent New York State legislator, presented 
in humorous style an address entitled 
“America Beyond the Crossroads.” Mr. 








Souvenir gift of the event was this handsome 

set of stainless steel kitchen cutlery with rose- 

wood handles and racks made by the Russell 
Harrington Cutlery Co. 


Brees’ background of occupational con- 
tacts—coal miner, textile worker, salesman, 
teacher, printer, author, editor and legis- 
lator—fitted him admirably to present his 
philosophy of present-day America. 

“Too many businessmen are so interested 
in the tinkle of the bell on the cash reg- 
ister that they have completely forgotten 
the sound of the Liberty Bell,” Mr. Brees 
said. “They have amnesia as regards the 





history of their country and ‘weak-kneeisa’ 
when it comes to the issues at stake,” he 
asserted. 

He urged the group to organize, form- 
ing that type of organization that seeks 
first to make a contribution to society and 
then, and only then, becomes interested in 
gaining benefit for the members of the 
group commensurate with the contribution 
they have made. 

Guests of honor included Thomas J. Me- 
Neil, Rhode Island director of Business 
Regulations, who represented Gov. John 
O. Pastore; Providence Mayor Dennis J. 
Roberts; Attleboro Mayor Cyril K. Bren- 
nan; Dr. Earl Hollier Tomlin, executive 
secretary of the Rhode Island Council of 
Churches; Kenneth I. Van Cott, president, 
American National Retail Jewelers Asso- 
ciation; Allen Davidson, president, Bos- 
ton Jewelers’ Club; John M. Biggins, 
president, Chicago Jewelers’ Association; 
Robert L. Brennan, president, Diamond 
Peacock Club; Lester F. Morse, president, 
The Jewelers Board of Trade; H. A. Gold- 
berg, president, National Association of 
Credit Jewelers; Leon J. Engel, president, 
National Wholesale Jewelers’ Association, 
and August O. Packer, president, Twenty- 
Four Karat Club of New York. 

Also at the president’s table were How- 
ard H. Sweet of the Sweet Manufacturing 
Co., Attleboro, Mass., chairman of the 
Banquet Committee; the Hon. Orlo M. 
Brees, the speaker; and George R. Frank- 
ovich, executive secretary of the associa- 
tion. 

Entertainment features included a novel 
dancing and acrobatic act by Claire and 
Hudson; songs from Broadway musicals 
by Nancy Kenyon; a musical extravaganza 
by Al Trahan and Company, and commu- 
nity singing by the banjo-wielding Happy 
Stanley, a familiar figure at all NEMJ&SA 
banquets. 





Handy and Harman To Exhibit 
At Cost Cutting Exposition 


At the A.S.T.E. Industrial (cost cutting) 
Exposition in Philadelphia, April 10-14, 
Handy & Harman will have an operating 
exhibit. The demonstrations will feature 
the joining of ferrous and non-ferrous 
metals with the silver brazing alloys, Easy- 





Flo and Sil-Fos. Two brazing stations will 
be in constant operation. 

There will also be displayed a group of 
typical parts being fabricated by well 
known companies. An engineering desk 
with an experienced man in constant at- 
tendance will be maintained to aid those 
who have problems they want to discuss. 
The booth number is 607. 
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Hamilton is First Watch Firm 
To Receive ASIE Merit Award 


On Washington’s birthday, this year, the 
Hamilton Watch Co. became the first 
watch manufacturer to receive the Dis- 
tinguished Merit Award of the American 
Society of Industrial Engineers for “ex- 
cellence in engineering and manufacture.” 

The award was presented to R. M. Kant, 
Hamilton president, by R. L. Crinnian, 
president of ASIE, on a special 10-minute 
television program over WGAL-TV, Lan- 
caster, Pa. George P. Luckey, vice-pres- 
ident in charge of manufacturing, appeared 
on the TV program with Mr. Kant and 
shared the honors in accepting the award. 

Before making the presentation Mr. 
Crinnian voiced high praise for Hamil- 








ton’s outstanding war record. He said, 
“We engineers have been impressed with 
the Hamilton Watch Company’s outstand- 
ing performance in the last war. Its price- 
less engineering know-how was vitally es- 
sential to the security of this nation. Hamil- 
ton’s important contributions to national 
defense has been the result of a very real 
self-sufficiency this company has_ been 
forced to develop within the walls of its 
own plant.” 

Mr. Kant accepted the award on _ be- 
half of the company and paid tribute to the 
Hamilton directors “who have courageously 
plowed company earnings back into the 
business to insure the company’s contin- 
ued leadership in watchmaking research 
and engineering.” He then passed the 
award to Mr. Luckey. who has played a 


for the jeweler 


Every day the B A & Co. Catalogue is at hand ready 


to be of service when something needed is lacking 


in stock. Through the years it has kept pace with 


the requirements of changing demands. Make it 


a helpful friend. 
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leading role in the scientific 
the Hamilton plant during 
years. 

In making the award Crinnian Pointed 
out, “The American Society of Industrial | 
Engineers’ Award is given to only one 
manufacturer in an_ industry after its 
Board of Governors has conducted an “ 


advances al 
the past yi) 





Hamilton Watch Company became the 
first watch manufacturer to be honored by 
the American Society of Industrial Engineers 
as R. L. Crinnian (center) A.S.I.E. president, 
presented the organization's Distinguished 
Merit Award to R. M. Kant (left), Hamil. 
ton president. Mr. Kant then presented the 
coveted award to Hamilton's vice-president, 
G. P. Luckey (right), who for 20 years hos 
sparked Hamilton's scientific and engineer. 
ing progress. 


haustive investigation into the manufac: 
turer's production methods, research and 
engineering achievements.” He added. 
“The Hamilton Watch Company is not 
only the first watch manufacturer to be 
honored but it is also the only watch 
company to receive the Society’s Merit 
Award.” 


—____ ____@ 


Bush & Walsh End Partnership; 
Walsh to Continue Business 


A 35-year business partnership was 
brought to an end with the recent dissolu- 
tion of the firm of Bush & Walsh, jewelers 
and opticians of Passaic, N. J. 

William P. Walsh, a former president of 
the New Jersey Retail Jewelers Associa- 
tion, has bought out the interest of Elbert 
K. Bush, and will continue the business 
under the trade name of Bush & Walsh. 

The partnership was formed in 1915 
when Mr. Walsh, an optometrist just out 
of McCormack Medical College of North- 
western University in Chicago, went te 
Passaic and entered the jewelry business 
with Mr. Bush. Mr. Bush was a jeweler 
and watchmaker. 

Mr. Walsh recently disclosed that he had 
signed a new lease for the store and would 
introduce shortly some new merchandising 
methods. 


Bagnall, Jr., Resigns From Swank 


J. C. Bagnall, Jr., vice president in 
charge of manufacturing of Swank, Inc., 
manufacturers of men’s jewelry, leather 
and other accessories, recently announced 
his resignation from the firm. 

He said that he is considering other 
plans and will announce them as soon 4 
they are definite. 
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Telechron Inc. Produces 
50 000,000th Electric Unit 


Telechron Inc. produced in December, 
1949, its fifty-millionth electric timing 
unit. The motor went into an Air-Lux, 
one of the most popular of the Telechron 
electric clocks. | 

To mark this event, Telechron Inc. has 
made replicas of the historic clock in cas! 
and burnished bronze. The replicas will 
he available for display in leading stores 
throughout the country. 

This milestone in the history of Tele- 
chron Inc. celebrates the birth and growth 
of a whole new industry. The history of 
Telechron Inc. is the history of electric 
time. When Henry Ellis Warren invented 
the Telechron motor, he not only fathered 
the electric clock business; he also changed 
the pattern of the electric power industry 
and stepped up the efficiency of many 


others. 











One of the first Telechron electric clocks, 
made little more than 30 years ago, sits 
for its picture beside a burnished bronze 
replica of the modern clock powered by 
the fifty-millionth Telechron timing unit. 


The Telechron clocks of today don’t 
look much like their earliest ancestors of 
30 years ago. But the difference in the 
electric current in your house is just as 
great, and that, too, is an achievement of 
Telechron, Inc. 

It was necessary to get the power com- 
panies to control the frequency of their 
alternating current accurately before’ any 
electric clock could keep time by it. This 
was accomplished by the development of 
the Telechron master clock, which today 
controls most of the alternating current 
produced in the United States. 

Today, more than half of the dollar 
volume in clock sales is produced by elec- 
tric clocks. The idea of electric time is 
so well established that styling gets the 
comments now, and people forget that an 
electric clock was only an inventor's dream 


in World War T. 


— 


Ann Jean Levy Weds in N. Y. 


Miss Ann Jean Levy, vice president of 
N, B. Levy & Brother Co., jewelers of 
Scranton, Pa., was married to Henry Gold- 
berg on February 7th in New York. 

The former Miss Levy attended Lacka- 
wanna Business College: Hood College. 
Frederick, Md., and is a sraduate of the 
Tobe-Coburn School, New York. 

The couple sailed on the S. S. Veendam 
Thursday, February 9th, for Nassau and 
Havana. 
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Atom pile by-products 
“fly” to help medical research 
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Radioisotopes were needed by a Boston hospital for patient treatment. Lead- 
shielded box of radioactive iodine (weight, 35 lbs.) picked up by Air Express in 
Knoxville, Tenn., at 11 a.M., delivered 7:15 p.m. Charge, $8.60. Hospitals, like all 
business, use Air Express regularly to get supplies from anywhere in hours. 





Shipments keep moving. Air Express 
goes on every Scheduled Airline flight. 
Frequent schedules. Use dependable, 
experienced Air Express—keep your 
business rolling at a profitable clip. 


it’s easier and more convenient to use 
the world’s fastest shipping service. 
When shipments are ready, just phone 
for pick-up. Special door-to-door 
service included in the low rates. 


Only Air Express gives you all these advantages 


World’s fastest shipping service. 

Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 18,000 off-airline offices. 

Experienced Air Express has handled over 25 million shipments. 
Because of these advantages, regular use of Air Express pays. It’s your best air 


shipping buy. For fastest shipping action, phone Air Express Division, Railway 
Express Agency. (Many low commodity rates in effect. Investigate.) 









Rates include pick-up and delivery door 
to door in all principal towns and cities 
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San Jose Watchmaking School 
Attracts Capacity Enrollment 


Now in its sixth year, the watchmaking 
school at San Jose State College, San Jose, 
Calif., is firmly established as an integral 
part of the industrial arts department of 
the college. It is attracting a capacity en- 
rollment of about 25 students, most of 
whom are taking the two-year course lead- 
ing to an A.A. (associate of arts) degree. 
Since the school was established in the fall 
of 1944 it has graduated 30 students, most 
of whom have found jobs as watchmakers 
or are operating their own jewelry stores. 


The school started with the active sup- 
port of the California Retail Jewelers’ As- 





sociation after many conferences between 
leading California jewelers and the two 
men on the college campus most keenly 
interested in the new project. They were 
Dr. Thomas W. MacQuarrie, for more than 
20 years president of the college, and Dr. 
Heber A. Sotzin, head of the industrial arts 
department. The enrollment during the 
first quarter of the 1944-45 college year 
was only four students none of whom 
finished the course. The first student to 
complete the course was Edwin Reid, who 
sraduated in 1946 and who is now oper- 
ating his own shop in Modesto. 

The original purpose of the school, to 
combine practical training in watchmaking 
and engraving with business course at a 
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college level, has been maintained and q 
. e- 
veloped to meet changing conditions 








Francis Crofut (right), head of the Sop 

Jose Watchmaking School, watches 4; 

student Charles Dewey works on a scale 
model of a watch movement. 


This broadening of the curriculum has 
been done under the «rection of Dr. Sotzin 
and Francis Crofut who is the immediate 
head of the watchmaking school. Crofut, 
who came to San Jose State College in 
1946 from Santa Maria, Calif., where he 
was engaged in the jewelry business, js 
both a watchmaker and a jeweler. He 
learned the trade from his father, E. E. 
Crofut, who operated a jewelry store in 
Santa Maria for many years. A few years 
ago Crofut visited watchmaking schools 
and watch factories in the East and Middle 
West to familiarize himself with the latest 
instructional practices and manufacturing 
processes. 

Students come to San Jose State College 
from all parts of the state and even from 
other states to take the watchmaking 
course. Six of the students now registered 
in the course are sons of jewelers. Since 
the school was established, 17 students 
have passed the watchmaking examination 
conducted by the Horological Institute of 
America. 





Richard Oliver, one of the many students 

enrolled in the school's engraving course, 

is shown practicing Old English Script 
lettering. 


The watchmaking school also offers six 
courses in engraving, taught by Crofut. 
He encourages students to take both the 
watchmaking and engraving courses. 


O-B Appoints Horten-Noyes 
Ostby & Barton Co., makers of 0-B 


rings, recently announced the appointment 
of the Horton-Noyes Co. as its advertising 
agency. 
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swiss Watch Bureau Locating 
Scarce Parts for U. S. Trade 


Watchmakers throughout the United 
States are using the recently instituted 
“scarce parts locating service,” according 
to director Paul Tschudin of the Swiss 
Watch Repair Parts Information Bureau. 

The new service was established as a 
result of many requests from jewelers and 
watchmakers for help in locating hard-to- 
fnd material that could not be obtained 
from local jobbers. 

When a request for needed material is 
received by the Bureau at 730 Fifth Ave., 
New York City, a card is sent to each of 
the leading American importers informing 
him of the parts required. Each of the 
importers carrying the requested material 
returns the noted card to the Bureau which 
then furnishes the watchmaker with the 
names of the importers from whom the 
needed parts can be secured. 

A survey of requests reveal that more 
than 90 per cent have been satisfactorily 
filled since the service has been inaugurat- 
ed, according to Mr. Tschudin, who re- 
minds all watchmakers and jewelers that 
they are cordially invited to take advantage 
of this free service. 


American Stone Importers 
Elect E. A. Starke President 


Edward A. Starke was elected president 
of the American Stone Importers Associa- 
tion at that organization’s 20th annual 
meeting held on Thursday, March 9th, at 
Schwartz’s Restaurant, New York. 


EDWARD A. 
STARKE 
Newly 
Elected 
President 








Elected to serve with Mr. Starke were: 
Robert L. Dreher of Dreher Bros. & Wider. 
Inc., vice president; Sol Gordon, treasurer. 
and Lloyd V. Lassner of Lassner & Lass- 
ner, Inc., secretary. 

Directors elected for the coming year 
include: Thomas H. Benedict of H. R. 
Benedict & Sons, Inc.; George M. Heller 
of Heller-Hope Co.; Anthony Mastaloni of 
A. Mastaloni & Co.; C. Frederick Loch, 
and Leopold Nathan of S. Nathan & Co., 


Inc. 


Allied Exhibitors Allocate 
Additional Space for L.A. Show 


Every known jeweler in the 11 Western 
states has received a personal invitation 
lo attend the first Allied jewelry show to 
be held in the Biltmore Hotel, Los Angeles, 
April 23-28. Western jewelers will be pro- 
vided with an exclusive jewelry market 
right in their own backyard. 
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A glance at the list of participants in- 
dicates that Allied Exhibitors, Inc., spon- 
sors of the event, have assembled enough 
prestige names to give a comprehensive 
picture of production highlights throughout 
the country. Eastern, mid-Western, West- 
ern and foreign manufacturers will be 
represented in impressive collections of 
fine diamonds, loose gems and_ pearls; 
precious, semi-precious and costume jewel- 
ry; nationally advertised watches and 
clocks; silverwares of every description; 
rings and mountings; jewelers’ fashion 
accessories; trophies; rare imported and 
domestic porcelains and crystal; men’s 
jewelry and silver and gold smokers’ items. 

Allied Exhibitors, Inc., have made it a 
ten year practice to feature jewelry in 
their cross-country chain of shows. In 
particular, jewelers in the Southwestern 
and Rocky Mountain areas have come to 





rely on the semi-annual Allied markets 
in Dallas and Denver. However, the forth- 
coming Los Angeles event will be this 
management’s first show tailored exclusive- 
ly to the retail jewelers requirements. 
With additional floor space in the Bilt- 
more Hotel already allocated, Allied head- 
quarters at 712 South Olive St., Los An- 
geles, is now working overtime handling 
reservations for out-of-state buyers. 


—— 


Takes Post at Hamilton's 


Albert S. Hinkle, recently appointed 
manager of Hamilton’s Inc., jewelers of 
Columbia, S. C., has assumed his new 
duties in that capacity. 

Before joining Hamilton’s, Mr. Hinkle 
was a sales representative for Oneida, Ltd., 
in Greensboro, N. C. He had been affili- 
ated with Oneida since the end of World 
War II. 





“One of My Most 


Profitable Possessions! 


“As both a good-will builder 
and profit maker | consider 
my New Hermes one of my 
most profitable possessions.”’ 


C. W. Tiahrt 
—liahrt Jewelers, Omaha, Nebr 


and more than 6000 enthusiastic 


users agree! 


Convenient time 
payments. Get a 
New Hermes and pay 
out of profits! 


Write for descriptive folder G 


For engraving of 

silverware, jewelry, pens, 
watches, compacts, lighters; 
from soft metal to 

stainless steel 





an HERMES Tite 13-19 University Place 


New York 3, N.Y 
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Second Annual Jeweler's Award 
Committee Announced by NACJ 


H. A. Goldberg, president of the National 
Association of Credit Jewelers, recently an- 
nounced that Leo Weisfield will serve as 
chairman of the 1950 Annual Awards 
Committee. Mr. Weisfield will be assisted 
by Myer B. Barr, who will serve as secre- 
tary, and B. G. Rudolph, Fred Dreifus and 
Mr. Goldberg. 

Mr. Barr, who was also committee secre- 
tary last year, requests that all members 
of the jewelry industry submit to him, in 
writing, nominations for the Second Annual 
Jeweler’s Award, to be presented at the 
National Jewelry Fair in Chicago, in Au- 
gust of 1950. 


Recipient last year of the annual recog- 





nition of the most outstanding individual 
in the jewelry industry, based upon his 
activities and contribution, on behalf of 
the jewelry industry, was Arde Bulova, 
chairman of the board of the Bulova Watch 
Co., who has been most active in the fight 
against the excise tax, as well as in recog- 
nition of his other contributing activities 
in the jewelry industry. 

Nominees for the Second Annual Award 
are requested from the jewelry industry at 
large, by the members of the committee. 


You are requested to submit, in writing, 


to the secretary, Myer B. Barr, c/o Barr’s 
Jewelers and Silversmiths, 1112-14 Chest- 
nut St., Philadelphia, Pa., the full name 
of your nominee, with accompanying rec- 
ommendation. 

The Annual Awards Committee, and its 
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Your product deserves the best you can give it——a Noble 
Gift or Display Box, marvellously rich in quality, dignified in 
design, perfectly tooled by Master Craftsmen, planned and 
manufactured to command attention, to instill desire and in- 


crease your sales. 


Consult our design department for facts and figures — our 
experience and service are at your disposal — no obligation, 
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members, will vote for the recipient of this 
coveted recognition by the Jewelry indy. 
try some time in the spring of the year. 


—_——— —__+_ ___. 


Talk on Jewelry Insurance 
Highlights AGS Guild Meeting 


N. F. Baumann of the Fireman’s Fynq 
Insurance Co. was the principal Speaker 
at the February meeting of the Souther 
California Guild of the American Gey 
Society, held at the Los Angeles Athletic 
Club, Tuesday, Feb. 21. 

Mr. Baumann spoke on “Jewelry Insyr. 
ance Claims” and used actual case his. 
tories to illustrate the problems of the 
adjuster in settling claims with policy hold. 
ers, citing instances involving both jewelers 
and consumers. 

He stated that inflation of appraisal oftey 
causes complications. A_ typical example 
arises when a man goes to a friend to byy 
a diamond. The friend may indicate to 
him that the diamond is valued at some. 
what more than he is charging and in such 
cases the consumer is innocently insuring 
the gem for more than its actual value. 

This problem has another facet that js 
also a trouble-maker. Owners of jewels 
sometimes fail to take into consideration 
the fluctuating value of gems. Mr. Bay. 
mann stated that gems should be re-ap. 
praised every two or three years and the 
insurance adjusted. 

Also on the agenda was a movie, “The 
Eternal Gem” which graphically depicted 
the romance of diamonds and the basic 
stages of the journey from some spot a 
thousand feet beneath the surface of the 
earth to the jewelers velvet display cushion. 


Court Sets Date for Waltham 
To File Reorganization Plans 


Late in February, at a court hearing in 
Boston, Federal Judge George C. Sweeney 
allowed a petition for reorganization of 
the Waltham Watch Company. He set 
April 10th as the deadline for filing plans 
for reorganization and said he would con- 
duct a hearing on them a week later. 

The century-old firm closed its doors 
on February 3rd, leaving 1231 skilled 
workers jobless after the Reconstruction 
Finance Corporation had declined to ex- 
tend further working capital. Under a pre- 
vious reorganization plan, a year ago, the 
RFC had agreed to a $6,000,000 loan. Of 
this $3,000,000 was earmarked for payment 
of debts to a group of banks, $2,000,000 
was authorized for the purchase of new 
equipment, and $1,000,000 was to be used 
as working capital. 

The RFC, after granting $4,000,000, re- 
fused to extend the remaining $2,000,000 
because the firm had insufficient collateral. 
The RFC refusal to extend the money 
brought about the latest closing. This came 
five months after court-appointed trustees 
had turned over operation of the company 
to a new management, headed by John 
J. Hagerty, former regional director of the 
RFC, 

The same three men who were appointed 
for the latest reorganization were again 
named as trustees by Judge Sweeney. They 
are Judge Jacob Kaplan, Daniel J. Lyne 
and C. Keefe Hurley. 
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‘ncrease Promotion Efforts’ 
Martha Percilla Tells Jewelers 


“West Coast jewelers, in the back yard, 
«o to speak, of the world s ballyhoo capital, 
have ignored Hollywood’s lesson: the value 

on. 
‘Sa the finest creative thinking of 
our industry is being expressed in the work 
of West Coast designers: new, buoyant, 
unexpected ideas of form, space, and ma- 
terial. . . 

“But, until West Coast firms recognize 
the need for coordinated, cooperative pub- 
lic relations, their contributions to jewelry 
design wil] not get the national attention 


they desrve. 





Durward Howes (left), past president of 

the American National Retail Jewelers As- 

sociation, and Walter Butler, president of 

E. W. Reynolds Co., Inc., greet Miss Percilla 

at the Town House reception held in her 
honor. 


This was the conclusion drawn by 
Martha Percilla, fashion director of the 
Jewelry Industry Council, in an on-the-spot 
survey on the state of the West Coast 
jewelry industry. 

At a cocktail party in her honor at the 
Town House, Los Angeles, Miss Percilla 
lauded the Southern California Guild of 
the American Gem Society for taking the 
first step toward publicizing the West 
Coast market by their holiday showing of 
jewelry designs. 

To focus greater attention on this mar- 
ket, she urged a coordinated fashion show- 
ing, with the major designers preparing 
special show pieces, timed with the annual 
press showings of California dress fashions. 

From a merchandising standpoint, Miss 
Percilla noted that California jewelers 





West Coast jewelers gather at the Town 
House, Los Angeles, to honor the JIC's 
Fashion Director, Martha Percilla. Left to 
right: Herman Siegel (Robbins' Credit Jew- 
elers), Los Angeles; Max Strasburg (Stras- 
burg's, Inc.), Hollywood; Perin |. Clark 
(Harry Winston, Inc.), Los Angeles; George 
Houston (Houston's), Los Angeles, and A. 
N. Slavick (Slavick Jewelry Co., Inc.), Los 
Angeles. 
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Winsen Chosen to Head 
Detroit Jewelers Association 


have developed many new techniques in 
display and store design that might well 
be copied by jewelers throughout the na- 
tion. Jose Winsen of the Jose Winsen Co., 
The broadening of the California scene Inc., was elected president of the Detroit 
with the western migration of many big Wholesale and Manufacturing Jewelers As- 
businesses has added new incentive to the sociation at a recent meeting. Other officers 
West Coast jeweler, she said. The pro- elected for the ensuing year were: Albert 
portional increase in special order work, Kanberg of Scribner & Loehr, Inc., vice 
for example, is interpretable as a sign of —— 4 
; president; George Haller of J. Geo. Haller 
serious thought on the part of the buying & Ss nl oo 
cubic wonnnk tan tiny. Son, treasurer, and Jack Brodie of A. 
California sports wear, Miss Percilla be- Brodie, secretary. 
Heves. io reGected to cess eatees im Wea Named to the board of directors for 1950 
Coast jewelry design, especially in the were: D. L. Gautherat of E. H. Pudrith 
popularity of massive sculptured gold Co., Inc.; Herbert Segal of Jacob Segal & 
medallions and pendants for casual occa- Son, Inc., and Joseph Horwitz of Wachler 
& Horwitz. 


sions. 
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...an unusually distinctive 
hallmark of quality! 


The selection of the De Bruce Floor 
Clock is an expression of your good taste Better 



















A OO) . 
POPP LRP IOI . 





é shops will impress customers with their ability to 
f select and obtain the unusual for their chents 
Rich in old world charm. the handsome De Bruce 
Floor Clock combines exquisite good taste 
with the best clockwork obtainable making it one of 
the finest decorative pieces we have been 
privileged to offer the trade. The De Bruce includes 
pleasing, melodious chimes and hand 
worked case fashioned by master cabinet makers 





No Electrical Outlet or 
Keys Needed with 
The DE BRUCE 
... Just Pull the Coun- 
terweight Each Week 


That is all that is 
needed to keep the 
De Bruce Floor Clock 
running perfectly. A 
fully balanced wind 
ing mechanism built 
into the superb eight 
day movement 
means that De Bruce 
accuracy in time. 
keeping matches its 
excellent appear- 
ance. 





















EXCLUSIVE DE BRUCE DISTRIBUTOR 


WALTER KOCHER & COMPANY 


17 WEST 57th STREET, NEW YORK 19, N.Y. 
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New Diamond Fashions For ‘50 
Shown in Television Newsreel 


Diamond jewelry as worn with French 
creations was filmed recently in the Paris 
studios of artists Van Dongen and Rene 
Gruau for an NBC-Television reel which 
features 1950 gowns with diamond jewelry 
and today’s hairstyles. The modern styles 
are compared to the mode of the twenties 
as painted by Van Dongen and sketched 
by Gruau. The film will be shown in 
America on the NBC-Television network 
and in Warner Brothers theatres. It will 
be released internationally through Pathe 
News. 

In the studio of Van Dongen, using por- 
trait paintings of notable ladies of twenty- 





five years ago as a backdrop, models are 
shown wearing diamonds by Mellerio dits 
Meller (Paris and Madrid) with gowns by 
Balmain, Fath and Rouff and with hair- 
styles reminiscent of the boyish bob of 
that era. Diamond bracelets, worn several 
on one arm, were shown with a 1950 Fath 
creation. Guy Mellerio’s diamond upper- 
arm bracelet is featured as a 1950 innova- 
tion in ways to wear diamond jewelry. 
Jeweled pantalettes, to cover the knees 
under a skirt of layers of tulle, is a 
method Balenciaga uses to make 1950 
fashion news. A diamond choker-collar 
forms contrasting sparkle at the throat of 
this modern miss on the screen. Diamond 
pendant earrings and a wide diamond 
necklace add glitter to a Dior gown of 























Here’s what you get with your 
initial order of twenty Rings-O- 
Bliss matched wedding sets... 


An eye-catching tray... 
grain-leather, velvet-lined; the per- 
fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 


A complete line of high quality, 


fast-moving sets in all sizes. Assort- 





When you oder Kings 0 Bhs. 
You get this tray-and moro! 








ment is polished and reviewed an- 
nually to insure steady turn-over of 
each design featured. 


Twenty-four hour service for 
personalized engraving and ship- 
ment of every set you sell. Again at 
no extra cost, just part of our ex- 
tensive service-to-dealers program. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 
the eyes of potential buyers. All 
yours with Rings-O-Bliss. 


Write for beautiful new 1950 catalog of Bliss Rings 
A few choice territories available in 1950 for established salesmen 


Ble King C2 


29 EAST MADISON STREET 
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blue iridescent “fish scales” jn the picty 

More 1950 fashions in diamonds han 
in the television reel include a Stylized a 
mond leaf worn in the hair that dunseis 
on the forehead in East Indian fashion, 
Diamonds in the hair and at the throat 
are featured with a Dior ball gown of five 
tiers of tulle embroidered with gold pail. 
lettes. 

Diamond necklaces worn as Part of the 
coiffure with a pendant dangling on the 
forehead is a trend of the current modes 
as shown in this film of fashions “then 
and now.” 





Guy Mellerio, of Mellerio dits Meller, well. 
known jewelers in the Rue de la Paix, Paris, 
and of Madrid, places a diamond choker on 
a Balenciaga model before the filming of 
NBC Television fashion shown in Paris. 


Tiffany Blames Excise Tax 
For Sharp Drop in Earnings 


In reporting that Tiffany & Co. earned 
$19,367 for the year ending Dec. 31, 1949, 
Louis de B. Moore, president of the firm, 
stated that this sharp drop in annual earn- 
ings was caused by the “very greatly in- 
creased resistance of customers to the 20 
per cent federal excise tax.” 

Mr. Moore said that as a consequence 
of the publicity given during 1949 to the 
early reduction or repeal of the excise tax, 
many customers postponed or refrained 
from buying articles subject to the tax. He 
pointed out that sales of articles so taxed 
decreased by 21 per cent from 194, 
whereas sales not subject to the excise tax 
increased by 2 per cent. 

“As a further indication of how this 
consumer resistance affected our business,” 
Mr. Moore reported in his annual message 
to stockholders, “the earnings for 1949 may 
be compared with the average of the earn 
ings, $445,643 per year, for the eight pre- 
vious years comprising the period during 
which we have been located at Fifth Ave. 
and 57th St.” He also reported that al- 
though the company’s earnings for 1949 
did not cover the dividend paid during 
December, the firm considered their finan- 
cial position warranted a payment of 2 
per share, amounting to $329,120. 

“Consideration of reduction or repeal of 
the excise tax is now being undertaken 
by the Congress,” Mr. Moore declared, 
“and we believe that some favorable action 
will ensue in the present session. We, 
therefore, confidently look forward to com 
siderably improved business and earnings 
in the event of such legislation.” 
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iViSi the founder, J. W. Wight. The store is now St., San Mateo, Calif., for the past 40 years. 
Kocher Heads sameny es | operated by Hermon and Carroll Wight, Horowitz is from Kansas City, Mo., being 
ute, In Catholic Charities Drive son and grandson of the founder. Another in the retail jewelry business there, while 
a Walter Kocher, of 17 West 57th St., New son of the founder, John Wight, was also Soskin is a San Francisco man, previously 
- ‘tk has been named chairman of the a partner at one time. in the men’s wear business. 
nds on Iry division of the Cardinal’s special The store was remodeled in 1931 and - 
on. _ Committee of the Laity. James Roo- a tile front and many new features were Bristol Meets Today's Market 
‘Oat gilts f Black, Starr and Gorham, Inc., is added. Up until that time there had been " . ’ Y 
are ar oeethianaal little change in its appearance since the With New Ring Line 
all a4 its current 3lst annual appeal for store was founded. A new line of wedding ring ensembles 
th funds, New York Catholic Charities is Another grandson of the founder, Lloyd priced for the mass volume market (where 
the seeking a total of $2,175,000. John A. Cole- Wight, operates i jewelry store in nearby excise tax resistance is at a minimum) has 
des man, executive chairman of the Laity Com- New London, Ohio. just been released by Bristol Seamless 
ie mittee, stressed the fact that during 1950 ; Ring Co. Because this new line allows for 
more than 18,000 dependent, handicapped H. Horowitz and R. Soskin ge — of sizes in ne — stone, 
delinquent children must be cared for the jeweler has a greater latitude in meet- 
om Catholic Charities, in additon to the Purchase San Mateo oe ing the exact requirements of his various 
many other functions in the Archdiocese. Harry Horowitz and Ray Soskin have customers. | | 
The jewelry committee, he added, is cer- bought the jewelry store of Benoit The These rings are available in 14 karat 
tain to raise its quota of $12,500 by solici- Jeweler which has been located at 224 B gold and 10 per cent iridium platinum. 
tation in the jewelry trade. 
‘Yellow Goddess’ Makes Debut | ra e | | " * epee \ | ‘ | 
Bl 1e woidaden lears /AMeCaAC... 
|. 
is, 
on 
of 





d 
9 The first “coming-out” party for a dia- 
n, mond was held on Monday, January 30th os 
I at Romanoff’s in Beverly Hills, Calif., by a 
! Bud Tobias of the Beverly Hills shop, aa 
0 Jewels by Tobias. 

Introduced to the press, society and 


dull lump of blue ground after two years 
of negotiation, it originally weighed at 


€ filmdom, the “Goddess” is a 29% carat, 
e emerald cut yellow diamond, esconced in 
platinum and flanked by triangular dia- 
d monds. : 
Purchased a short 24 months ago as a 
, 





Pictured is brand new 





that stage 100 carats in size but was com- a x. ' 
pletely unpredictable in quality. Cleav- A W-72.....$7.50 List 
age, polishing and a masterful job of 


se " 


, sun-yellow and completely flawless. eee other gifts may be forgotten but her 


emerald-cutting showed it to be a rare 
The stone has been held for presenta- . . | 
tion as California’s diamond for her Golden B ridal B ook will be treasured es always ° 


Centennial year. After a tour of several 
cities throughout the country, the gem will 


























be offered for sale at $72,000. r= —_ nee GED CD EERE cane ECR cle ca 
- G ; -¢ 
) 6. R. Gilson Y Company C. R. Gibson & Company, Norwalk, Conn. 
! Wight Jewelry Company PUBLISHERS | Ship us an Assortment of Gibson 
, Marks 96th Year ‘» Trade | Bridal Books to retail [_] $1.00 to $2.50 
) Nexwalk, Connecticut [) $2.50 to $5.00 [] $3.50 to $10.00. 

Ninety-six years of service to the buying Assortment should total [] $25 [_] $50. 

age are currently being celebrated by | [-} $100. 

the Wight Jewelry Co. of Wellington, Ohio , : . 
, ; ; ; ‘ l h Displ 
| The firm has the unique record of having = —_ vated Comege — Company 

been continually operated on the same 200 Fifth Avenue Merchandise Mart | Address 
| block for a period of 90 years by the | : 
| same family. J 
| Founded in Garrettsville in 1854, the Mail Orders to Norwalk ; Signed by 

store was moved to Wellington in 1859 by 1 J-4 
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Excise Rebates Legal— 
But Retailers Take Loss 


The Jewelers Vigilance Committee, in 
response to many requests for information 
in reference to tax refunds, has obtained 
from the Bureau of Internal Revenue a 
ruling on the subject which is interpreted 
as follows. 

There is no law which prohibits a re- 
tailer from reducing or adjusting the sell- 
ing price of an article subject to the retail 
excise tax by any percentage he so wishes 
or from advertising that he will do so if 
the tax is reduced prior to a certain date. 

Should the tax be removed or reduced 
prior to the date specified, the retailer can 
change his records to indicate a lower 





selling price, thus reducing the amount of 
the excise tax he has to pay on the sale. 

The Bureau points out that the retailer 
is entitled to a tax refund if he had already 
remitted the tax on the original full selling 
price. This refund will be proportionate 
to the portion of the selling price which is 
repaid to the customer. For example, if a 
particular article is sold at retail for $200 
plus 20 per cent tax of $40, making a total 
selling price including tax of $240, and 
subsequently the customer is repaid $20 
(due to the fact that the tax rate is re- 
duced to 10 per cent) the retailer is en- 
titled to a refund or credit of $3.33. It 
will be seen that this is one-sixth of the 
$20 refunded to the customer. 

William Wagner, executive secretary of 
the National Association of Credit Jewel- 
ers, in a recent NACJ bulletin, reiterates 


RENE VAUGES CO. presents 


EXCLUSIVE DESIGNS IN FINEST 





() QUALITY WATCH ATTACHMENTS 





























In yellow or 
white gold and 
platinum, 


from $31 to $450 


(KEYSTONE) 


Lovely to look at—delightful 
to wear ... these precious bracelets 


in snakes, basket weaves and links 


1) with our original built-in bushings... 
Mr bring a lifetime of pleasure. 


Designers and 


M anufactu rers 
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Send today for illustrated price list 


a 
515 West Seventh Street 


Los Angeles 14, Calf. 























that excise taxes must be 3 

made before excise tax Foch het, 
goes into effect. To advertise now that rs 
cise tax refunds will be made to customers 
means offering a discount by “whipping 
the devil around the stump,” it declares 

“Jewelers who offer excise tax refunds 
to their customers will in no way be fe. 
lieved from excise tax liability on any type 
of taxable sale—-cash, charge account or ip. 
stallment—provided the sale is made be. 
fore excise tax reduction or elimination 
becomes effective,” the bulletin adds. 

“The soundest advice that can be given 
retail jewelers is to do the best they can 
to make sales in the face of widespread 
publicity that there is virtually positive 
assurance that there will be elimination o; 
reduction of the excise taxes at an up. 
known time. Undoubtedly, the most effec. 
tive way will be to explain to customers 
who ask for excise tax refund-agreements 
that taxes have to be paid when sales are 
made and, once they are paid, there is no 
way to get the money back from the Gov. 
ernment.” 

Hugh M. Bennett, counsel for the 
Jewelry Industry Tax Committee, also re. 
cently commented on the present situation 
with regard to retailers offering refunds 
based on elimination or reduction in the 
excise tax. Excerpts from his remarks were 
contained in a story that appeared in Tue 
JEWELERS’ CIRCULAR-KEYSTONE for Febru- 
ary, 1950, page 180. 


Kornbrodt Elected President 
Of Jewelers Fraternal Ass'n. 
Joseph Kornbrodt, of Cahn & Kornbrodt, 


Inc., was advanced to the presidency of 
the Jewelers Fraternal Association at the 
annual meeting held March 9th at 
Schwartz’s Restaurant, New York. Mr. 
Kornbrodt succeeds Andy E. Andersen of 
Ripley & Gowen Co., Inc. Edwin Schuster, 
of M. J. Schuster, who last year was sec- 
retary of the board of governors, was 
elected vice president, and Charles Parker, 
of H. F. Barrows Co., was re-elected sec- 
retary-treasurer, 

Those selected to serve on the board of 
governors are: Joseph Kornbrodt as chair- 
man: Andy E. Andersen, immediate past 
president; John M. Tonry, of A. Micallef 
& Co., as secretary of the board, and 
Walter A. Meyer, of Dunn Bros., all for 
a term of one year. Elected for a two-year 
term were Jack Carling of National Jeweler 
and Julius Hurley of the Hurley Watch 
Co. 

The loss by death of four members dur- 
ing 1950 was reported, together with the 
election to membership of an equal num- 
thus maintaining a roster of 200 
members. 


ber. 


— —_ 


Shapiro Heads Drive in L. A. 


Benjamin Shapiro, president of Le Roy’s 
Jewelers, 633 S. Broadway, Los Angeles, 
Calif. has been named chairman of the 
Jewelry Division of the 1950 Los Angeles 
United Jewish Welfare Fund. 

The drive seeks $11,620,000 this year for 
ereater Los Angeles to support over 50 
local, national and overseas beneficiary 
agencies. 
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ees of Oneida, Ltd. 


lo 
— irm's Profits 


Share in F 

An end-of-year profit bonus, which Gen- 
eral Manager M. E. Robertson said was 
“based entirely upon the good results ac- 
complished in the year 1949," was distrib- 
uted to Oneida employees during the month 
of March. This marks the fourth time 
within the last 12 months that Oneida em- 
ployees have shared in the distribution of 
the firm’s profits. In addition to a special 
vacation bonus and a Christmas bonus, 
employees also shared in a “short time 
wage bonus plan” for seven weeks during 
the summer months. 

Under provisions of the end-of-year 
profit bonus, as outlined by Robertson, 
employees with from six months’ to one 
vear’s service received one standard week’s 
wages as their bonus. Employees with over 
one year’s service received two standard 
weeks’ wages. All salary people received a 
bonus based in direct relation to their 
responsibilities and performance. 

In complimenting employees on_ the 
“hang-up job” they did in 1949, Robertson 
pointed out that the total 1949 profit and 
wage bonuses amounted to slightly under 
$1,000,000. The actual end-of-year bonus 
amounted to $580,000. 

Mr. Robertson also reported that Oneida 
has completely repaid a two million dollar 
loan which was borrowed right after the 
war to finance postwar plant expansion, 
Jarger inventories and_ larger _ sales. 
“Friends.” he declared, “that’s cause for 
rejoicing. We own our home, free and 
clear. We can burn the mortgage and 
take mama to the movies.” 


UJA Starts 1950 Fund Drive; 
Heller Accepts Chairmanship 


Ernest S. Heller, of L. Heller & Son, 
Inc. New York, has accepted the chair- 
manship of the 1950 Costume Jewelry Di- 
vision campaign of the United Jewish Ap- 
peal of Greater New York. Mr. Heller, 
who succeeds himself as chairman, is in 
the midst of a two-month business trip 
to Japan. 

In accepting the chairmanship, Mr. Hel- 
ler issued the following statement: 

“The recent newspaper stories about the 
cold and privation in Israel’s reception 
camps should remind us that our mighty 
efforts of the past have started the move- 
ment of hundreds of thousands of people 
who have yet to find peace, warmth and 
a place to settle permanently. We cannot 
neglect these people. We must help by 
giving them the chance to get the barest 
rudiments of living conditions. 

“It takes no convincing to understand 
that the religious, welfare and cultural 
services within American Jewish commu- 
nities, and among Jewish veterans and 
soldiers, must be continued. We will in 
the same way support programs for inter- 
group relations and for the protection of 
human rights everywhere. The campaign 
for decency and democracy must never let 
up. 

“I know that once we take this grand 
constructive program to the members of 
our industry, they will come through with 
lying colors, as they have done before.” 
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The ULnited Jewish Appeal of Greater 
New York is the sole fund-raising agency 
in the metropolitan area for the United 
Palestine Appeal; the Joint Distribution 
Committee (including ORT); the United 
Service for New Americans; the New York 
Association for New Americans; the Joint 
Defense Appeal of the American Jewish 
Committee and the Anti-Defamation 
League of B'nai Brith; the American 
Jewish Congress; and the National Jew- 
ish Welfare Board. | 





Ronson's "Twenty Questions" 
Continues on TV | 


Ronson Art Metal Works, Inc., announc- 
ed a change in its television schedule for | 





the popular “Twenty Questions” radio and 
TV show. 

WOR.-TV will continue to carry “Twenty 
Questions” through the May-June gift- 
giving season. The Televersion of the 
show may be viewed on Fridays from 8:00 
to 8:30 P.M. The radio show, heard over 
the full Mutual Broadcasting System net- 
work, will continue on Saturday nights 
from 8:00 to 8:30 EST. 

Since March 31 and continuing through 
June 23, “Twenty Questions” has also 
been telecast, on the American’ Broad- 
casting Company’s_ interconnected _ net- 
work, supplemented by the new improved 
kinescope in West Coast markets. WOR-TV 
will, however, be the only local New York 
outlet. 
















TIME SAVER 

MONEY SAVER 
DETECTS ERRORS 
THAT OTHERS CANT” 


Writes Munising Jewelers 


“Congratulations on the TIME-O-GRAF. 
Truly a Time Saver. Unbelievable what it 
can detect in a watch. We are finding de- 
fective mainsprings and bent train wheel 
teeth that other machines can’t detect. The 
Paulson Time-O-Graf gives you answers 
that others can’t.’’ 


Signed: Munising Jewelers, Munising, Mich. 
ON THE PAULSON’ TIME-O-GRAF 
with continuous tape record, it is pos- 
TN ¥y sible to get all the answers including 
the train, pallet stone, roller jewel, 
etc., on one complete record. 
ON THE PAULSON’ TIME-O-GRAF 
O l is it possible to reveal a continuous 
nN ¥y record of all positions on one tape 

without stopping the machine. 
ON THE PAULSON’ TIME-O-GRAF 
| can you regulate your watch and see 
Only exactly what it is doing as you move 
the regulator. Wonderful for hair- 

spring work, too. 

The PAULSON’ TIME - O - GRAF 
O l Gives You Superior Scanning Speed 

n ¥Y And Also Unparalleled Scientific Ac- 
curacy. 

ON THE PAULSON TIME-O-GRAF 
do you have exact scientific 
TN printer bar action with 3 times 
the resolvent power of any other 
timing machine. 
PAYMENT PLAN AS LOW AS 


Only $49Q00 $2427 iSur 


LESS 2% FOR CASH 
HENRY PAULSON & CO., 131 S. WABASH AVE., CHICAGO 
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TRUTH 





Ce aah 


TRUTH ALWAYS WINS 


PROVE IT 


WITH A 
INE N O RISK 
Nothing Equals TR IAL 


Its Perfect Accuracy 





USE THIS HANDY COUPON 
HENRY PAULSON & CO., Dept. C4, 131 S. Wabash, Chicago 3 | 
| a Please send Paulson Time-O-Graf on no risk 


trial. 

[] Please send Paulson Time-O-Graf at $490.00 | 
| less 2% for Cash. | 
| []) Please enter order for Time-O-Graf—$/00.00 ! 
, with contract. Balance $24.27 per month for | 

18 months. | 
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| SE hiiceviensaiens~Sencdeunwanss — 
| See are eer State........ : 








HELP WANTED! 


(“the best to be had” ) 


Frankly, this lead- } 
line speaks for it- 
self! ... I want the 
best salesman in 
the industry asso- 
ciated with this or- 
ganization. 

Our Company is a 
leader in the dis- 
play field; manufac- 
turing and selling 
direct Amer- 
ica’s largest line | 
and selection of: ; 


JEWELRY DISPLAYS 
SHOWCASE SYSTEMS «¢ WINDOW PLATFORMS 
RING TRAYS ¢ SEASONAL BACKGROUNDS 
LEATHER BOXES, ETC. 


Each and every one of our men do a 
good job in selling and earning money. 


it’s hard work but we give our men every 
merchandising cooperation, big earning 
incentives and a line that is right in price. 
quality and acceptance. 


This is a positive fact . . . present terri- 
tories are so large that I must divide 
them and consequently add one good 
man to work in the vicinity nearest his 
home. 


Our complete line is ready to go and 
it’s mighty necessary that I choose MR. 
RIGHT very soon. 


Are you interested in this proposition... 
If so, I shall appreciate hearing from you 
with all the data... such as your experi- 
ence and knowledge of jewelry displays. 


Yes, I am being careful and furthermore, 
this advertisement is being published in 
display form to encourage the window 
trimmer as well as the traveling salesman. 


William Korn 


President 
WILLIAM KORN & CO. 
Designers & Manufacturers, Inc. 
* 


WILLIAM KORN DISPLAY 
& FIXTURE CORPORATION 


Mechanical Displays & Complete 
Jewelry Store Equipment Division 


17-21 ELM STREET ®@ 
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BUFFALO 3, N. Y. 
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NEW YORK JEWELERS HAVE GALA TIME AT BANQUET 





Queen Mary of England last fall said 
there was not enough respect for tradition 
in the world today. Yet tradition was one 
of the motivating forces which was behind 
the annual dinner dance of the Executive 
Board of Retail Jewelers Associations of 
Greater New York.—held as usual in the 
Hotel Astor. There on Sunday, March 19th, 
in the Grand Ballroom, retail jewelers from 
all boroughs of New York gathered to en- 
joy the annual event and share in the 
entertainment and dancing. 

Phineas Peters, general chairman of the 
Executive Board and president of the 
Brooklyn RJA, presided, while Emanuel 


-Belman, vice chairman and president of the 


Metropolitan RJA, handled the details con- 


nected with the smoothly running function. 


Seated at the head table were William 





J. Marino Observes 25th Year 
With Mele Manufacturing Co. 


Joseph Marino, plant superintendent of 
the Mele Mfg. Co., Inc., 366 Fifth Ave., 
New York, manufacturers of jewel boxes, 
was guest of honor at a testimonial dinner 
recently, honoring his 25 years of service 
with the company. 

Fifty-five supervisors were among the 
many employees who were on hand to 
welcome Mr. Marino. After dinner, Emidio 
Mele, founder of the Mele Manufacturing 
Co., Inc., presented the guest of honor 
with a gift for his long and loyal service. 





Happy smiles greet the cameraman at the 
dinner held in honor of Joseph Marino, plant 
superintendent of the Mele Mfg. Co., Inc., 
who is currently celebrating his 25th anni- 
versary with that firm. Shown at the dinner, 
are, left to right: Edward Mele, Mr. Marino, 
Emidio Mele, and Joseph Mele. 





Wagner, executive secretary of NACJ, and 
Mrs. Wagner; Kenneth I. Van Cott. presi: 


dent 


of ANRJA, and Mrs. Van Cott: 


Charles T. Evans, secretary of ANRJA, and 
Mrs. Evans; Sam Jacobson, advisory chair. 
man of the Executive Board and chairman 
of the Trade Ethics Committee; Harry M. 
Neutra, president of the Long Island RJA, 
and Mrs. Neutra, and Joshua Levin, presi. 
dent of the Bronx RJA, and Mrs. Levin. 


q Hunt’s Jewelry store in Alameda, Calif,, 
has been purchased by Arthur Ellis. E. 
Hitchcock will serve as manager of the 
store and chief watchmaker. 

















DEPENDABLE 


REPAIR 
SERVICE 


24 to 48 Hours Service 


The most completely equipped Trade 
Shop in the United States with facilities 
to handle all types of repairs including 
the following: 


WATCHES & JEWELRY 
FOUNTAIN PENS 
CIGARETTE LIGHTERS 


Also 


ENGRAVING—STONE SETTING 
PLATING—LAPPING 

PEARL RESTRINGING 

PICTURE ENGRAVING 

WATCH CRYSTAL FITTING 
SPECIAL ORDER WORK 


All Watches timed by “Watch Master” 


with 


dependable accuracy. Com- 


plete Insurance Coverage. 


Jersey City 


Dependable Jewelers 


652 Newark Avenue 
New Jersey 
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AP BM eo 
Bernard Landau, 608 Fifth Ave., New 


( ‘led on the Ile de France February 


York, sa! My 
10th for a three months visit to the Euro- 


pean gem markets. Mrs. Landau is ac- 
companying him. 
4 Larry Lasner, owner of the Lasner 
Jewelry Corp., 65 Nassau 5St., New York, 
has recovered from his automobile accident 
of September 19, 1949, and will be back at 
the office April 15th upon his return from 
convalescence in the South. 

4 The Metro Sacks Co., whose main office 
‘s located at 135 West 125 St., New York, 
recently purchased the building and plans 
extensive alterations. 

¢ The 23rd annual exhibition of jewelry 
designs created by student designers of the 
class conducted by Christian A. Jakobb, 
will be held at the Mechanics’ Institute, 20 
W. 44th St., on April 6. The exhibit will 
be open from 2 to 6 P. M. to members of 
the trade and official representatives of 
trade associations, schools and colleges. The 
public will be able to attend the exhibition 
from 7 to 9:30 P. M. Four awards will be 
presented to students who have executed 
the most outstanding jewelry designs. 
Three medals have been donated by the 
Medallic Art Co., New York, and one prize 
has been made available by the Mechanics’ 
Institute. 

4 George Robert Wilson, a watchmaker for 
the past 27 years, has opened an office at 
580 Fifth Ave., New York, where he will 
specialize in dialing, casing and repairs for 
importers and private trade. For the past 
12 years Mr. Wilson has been employed by 
Swiss watch importers and prior to that 
had worked in American and Swiss watch 
factories and retail and credit jewelry 
stores. 

¢ Pauline Hartman, for many years in the 
wholesale jewelry and silverware business, 
has opened her own firm in the Gift & Art 
Building, 225 Fifth Ave., New York. Miss 
Hartman was most recently connected with 
China Overseas and the J. W. Robbins Co. 
q The firm of Harms & Bogosian, Inc., 2 
West 47 St., New York, recently termi- 
nated its corporate business. Harry Harms 
will carry on business under the firm name 
of Harry Harms & Co., at 542 Fifth Ave., 
New York. Ara Bogosian has opened his 
own firm, Ara Bogosian & Co., at the 2 
West 47 St. location. 

4 John K. Morrison, retiring president of 
the Yonkers Jewelers Association, was 
honored at a testimonial dinner at the 
Birch Brook Inn on Thursday night, Feb- 
ruary 9th. Samuel Lund was chairman and 
installed the new president, Samuel Wood- 
row. Mr. Woodrow welcomed the guests 
and presented a radio to Mr. Morrison on 
behalf of the association. 

¢ The regular monthly meeting of the New 
York Guild of the American Gem Society 
was held on Tuesday evening, February 
28th, at the offices of J. R. Wood & Sons, 
216 E. 45th St., New York. The topic of 
the evening was preceded by a short busi- 
hess meeting at which Bill Greenfield ap- 
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pointed a nominating committee for elec- 
tion of officers. Named to the committee 
were Herb Reid, Arthur Muller and Harry 
Gerber. An interesting, educational dis- 
play showing the evolution of the gem 
stone from the “rough” to the finished 58- 
facet “brilliant” cut diamond was explained 
by Miss Dorothy Dignam of N. W. Ayres 
& Sons. Dr. Ralph J. Holmes lectured on 
“The Origin of Gem Materials Associated 
with Metamorphic and Sedimentary Rocks” 
and brought along numerous specimens to 
pass around the group for inspection. 

q The dissolution of the retail jewelry firm 
of Eagle Jewelers, 1791 Broadway, New 
York, was recently announced by Samuel 
Horowitz. 

q Bickman, Inc. is the new trade name for 
the firm of Harry S. Bick and Son, 542 
Fifth Ave., New York. The business was 
incorporated on April Ist and the follow- 
ing were appointed as officers: Harry S. 
Bick, president; Henry S. Stevenson, vice 
president; Harry S. Bick, Jr., treasurer, 
and Maud E. Griffin, secretary. 

q Rudolph Bros., Inc., with headquarters 
in Syracuse, New York, conducted a 
“Family Savings Sale” through the medium 
of a 12-page tabloid insert which was in- 
cluded with daily newspapers in the vari- 
ous cities where the firm operates stores. 
The tabloid section contained both edi- 
torial material and ads featuring a wide 
variety of sale merchandise. 

q Two anniversaries are currently being 
celebrated by the firm of F. D. Kernochan, 
Inc., jewelers and opticians of Middletown, 
N. Y. One is the observance of the firm’s 
75th year in business this month and the 
other is the anniversary of John J. Hogan, 
president and treasurer, who is celebrating 
his 50th year with the store. 


Members of Golden Circle Club 
Elect Robert Rodd President 
Robert Rodd of the Master Watch Case 


Co. was elected president of New York’s 
Golden Circle Club, an organization of 
jewelry-industry sales executives, at the 
monthly meeting of the club in the King 
Edward Hotel, New York, on March 13th. 

Other officers elected for the ensuing 
year were: Albert Walden, vice president; 
Jack W. Carling, secretary; Harry Rod- 
man, treasurer; Joseph Hornstein, financial 
secretary, and Ben Rosenthal, sgt.-at-arms. 

Named to the board of directors were 
Joe Dinstman, Dave Weinberg, Harold 
Pearlman, Julius Hurley and George Gary. 





Goodman Announces Retirement 


Joseph C. Goodman, who for over 40 
years has been associated with Louis Man- 
heimer & Bros., 608 Fifth Ave., New York, 
recently announced his retirement from the 
firm and the jewelry business. He has 
turned over the business to five employees 
who have been with him for many years. 
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22 West 48th Street, New York 
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DIAMONDS 


All Sizes - All Qualities 
Imported from Belgium, Holland and 
Israel, sized and classified. Mail orders 
filled promptly. Ask for Price List No. 16 
of Sept. 1949. 
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SMELTERS & REFINERS 


Specialists in 
Processing Precious Metals 


JOHN STREET REFINING CO., INC. 


REctor 2-0853 

















history since 1779. 

Mr. Foulke goes on to point out that the 
inverse correlation which exists between 
the level of wholesale commodity prices 
and the index of yearly business embar- 
rassments would seem to be quite normal. 
The principal reasons for business failures 
—lack of working capital, excessive lia- 
bilities, top-heavy fixed assets, inadequate 
sales, excessive inventories—are all results 
of faulty thinking that can be laid at the 
doorstep of the executive staff. Mistakes 





panying subtle devaluatton, may be some- 
what more permanent.” 








LOWER PRICES 
BETTER WORKMANSHIP 

UICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
*““Send Me Your Next Package.’’ 

M. J. STERN 

Repatring of Jewelry & Special Order Werk 
61 Beekman Street New York 7, N. Y. 
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across-the-Counter Gem Sales 
Made Easy With New Devices 


d more efficient method of 
handling loose diamonds across-the-counter 
-. claimed for the twin Gem-O-Graphs, 
, in production by the recently or- 
zed Gem-O-Graph Corporation of 


A new an 


now 


gani : 

4merica, Inc., New York. | 
Stanley Freeman, long known in the 
diamond business and president of the 





The “Carat System Gem-O-Graph"” ... 





of tweezers and loupes unfamiliar to the 
public. 

Primary purpose of the Gem-O-Graphs, 
however, is to enable customers to under- 
stand diamond sizes and various fancy 
diamond cuts—quickly, dramatically, with- 
out the necessity of long, involved ex- 
planations. 

Both Gem-O-Graphs are striking in ap- 
pearance, with genuine diamonds set vivid- 
ly against a background of rich black 





showing genuine diamonds, plainly identified, from | 


one pointer to one carat. 


new firm, believes the two devices will 
prove efficient, time-saving selling instru- 
ments, largely reducing such problems as 
constant weighing, recounting, cleaning of 
diamonds shown customers, as well as use 









SEs 


Fiat $1.75 Breguet $2.50 


Dy \aey “PR STAFFS ($1.25 with vibration 
| a FITTED: ) $1.75 without 


a BON REE SERVICES: Restud, 


Recollet, Poise. See 
TLSGCMITMTTRM cur classified ad for 
CHARLES THOMAS 


complete information 














PQ Bor 330 306 32nd St Union City NJ 














AND OTHER SEMI-PRECIOUS 
STONES 
ORIENTAL JEWELRY 


F. R. GABBOTT & CO., LTD. 





P.O. BOX 232 HONGKONG 














Parts for all makes of 
Swiss & American watches 


Prompt mall service 
Write for Price List C 


DEAN WATCH COMPANY 


| WATCH MATERIALS— 





116 Nassau S¢#. New York 7, N. Y. 
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velour. Under each stone, engraved on tiny 
plates, is a description of its size or cut. 
with the store’s name also prominently 
engraved on a central plate. The frame 
is of glistening stainless steel and a tightly 
sealed removable glass cover prevents dust 
accumulation. 

System Gem-O- 


The so-called “Carat 


Graph” shows ten genuine round cuts, or | 


brilliants, the sizes consisting of a one 
pointer, three pointer, five pointer, ten 
pointer, one quarter carat, one-third carat. 
forty pointer, one-half carat, three-quarter 
carat and one carat. The “Fancy Cuts 
Gem-O-Graph” shows genuine diamonds of 
cuts that include, not only the better known 
emerald, marquise and square cut and the 
tapered, long and stubby baguettes, but 
also the lesser known (to the public) pen- 
tagon, half moon, triangle. trapeze, kite. 
etc. 

Offices of the corporation are at 608 
Fifth Ave. 


Gagliardo Heads G & K Co. 


The G & K Co., manufacturing jewelers 
located at 691 Citizens Building, Cleveland, 
Ohio. was recently reorganized and owner- 
ship of the firm was transferred to J. N. 
Gagliardo. Mr. Gagliardo stated that he 
will continue the business under the trade 
name of the G & K Co. 








14 kt. Gold & Platinum 


Cigarette Cases 


Powder Boxes Lipsticks 


Bracelets Rings 
Brooches Clips 
Earrings Cuff Links 


Necklace Clasps 


GUTENSTEIN BROTHERS 
18 East 53rd Street 
NEW YORK, N. Y. 


Pacific Coast: Hubert A. Wood 
649 So. Olive St., Los Angeles, Cal. 

































Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in alll sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 
220 W. 19th St. NEW YORK I, N. Y. 














#11J—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red, 
Nk in tn ts wretched $7 K 
#223 Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green ......... 11 K 
#35) — Genuine Calf Leather 
with gold tooled border, Black, 
Brown, Tar, Red and Ligh 
ERR PE arEE $13 K 
m 23” and 253” for Swiss and 
im Waltham. Immediate Delivery. 

PARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 26 
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by EDWIN FREED ADVERTISIN 
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1S AT 1233-6th AVE. AT 49th ST., N. Y. C. 
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LET US HELP 
U 
Ralse Cast 








Be 


MAX JUROW 


(President Mid-Town Auction Center, Inc. ) 


Recent sales conducted 
for these jewelry stores:— 


I. Rhoad’s Jewelers — Louis- 
ville, Ky. 
2. Gotham Jewelers — Yon- 
kers, N. Y. 
3. Stewart Jewelers — Stam- 
ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
eash against meney 
that will be realized 
from auction sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 


Jewelry Center of the World) 


on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank, Times Square Branch, 


New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdson 6-4127, 4128 
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ROLEX OFFICIALS ATTEND ANNUAL SALES CONFERENCE 








Gathered for the annual Rolex Watch conference, and pleased not alone with results of the 
year behind, but with the interesting prospects for a bigger and better year in 1950, are 
officers and representatives of the American Rolex Watch Corporation, and Rolex facto 

director, Rene Jeanneret. from Geneva, Switzerland. The group, from left to right, includes: 
E. Wieselberg, Eastern representative; R. P. Jeanneret, director of sales and advertising, 
Rolex factory, Geneva, Switzerland; R. P. Dentan, vice president and sales manager, American 
Rolex Watch Corporation; E. J. Meyer, treasurer and business manager, American Rolex 
Watch Corporation; H. Scheele, Midwest representative; Roy Dixon, Southern and South. 

western representative, and Lee Parks, Pacific Coast representative. 
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Bromley Succeeds Hurley 
As President of MLOC 


Harry J. Bromley, of National Jeweler, 
succeeded Julius Hurley, of the Hurley 
Watch Co., as president of the Maiden 
Lane Outing Club, at the annual meeting 
held March 9th at Schwartz’s Restaurant, 
New York. Louis Cutler, of Louis & 
Max Cutler, was elected vice president and 
Jerome L. Grant, of American Jewelry 
Distributing, Inc., continues in his time- 
hallowed job as_ secretary-treasurer. 

Julius Hurley, retiring president, pre- 
sided at the meeting and after making a 
short address of welcome called upon 
Secretary Grant to read the minutes of 
the previous annual meeting. Reports of 
the secretary and treasurer followed and 
were approved as read. Secretary Grant 


called upon the members to stand in si- 
lence while he read the complete list of 
deceased members. 


HARRY J. 
BROMLEY 


New MLOC 
President 


Dave Kay, chairman of the 1950 outing 
committee, reported that reservations have 
been made at the “Greens,” Pleasantdale, 
N. J., for this summer’s outing to be held 
Saturday, June 3rd. 

Because of a business trip that had 
kept him out of town until the day before 
the meeting, Secretary Grant was unable 
this year to purchase a gift for retiring 
president Hurley. According to a long- 
standing tradition of the club, the outgoing 
president is presented with a gift by the 
secretary, on behalf of the association, as 
a token of appreciation for valued services 
rendered during his term of office. How- 
ever, all “Jerry” could present this year 








et 


was a “promissory gift” and apologies— 
and a promise to secure the real present 
in the very near future. 





Law Regulating Jewelry Auctions 
Passed by Akron City Council 


An ordinance regulating jewelry auc- 
tions, which carried an emergency clause 
making it effective immediately, was en- 
acted November 22, 1949, by the City 
Council of Akron, Ohio. 

Under the new ordinance, jewelry auc- 
tions are restricted to firms which have 
been in business in Akron at least for a 
period of one year prior to the auction, and 
to going-out-of-business auctions. The new 
law permits but one auction sale by any 
concern within a 12-month period. Such 
sales must not run more than 15 days, 
Sundays and legal holidays excluded. 

Auction licenses must be obtained from 
the City License Clerk. After filing the 
information required by the law, an appli- 
cant, in order to secure a license, must pay 
a fee of $100 and post a $2500 bond with 
the License Clerk 











Timely Religious Jewelry 
for the HOLY YEAR 








Supplied in 14 Kt. and Sterling Silver 
Price list sent upon request 


CHARM CRAFT CORP. 


Mfr's. of 14KT. & Sterling Silver Charms 


198 Broadway New York 9, N. Y. 
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GENUINE FRENCH MARrCASITE 


For the Latest Creations in 
Earrings — Pins and Rings 


VIJOBEN 


2 Allen St. New York 2, N. Y. 
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Obituaries 


James A. ApFFEL, 63, one of the founder- 
directors of the 24 Karat Club of Southern 
California, and one of California’s and the 
nation’s leading jewelry manufacturers, 
died March 6th in Los Angeles after an 
‘JIness of several months. Mr. Apffel’s 
father owned and operated a clock and 
watch shop and it was here that “Jimmy” 
received his early training in the jewelry 
feld. Later he joined Carl Enterman Co. 
and entered the field of jewelry manufac- 
ture. In 1913 he entered business for him- 
self and the firm which bears his name, 
James A. Apffel Co., was incorporated in 
1926. No meeting, be it banquet or lunch- 
eon, in Southern California jewelry circles 
was complete without “Jimmy” Apffel’s 
presence as toastmaster or master of cere- 
monies. He was one of the founders of 
the Jewelers 24 Karat Club and a mem- 
ber of the board of directors at his death. 
He was a past president and one of the 
founders of the Manufacturing Jewelers 
Association of Los Angeles. He was also 
an associate member of the California Re- 
tail Jewelers Association and a member 
of the Jewelers Vigilance Committee, and 
of the Southern California Golf Association. 
Surviving are his widow, two sons and 
two daughters. 

L. A. Gracospsr, 92, founder of L. A. 
Giacobbi & Co., Inc., pioneer jewelry firm 
of San Francisco, Calif., died on March 
15th after a short illness. 

FreperIcK W. Lapart, Sr., 53, a dia- 
mond setter and former partner in the 
Arco Ring Mfg. Co., Buffalo, N. Y., died 
February 15th. He worked for various 
Buffalo jewelers prior to 1943 when he 
joined John Ullenberg, Inc. In 1945 he 
became a partner of Arco. 

SAM Pracer, 87, Los Angeles jeweler 
since 1913, died February 21st. Surviving 
are a son and a daughter. 

Harry H. SitverMAn, president of the 
Samuel Weinhaus Co., Pittsburgh, Pa., 
died recently. Mr. Silverman was a leader 
in many religious and charitable organiza- 
tions. He is survived by his widow, two 
brothers and three sisters. : 

ArtHur G. THISELL, 61, author of sev- 
eral standard textbooks on watchmaking 
and a retired employee of the Elgin Na- 
tional Watch Co., died February 14th fol- 
lowing a short illness. Mr. Thisell began 


ARTHUR G. 
THISELL 





his long career with Elgin 34 years ago, 
and worked in the casing room, and later 
in the timing room. In the late 1920’s he 
was an instructor in the Elgin Watch 
college, and also was on the faculty for 
six years during World War II. He re- 
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tired from 
August, 1948. Prior to joining Elgin, Mr. 


Thisell had been employed by the Rock- |° 


the watch factory staff in | 


ford Watch Co., the Hamilton Watch Co. | 


and the Waltham Watch Co. Two text- 


books on watchmaking, “The Junior Watch- | 


maker,” which he published in 1925, and 


“Science of Watch Repairing Simplified,” | 
published in 1943 by Henry Paulson & | 
Co., became a standard for use throughout | 


the nation. and both are in the reference | 


section of the Gail Borden Library in | 


Elgin. 


Water H. Witkeninc, 68, a diamond | 
setter and authority on precious stones, | 


died Feb. 22 at his home in Cincinnat}, 
Ohio, following a long illness. Member of 


a family long associated with the diamond | 


business, he had been a diamond setter 
for nearly 50 years, maintaining an office 
in the Federal Reserve Building until two 
years ago, when he moved into quarters 
with the C. R. Heileman Co., at 415 Race 
St. Survivors include his widow, a brother 
and two sisters. 





Find California Jade Deposit 


Nephrite jade of medium to dark green 
is being mined near Porterville, Calif. It 
is one of three known commercial deposits 
in the country; the others are Lander, 
Wyo., and Monterey County, Calif. 

The California State Division of Mines 
in reporting the discovery said the nephrite 
is of “excellent translucency and fine 
cutting quality.” 


* 


Your diamonds 


look better 
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- A FULL LINE 
GOLD and PLATINUM 
. MOUNTINGS 
— to the 
_ WHOLESALE TRADE 





WALLACH JEWELRY 
MFC. CO. 


213 SOUTH BROADWAY 
LOS ANGELES 12, CALIF. 

















cious metal jewelry casting. 











Alexander Saunders & Co. 


Precision Casting Equipment and Supplies 
WA 4-8880 


95 Bedford Street «¢ 


RUBBER 


used to make wax pattern molds for pre- 





NEO-BROWN RUBBER 


makes a relatively firm mold. 


+51Y RUBBER 


makes a somewhat softer mold. 


+4 RUBBER 


makes a soft mold. 


Send for FREE samples and 


quantity price information. 


°e New York 14, N. Y. 
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JEWEL-RE-CLEAN 


HELPS BUILD 


STORE TRAFFIC 


CLEANS IN 
TWO QUICK 
OPERATIONS 


IMMERSE AND 
WIPE DRY 


That's all there is 
to it. Dip and dry 
to a beautiful, 
lasting glow. 





Jewel-Re-Clean is the fast acting dia- 
mond and jewelry cleaner that does the 
job with little effort and complete 
safety. Every one of your customers is 
a potential user of this product. And 
once they try it they will come back 
again. Then you can sell them other 
products. So take advantage of Jewel- 
Re-Clean as your extra salesman. Keep 
your customers satisfied and make a 
profit at the same time. 


No. 18503 
(6toves seueneeewenll $ 6.00 
poccccoc cs eenene 


500 circulars printed with your name and 
144 labels printed with your name with 
each gross of Jewel-Re-Clean 


AT NO EXTRA CHARGE 


C.& E.MARSHALL CO. 
Box 7737, Chicago 80 


Distributors and Branches in Princi- 
pal Cities Throughout the U. S. A. 





———————— 














REPAIRS and PLATING 
in GOLD and SILVER 


31 Years of Continuous 
Service to the Trade 





ec agstact 







from 
Coast 
to 
Coast 





/Betore) Fi i i tics 9h 
(After) 
Highest > 


Quality 
Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mestercraftsmen—Silversmiths 


17 West 45th St. New York 19, WN. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Blickman Chosen to Head 
Indiana Jewelers Ass n. 


Sol Blickman, of Indianapolis, was 
elected president of the Indiana Jewelers 
Association at that organization’s annual 
convention held on February 15 and 16 at 
the Lincoln Hotel, Indianapolis. Mr. Blick- 
man succeeds Leo A. Simon of Vincennes. 

Robert Mohlman, of Lafayette, was 


elected first vice president; Ralph Roessler, 
of Marion, was elected second vice presi- 
dent, and Harold A. Tracy, of Indianapolis, 
was elected secretary-treasurer. 

New directors elected at the convention 








ever, his speech on the jewelry excise tax 
was read at the convention by Silas B 
Reagan, of the Baldwin-Miller Co., Ing 
Indianapolis. (Editor's Note: See Ta 
JEWELERS’ CIRCULAR-KEYSTONE for March 
1950, page 213.) 

Other speakers at the convention were. 
Kenneth I. Van Cott, president of the 
American National Retail Jewelers Aggo. 
ciation, who spoke on the purpose and 
activities of the Jewelry Industry Council: 
Wallace H. Goldsmith, representing The 
Watchmakers of Switzerland, who told the 
jewelers how to build profits from the sale 
and repair of watches; Leonard Simon, 
president of Simon-Michaelson Advertising 


&. 


Guest speakers at Indiana Retail Jewelers convention seated at head table, included 
Kenneth |. Van Cott, president of the ANRJA; W. H. Goldsmith, of the Watchmakers of 


Switzerland; agency head, Leonard Simon and personnel director Roland Allen. 


were: Leo A. Simon, Vincennes; Ed QO. 
Little, Auburn; Frank Marter, Crawfords- 
ville; Ed Springer, Fort Wayne; Ted 
Welp, Jasper; George Kamman, Seymour; 
Stanley Goldberg, LaPorte; Earl F. Mce- 
Connell, Oakland City; Carl Rost, Colum- 
bus, and Harold Hunt, Indianapolis. 

Using the theme, “Industry Problems,” 
as a basis for the business sessions, Presi- 
dent Leo A. Simon and business manager 
Roy John arranged a well-balanced pro- 
gram, with each speaker an expert in his 
field. 

Leon J. Engel, chairman of the Jewelry 
Industry Tax Committee and president of 
the National Wholesale Jewelers Associa- 
tion, was unable to make a_ scheduled 
appearance due to the urgency of the tax 
situation in Washington at that time. How- 





Have You Seen This Necklace? 


Jewelers throughout the nation are asked 
to be on the lookout for a very unusual 
and valuable necklace which was recently 
stolen in Denver, Colo. 

Valued at $10,000, the necklace consists 
of 263 melee diamonds of two points each 
which makes up the necklace strand. In 
addition, the necklace has a locket type 
pendant with a 9'% carat center stone with 
a green cast which is surrounded by 34 
baguette cut diamonds of six points each. 

Should anyone enter your jeweiry store 
and offer to sell you the necklace described 
above, don't buy it. Instead you can earn 
a substantial reward if you detain this per- 
son and notify the police. 

Communicate all information relevant to 


this necklace to R. A. Wherry, General 
Adjustment Bureau, Inc... 600 Gas and 
Electric Building, Denver, Colo. 











(Agency, Detroit, Mich., who discussed re- 
tail jewelry advertising, and Roland Allen, 
personnel director of L. S. Ayres & Co., 
Inc., Indianapolis, who delivered a talk on 
“The Retail Employee—Key to Success or 
Failure.” 

Retailers who attended the business ses- 
sions showed a keen interest in finding how 
to do a better job of store merchandising. 





The Best Place To Buy... 
Black Forest 


CUCKOO CLOCKS 
and Parts 


Cuckoo Clocks, best 
quality movements, 
strike half and full 
hour with a gong. 


Wholesale prices. 


$17:25 
up 
All sizes of clocks. 
Ask for Price List 11 


F. KAUFFMANN, Importer 


PORT JEFFERSON, N. Y. Tel. 1011 
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The Time-Honored Know-How of the American and 
Swiss trained Watchmakers employed in our 


WATCH REPAIR DEP’T FOR THE TRADE 


guarantees you speedy, efficient, inexpensive service. 
All watches, chronographs, automatics, calendars, &te., 
Tested-Timed on Watch Master. Write for free, self-ad- 
dressed shipping labels. Send watches for Free estimate. 

SPECIAL——All cases polished without charge. 


We carry a complete line of low priced watches 
and watch bracelets. Request circulars. 


MODERN TECHNICAL SUPPLY CO. 
Service Dept. 3CK, 55 W. 42nd St., New York 18, N.Y. 
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BAGNALL HITS EXCISES AT SERVICE AWARD DINNER 





Seventy-seven men and women were honored for long service with Swank, Inc., at a dinner 

on March 7th at the Sheraton-Biltmore Hotel in Providence. Honored employees with the 

longest service records at the dinner were (left to right) Wilfred Gaboury, 20 years; Betty 

Anderson, 25 years; Gene King, 30 years; Helen Galligan, 40 years; J. Carlton Bagnall, 

executive vice president; Bertha Metcalf, 40 years; Joseph Gosselin, 30 years; and Mary 

Cassidy, 20 years. The decorations for the dinner followed the theme of the company’s 
latest promotion, the 'Mystri-Gram" belt and buckle. 


Calling for complete repeal of the dis- 
criminatory 20 per cent excise tax on 
jewelry and leather because “half an evil 
is still evil,” J. Carlton Bagnall, executive 
vice-president of Swank, Ine., manufac- 
turers of men’s jewelry, leather and other 
accessories, urged employees of the com- 
pany on March 7th to keep after their 





RAISE CASH 
IMMEDIATELY 


LoulIs COLMES 
The 
JEWE LERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 





We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 


in this field. 
Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus St#., Brooklyn 26, N. Y. 








Phone: BU 4-4698 





SS 
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representatives in Congress and the Presi- 
dent until repeal is achieved. 

Bagnall spoke at a service award din- 
ner at the Sheraton-Biltmore Hotel in 
Providence where 77 men and women of 
the Attleboro and Taunton plants were 
honored with awards for long service with 
the company. More than 120 persons at- 
tended the affair. 

“There has been talk of compromise or 
partial relief from this discriminatory tax,” 
Bagnall told the group. “We believe ex- 
cise taxes are evil because they discrim- 
inate against sincere, hard-working people 
who ask only for what is their American 
right—the right to an equal opportunity 
to earn a lf ‘ing. 

“The taxes should be completely elim- 
inated. Half an evil is still evil. Half un- 
fair is still unfair. I urge you to do what- 
ever you can to help achieve complete 
repeal. Anything less than complete repeal 
is defeat for the people who earn their 
livelihood at Swank, or in other industries 
affected by this tax.” 

Bagnall is chairman of the Tax Com- 
mittee of the New England Manufacturing 
Jewelers’ and Silversmiths’ Association, a 
member of the Jewelry Industry Tax Com- 
mittee, a member of the National Com- 
mittee for Repeal of Wartime Excise Taxes, 
and chairman of the executive committee 
of the Jewelry Research Foundation. 


- — = 


Shelley and Dennison Lead 
Riverside Sales Organization 


The sales and service organization of 
the Riverside Metal Co., Riverside, N. J., 
producers of nickel-silvers, phosphor- 
bronzes, and beryllium-copper, have new 
leadership in the persons of Fred M. 
Shelley, Jr., and Alfred G. Dennison, who 
have been appointed to the posts of gen- 
eral sales manager and assistant general 
sales manager, respectively. 

The appointments were announced by 
James T. Duffy, Jr.. president. 














Have you heard the 
one about the guy with 
flies on his dome? 


RB)? 





One bit him. Then he 
said, “Okay . . . now: 








Which brings us to our point. Be- 
cause of one fly’s misdeeds, all 
are punished! 

Compare this to buying fire in- 


surance: Because of a few who 
are poor risks, everybody has ito 
pay a higher rate—for rates are 
standard, and are set to cover 
most risks. Although jewelers 
are a good-risk class, the same 
standard rate is used. 

But—when you insure with the 
National Jewelers Mutual you 
get the treatment a good risk de- 
serves. We insure only jewelers 
and those in reiated lines—hence 
our loss ratio is low. The sav- 
ings, currently 30%, are returned 
to policyowners as dividends! 


Write for full information. 
No salesman will call. 


National Jewelers Mutual 
Fire Insurance Company 


Jewelers Insurance Bldg., Neenah, Wisconsin 
Offices in New York, Milwaukee and Chicago 
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Fast Moving! 
... Traffic Item! 


Sterling Silver 


HAND MADE 


SUGAR TONG 


BON-BON 

Ideal for Brides, 
Anniversaries, 
Hostesses, Home. 


YOUR COST 60c 
$7.20 A DOZEN 
1 DOZEN MINIMUM 
HENRY MARSHALL CO. 


109 Central Ave., 
Lynn, Mass. 



















SPECIAL 
Hand made 


ART JEWELRY 
STERLING SILVER 
RINGS 


adjustable shank 
$15 per doz. 


Bracelets to match $6 each 


MICHELE 


36 BROMFIELD ST. 
BOSTON, MASS. 


















THE 
shor SPORTS LINE 
CHARMS AND MEDALS 
F; ALL EVENTS 
70 YEARS OF Ly- 

S soseey Srussemes 
~ 

SPORTS CATALOG ON REQUEST 

53. Mm. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 





\ 
\ 


FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 


TOY \eay— 
oe REPRODUCTIONS 
RICHARD DIMES co. 


a 


-_ 
ae 


72 K STREET 
BOSTON, MASS. 














—- 7 — — 
Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 








°“*“ENGRAVING 
of the Better Grade” 
WEIss & Hauck 


LU. 2-1916 
10 W. 47TH ST. NEW YORK 19, N. Y. 
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q Gerald A. Ruel is the new trade name 
for the firm of A. Davignon & Son, jewelers 
and opticians at 21112 Main St., Holyoke, 
Mass. Mr. Ruel has owned and operated 
the business since February 1, 1948. 

q At this writing, teams of the Boston 
Jewelers Bowling League had just five 
weeks to roll, with the Thomas Long Co. 
team leading over the Mahar-Engstrom 
team by just two points. George Mullen 
of the latter team was the leader of the 
high individual scorers. Plans were under 
way for the annual banquet, scheduled for 
April 22. 

q The regular March meeting of the New 
England Guild, American Gem Society, was 
held at the Harvard Faculty Club, with 20 
members present. Dr. Cornelius Hurlbut 
spoke on “Identification of Opaque Gem- 
stones,” and demonstrated short cuts in 
testing various stones, such as turquoise, 
jade, etc. Laboratory work was taken up 
after the lecture. The April meeting will 
be held on the 12th at the Smorgasbord, 
Province St., Boston. 

q Nathaniel I. Goodman, 1006-7 Jewelers 
Building, returned from California in time 
for the spring gift show, attending similar 
shows at the Biltmore, Los Angeles, and 
the Palmer House and Merchandise Mart, 
Chicago. During his trip he met former 
buddies of World War I at San Diego, and 
also took a side trip to Mexico. 

q The “new look” has sprung up in the 
quarters of Roy L. Spring, 706 Jewelers 
Building, where new lights, new decorat- 
ing, and new showcases add much to the 
place. 

q Frank Reilly of the Bella A. Glass Co., 
609 Jewelers Building, is convalescing from 
an operation at Brighton Marine Hospital. 
q H. Louis Fisher, son of Samuel Fisher 
of Sidney Fisher & Brother, 906 Jewelers 
Building, celebrated a birthday party on 
March 2, with several Boston jewelers 
present, including William E. Lieber of 
Hyde Park, Mass. 

q Harry Glaser of Glaser Brothers Co.. 
Inc., 910 Jewelers Building, is back from 
a fishing trip in Florida. While there, he 
flew to Havana, Cuba, for a few days. 

q Mr. and Mrs. Michael Mahar of Mahar- 
Engstrom Co., 406-410 Jewelers Building, 
are back from a Miami Beach, Fla., va- 
cation trip. 

q William Mendelson, watchmaker, former- 
ly with Bell & Bell, Province Bldg., has 
moved: into Room 503, Jewelers Building, 
where he shares quarters with Ben. Rosen- 
berg. 

q Arthur B. Wright of the Mautner Co., 
Inc., has moved from Rooms 411-12 Jewel- 
ers Building to quarters directly below in 
Rooms 311-12, where Miss Barbara Wright 
holds forth getting the new showcases into 
order. In the old quarters, Edward E. 
MacCourt of the Louis Manheimer & 
Brother firm, has expanded. 

q The annual convention of the Massa- 








NEW BNGLAND 


chusetts and Rhode Island Retail Jewele 
Association will be held at the Parker 
House on April 12, according to David 4. 
Robertson, Framingham, secretary, Ap 
all-day meeting will be followed by a ban. 
quet and floor show, with a buffet luncheon 
at noon, according to John H. Peterson, 
Needham, president. 

q David C. Percival, Jr., of the D. C. Per. 
cival & Sons Co., Jewelers Bldg., has been 
named chairman of the wholesale division 
of the jewelers’ section in the current Red 
Cross drive. Assisting him are James Rus. 
sell, E. H. Saxton Co., Washington Bldg., 
Emanuel Alberts, I. Alberts’ Sons, Jewel. 
ers Bldg., and Samuel Fagan, Province 
Building. 

q Philip Barber of S. Barber & Sons, 712 
Washington Bldg., is back from a New 
York trip where he enjoyed the night life, 
saw a few stars, and brought back many 
cultured and oriental pearls 

q Oscar Zaff of Smith & Zaff, 309 Jewel- 
ers Building, has been skiing at the Bel- 
knap Recreation Area, Laconia, N. H., and 
while there met Lionel Blais of New Ip- 
swich, N. H., and Jack Sawyer, of Laconia, 
N. H. 

q Many Greater Boston jewelers are show: 
ing the tanned results of southern vaca- 
tions from which they have recently re- 
turned, among them Elmer C. Read of 
Kettell, Blake & Read, 201 Washington 
Building. 

q David C. Percival, Sr., celebrated his 
80th birthday on March 9, having } en 
connected with the firm since 1892 when 
he joined his father, founder of the busi- 
ness in 1864. New portraits have just been 
hung in the firm’s quarters of the founder, 
the first D. C. Percival, L. F. Percival, a 
brother, and the present head of the firm, 
David C. Percival, Sr. 

q Oscar S. Reed, Auburndale, Mass., jewel- 
er, recently retired because of ill health, 
and his business has been taken over by 
T. W. Anderson, formerly associated with 
his brother, J. Walter Anderson in Welles 
ley, Mass. 

q New showcases, and changing of parti- 
tion to make more room for customers, 
are being installed in C. W. Somers & 
Co. and F. Phillips & Co. quarters, 606 
Washington Building. 

q Causing considerable favorable comment 
is a collection of 28 replicas of world: 
famous diamonds now on exhibition in the 
quarters of Forrest E. Hammerquist, 508 
Washington Building. 

q Miss Betty Baker of the leather depatt- 
ment, Smith-Patterson Co., was married 
on Feb. 25 to Robert Wheaton, Jr. Miss 
Mabel Berry, with next to the longest 
record of employment with the store, has 
been ill at her home. D. J. Manning, 
another of the long-time employees and 
past president of the Boston Jewelers 
Bowling League, is at St. Margaret’s Hos- 
pital, Dorchester, with a broken hip. 
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Meenan of the silver department 


se h ‘ ° 
- ‘ll at Boston City Hospital. 
4 \Jlen and Forrest Davidson of the 
Thomas Long Co. are back from Florida 


vacation trips. Frank Ames of the silver 
department followed them to the southern 
climes and attended some of the baseball 
games. Election of officers of the Thomas 
Long Employees Associates was scheduled 
for Jate in March, to be followed by a 
dance and annual meeting on March 22 

4 George J. Brouillette, formerly at 281 
Washington St., Newton, has moved to a 
new location, 376 Center St. The move 
was made just a few weeks before fire 
practically destroyed the old location. 

4 Smart spring styles have blossomed out 
in showcases in the Jorge Epstein quarters, 
412-16 Washington Building, with spring 
flowers, spring magazine covers, and tiny 
fluffy chickens all telling the story of 
Easter jewelry. In the same quarters, the 
New England Gem Cutting Company is 
displaying a fine array of cut gems 

qR. W. “Romie” Nathan, “Mayor of the 
Jewelers and Washington Building third 
floors,” is back convalescing from a sprain- 
ed ankle suffered when he slipped on the 
ice. Harry Solomon acted at Mayor pro 
tem. 

4 John Knapp, formerly a watchmaker 
with Desjardins Jewelry Store, Manchester, 
N. H., has purchased the Andrews Jewelry 
Store, Haverhill, Mass. 

q Mr. and Mrs. Philip Brault of the Phil- 
lips & Lucas Jewelry Store, Montpelier, 
Vt., spent a week in Montreal, recently 
with Philip, Jr., and attended the Ice 
Follies, there. 

q Cameron Burnap of Norling & Bloom 
Co., Inc., celebrated a quarter of a century 
with the firm on March 25. 

q Officers of the Diamond Peacock Club 


have completed all arrangements for the 











HOME OF GOLDEN CIRCLE 


JEWELERS 
VISITING 
NEW YORK 
MAKE 


Hotel King Edward 
120 W. 44th St., N. Y. 18 
Your HEADQUARTERS 


Situated in the Center of 
THE JEWELRY TRADE 


BLOCK FROM FIFTH AVENUE 
BLOCK FROM BROADWAY 
NEAR ROCKEFELLER CENTER 


All 300 rooms with private bath and radio. 
Television available. 

Modern !7-story fireproof building. 
Singles from $4.00 and double rooms 
from $6.00. 

For reservations write or phone: 

Miss J. Engle, LUxemburg 2-3900 
Milton Finke, Manager 


HOME OF GOLDEN CIRCLE 


ee. 
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annual dinner-dance at the Hotel Somer- 
set on April 15, and the gift committee 
has a fine souvenir in store for all who 
attend. Bylaws have been sent to the 
printer, and should be ready for members 
shortly, it was reported. 

q Sidney R. Papp, formerly associated 
with the Colton-Lewis Co., 703 Washing- 
ton Building, has established quarters at 
Rooms 325-29, Province Building, 333 
Washington St., Boston. 

q Daniel Curran, formerly at 309 Jewelers 
Building, is still very ill at the Holy 
Ghost Hospital, Cambridge, and would 
appreciate hearing from old friends and 
well-wishers. 

q Church Co., 47 Winter St., is displaying 
a rare old Thomas Ramsbottom §grand- 
father’s clock, made in 1771, and with a 
rocking ship top, inscribed “Newmillerdam, 
England.” 

q Miss Dorothy Rush of A. Stowell & Co. 
was married on Feb 12 to James M. 
Whalen, and went to Florida on a honey- 
moon trip. 


Official Swiss Watch Decal 


Thousands of retail jewelers have re- 
quested their copy of the new official Swiss 
watch decal, which appears in all current 
national advertising of the Swiss watch- 
makers’ group, according to The Watch- 
makers of Switzerland. 




















This three-color decal, being distributed 
by The Watchmakers of Switzerland, has 
already been requested by thousands of re- 
tail jewelers throughout the United States. 


The three-color, 4 in. x 4 in. decal, easily 
pasted on a retail jeweler’s door or window, 
is intended to inform the public that the 
displaying store is an authorized sales and 
repair station for Swiss watches with jewel- 
ed-lever movements. 

Paul Tschudin, director of the Swiss 
Watch Repair Parts Information Bureau, 
points out that the decal, available only to 
jewelry stores and departments, watch- 
makers and repairmen who are cooperating 
with the Swiss watch program, will serve 
as an important symbol of ethical sales 
and service to the consumer. 





Partners Sell Prince's Jewelers 


On February 13th. the firm of Prince’s 
Jewelers. 444 Bloomfield Ave., Montclair. 
N. J.. was sold to Samuel J. Ochitill of 
Philadelphia, Pa. Jack Schwartzer and 
Chas. M. Tyler, former owners, have 
severed all connections with the firm. 
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REPAIR 


Our repair department is organized 
to give you prompt service—to help 
you build customer good will. 

It is completely equipped with the 
same factory personnel and methods 
used in producing the well known 
line of “fine finish” GRAN emblem 
and other jewelry. 

We take great pride in repairing 
and refinishing work to bring it back 
to look like new. 


We are especially equipped to: 
® replace worn shanks 
® re-engrave emblems 
® re-enamel emblems 
¢ replace stones 
e replace worn or lost emblems 


and any other repair work you may re- 
quire. Estimates furnished if desired. 





GRAN and COMPANY, INC. 


Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. * Indianapolis 4, Ind. 

















WHY... 


do jobbers all over the 


country buy our 
TAILORED LINE? 


LOOK... 


and you'll soon see 
why. When it reaches 
the counter it SELLS. 


Specializing in $]00 & $200 retailers 


Samples sent upon request 
SELLING THRU WHOLESALERS ONLY 


ALICE JEWELRY (CO. 


8 Slocum St., Providence, R. I. 
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q The Retail Jewelers Association of Phil- 
adelphia and Eastern Pennsylvania has 
returned to the fourth Tuesday in each 
month as the evening. for most meetings. 
However, the schedule will continue to 
fluctuate in order to conveniently accom- 
modate the members of this group. 


q The repair department at C. R. Smith 
and Sons, Inc., 18th and Market Sts., is 
being strongly promoted and as a result is 
bringing considerable traffic into the store. 
q Beryl and its group was the subject of 
the lecture at the Eastern Pennsylvania 
Guild of the American Gem Society for 
the month of February. During the next 
few months various other species of gem- 
stones will be discussed and speciment will 
be shown to the class, by Proctor William 
Collison, C. G., F. G. A. Regular labora- 
tory work will be continued. The Guild 
will continue to hold meetings at the Ben- 
jamin Franklin High School at Broad and 
Green Sts. the third Tuesday of each month 
at 7:15 P. M. The class is growing con- 
stantly and new members are invited. 


q Irving M. Huttner has returned from his 
honeymoon in Florida and will soon open 
his own store. He was formerly associated 
with Allan Gurwood at 817 E. Allegheny 
Ave. 


q The Chairman of Arrangements, M. 
Rosnov of 719 Sansom St. planned an 
interesting program and other details for 
the February meeting of the Sansom Street 
Business Men’s Association then was de- 
layed by an out of town customer while the 
meeting took place. When it was all over 
he found he had been elected Chairman of 
the Committee for the outing in June and 
the banquet which has been changed 
from May to October. He is now in the 
midst of plans for making this first official 
association outing in 12 years something 
to be remembered for another 12 years. 


q Some of Philadelphia’s most prosperous 
families are receiving hand written letters 
these days about, of all things, their dog. 
The letters come from Adam Zack and his 
staff at 23 South 17th St. Mr. Zack got 
the idea when a Boston bull puppy wander- 
ed into his store and “adopted him.” For 
over three years now, he has kept the dog 
at the store and used it as an opening 
wedge in conversing with dog lovers who 
are attracted to the dog. After he has 
discussed their dogs with them he files 
interesting bits of information and several 
months later the dog fanciers receive 
letters from the Zack store discussing dogs 
and, incidentally, merchandise, “It’s brought 
in so much business I don’t have much 
time to write the letters myself any more.” 
says Adam Zack. 

q The House of Milner, Inc., 728 Sansom 
St., is resplendent with new custom de- 
signed asphalt tile floor covering. 

q The Pennsylvania Horticultural Society 
will display two bouquets of daffodils in 
the windows of Smith and West, in the 
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Broad Street Station Building April 10, }) 
and 12 inclusive. The sign accompanying 
them will invite the public to the daffodil 
show in the offices of the PHS in the Same 
building, on the llth and 12th. 

q A WatchMaster now dominates the aq. 
vertising of Baker’s in the Upper Dar}, 
News. A spokesman for the store says 
that “we are the only store in the ares 
feauring the WatchMaster in our adver. 
tising and this may be the reason the ads 
have been drawing a satisfactory number 
of replies since we've adopted this format.” 
Baker’s are located at 7001 Garrett Road 
in Upper Darby. 

q Local jewelers are watching for the 
new front soon to attract attention to the 
Hollywood Jewelry Store at 105A South 
16th St. This store was purchased sey. 
eral months ago by Edwin Roberts and 
changed from a costume jewelry store to 
one carrying a complete stock of jewelry, 
watches and silverware. | 
q Mrs. Manny Davis has recuperated from 
a brief but serious illness, reports Manny 
Davis, now promoting business by offering 
“combination specials” on repair work, 
for his store at 13 East Chelten Ave. 

q From the House of Gems at 1509 VW. 
Columbia Ave., comes a new answer to 
the problem of the customer who wants 
merchandise put aside and never returns, 
or who wants something but ducks out 
after promising to return with hubby or 
wife to get the other’s approval. Personnel 
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HAMILTON OUTLINES NEW SALES PLANS AT MEETING 





The field sales force of the Hamilton 
Watch Co. gathered at the home office in 
Lancaster for its annual sales conference 
the week of February 20th. 

During the five-day meeting, presenta- 
tions and discussions covered all phases of 
general sales policies and problems, adver- 
tising and dealer service plans, new factory 
processes and methods and new models 
which will be added to the Hamilton line 
from time to time during 1950. 

One day was devoted to a tour of the 
plant followed by a session with the fac- 
tory staff. 





| 
| 











At the final briefing session, Lowell F. 
Halligan, vice president and sales manager, 








summed up Hamilton’s sales outlook for | 


1950 in this way. “Consumer acceptance 
and dealer support of Hamilton watches 
continues high. Hamilton’s 1950 advertis- 
ing and sales promotion program is now 
in operation and distributor’s salesmen are 
already working in the field. Hamilton’s 
prospects for holding its share of the fine 
watch market in 1950 are most favorable.” 

The Hamilton sales personnel attending 
the conference are pictured above. 





at the House of Gems offer to put it aside, 
without deposit, if necessary, as long as 
the customer leaves his name and address. 
He is reassured there will be no pressure 
to buy the item if he changes his mind. 
After a week’s delay, or a week beyond 
the promised date of return, the customer 
receives a very polite letter saying that 
the store apparently had not offered the 
prospect exactly what he wanted. The 
prospective customer is informed that 
new merchandise has been added to the 
store’s stock, or that something additional 
is in stock but not yet on display. The 
letter usually stresses that the new item 
has special features not contained in the 
article being saved and that a store rep- 
resentative would be pleased to show the 
prospect this new merchandise -either in 
the store or at home. A spokesman for 
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the store reports that to date the letter has 
been an effective sales booster. 

q@Samuel Mild is preparing a direct mail 
campaign to promote luggage, a side line 
which has proved most profitable for him, 
starting the first of May. Every three or 
four weeks during the spring, summer and 
early fall vacation and honeymoon seasons 
customers will receive direct mail pieces, 


showing suitable luggage for vacation 
trips. 
q A spokesman for the store at 6942 


Elmwood Ave. said that Maurice Carlin 
may soon bring out a series of pamphlets 
showing the relationship between birth- 
stones and the horoscope with which 
astrologers have connected them for cen- 
turies. It is expected to bring in large 
numbers of the younger generation. 

q Charles Diesinger of Diesinger’s at 1420 
Walnut St. recently commented on _ the 
advertising which has helped make possible 
their newer and larger store opened in 
Ardmore, March 20. “We give our ad- 
vertising a ‘punch line.’ Instead of run- 
of-the-mill showing of varied jewelry items 
and prices we feature one type of merchan- 
dise exclusively for a period of two weeks. 
We have given concentrated attention to 
silverware, clocks, scarabs and other things 
recently.” 

q A spokesman for Bugay’s-Jewelers says 
this store may consider renting or exchang- 
ing jewelry at a small fee to stimulate 
business and cater to the whims of a va- 
riety loving public. Details have not been 














oe 


completely worked out yet but the idea | 


seems to have arisen out of complaints 
against those who would buy a necklace, 
wear it once and then exchange it, buy 


another and then try to exchange it again, 


etc. Many jewelers will recognize the 
problem and will be looking forward to 
Bugay’s answer. 
8638 Germantown Ave. 


The Bugay store is at | 
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¢ The Gem Jewelry Store, 2041 Fort Worth 
Ave., Dallas, Tex., has been purchased by 
Richard Vawter, who has changed the 
name of the firm to Stevens Park Jewelers. 
Mr. Vawter formerly owned and operated 
the Dallas Watch Shop at Commerce and 
Ervay Sts. 

q Blum & Lalannee, Inc., New Orleans, 
La., has been granted a charter by the 
Secretary of State to deal in jewelry. Au- 
thorized capital stock is $10,000. 

q Palmer Jewelry Co., of Rock Hill, S. C., 
now located at 137-A East Main St., will 
occupy new and larger quarters at 134 
Caldwell St. in the near future. 

¢ Davidson Jewelry Co., Inc., Jacksonville, 
Fla., has obtained a charter from the Secre- 
tary of State to engage in the jewelry busi- 
ness. Authorized capital stock is 500 
shares, $100 par value. Incorporators; 
Haskell Davidson, Joneas Davidson and 
Rae Borowitz. 

q Smith Jewelers, Inc., St. Louis, Mo., lo- 
cated for 33 years at Grand Boulevard and 
Olive St., has opened a store at 705 Olive 
St. to be operated in addition to the 
Grand Ave. store. Sid Smith is president 
of the jewelry firm. 

¢ Rosenfield’s, Oklahoma City, has pur- 
chased Tappan’s Jewelers of Sherman, 
Texas, for a figure “close to $250,000” 
according to an announcement made by 
James Naiman of Rosenfields. Naiman 
said the purchase marks the launching of 
an expansion program by _ Rosenfields. 
Since its establishment in Oklahoma City 
in 1910 the company has not operated any 
store outside of the city. 

qCharles W. Briley has announced the 
opening of a jewelry store in the new Rio 
Grande building, 251 N. Field St., Dallas, 
Texas. Briley, who became interested in 
watch making at the age of nine, has been 
employed by some of Texas’ largest jewelry 
stores. His store, Charles Jewelry, will be 
located on the ground floor of the new 
building. 


Members of Texas RJA 
Elect Gattegno President 


More than 200 members of the Texas 
Retail Jewelers Association attended the 
44th annual convention of that organiza- 
tion held on February 19th and 20th at the 
Adolphus Hotel in Dallas. An even larger 
number of jewelers visited Dallas during 
these dates to buy china, silverware, gifts, 
etc., at the two gift shows—the Allied 
Gift & Jewelry Show and the Dallas Gift 
Show. 

In a resolution adopted at the conven- 
tion, members of the association urged 
immediate Congressional action on the 
complete repeal of the excise tax on 
jewelry and luggage. The association also 
called on Congress tu take decisive action 
to eliminate flagrant abuses in the PX 
setup. Another resolution petitioned mem- 
bers of the Texas Legislature to enact a 
State law to give city governments full 
authority to rule jewelry auction sales and 
to prohibit several of the undesirable and 


THE SOUTH 


unethical practices in connection with aye. 
tion sales. 

Officers elected for the ensuing yea 
were: I, Gattegno, El Paso, president: V. 
Tim Welch, Dallas, first vice president; 
John Lopez, Galveston, second vice preg. 
dent, and H. E. Dill, Dallas, secretary. 
treasurer. . 

New directors elected at the convention 
were: R. J. Slagle, Houston; Carl Gilde. 
meister, San Antonio; M. L. Barnett, Min. 
eral Wells; Mrs. Stace Westmoreland, 
Huntsville; B. O. Perdue, Crockett; M, T. 
Blackwell, McAllen; L. G. McCray, Den. 
ton, and Chase Holland, Jr., San Angelo, 





Four Jewelers Win Prizes 
In Merchandising Contest 


Four jewelry stores were named winners 
in the 1949 Coronet Magazine Merchandis. 
ing Awards Competition. Prizes were 
awarded for outstanding promotional tie. 
ins with advertisements in the magazine 
placed by Sheaffer Pen Co. and Zippo 
lighters. 

A prize of $100 was awarded to Gold- 
smith Bros., New York City and $50 each 
went to Philip F. Berman of Brooklyn, 
Rogers Jewelers of Roanoke, Va. and Toof 
of Memphis, Tenn. 

The Goldsmith, Berman and Toof awards 
were for promotions tied-in with Sheaffer 
Pen advertising in Coronet. Rogers 
Jewelers won its first prize for a tie-up 
with Zippo. 





Janke Is First Prize Winner 
In Pittsburgh Repair Contest 


More than 400 watchmakers and jewelers 
from the Western Pennsylvania, West Vir- 
ginia and Ohio area watched 17 of their 
colleagues take apart and reassemble a 
chronograph watch mechanism in _ record 
time during a speed contest on March Sth. 
The event, held in the Pittsburgh Chamber 
of Commerce Building auditorium, was 
under the co-sponsorship of the Watch- 
makers’ Association of Pennsylvania and 
the two watch material houses of Martin 
Gluck and Son, Inc., and James O. Trader, 
Inc. of Pittsburgh. George F. Niesslein, 
president of the watchmakers’ association, 
was in charge of the meeting. 

Before the contest began, William 9. 
Smith, Sr., president of Western Penn- 
sylvania Horological Institute and publish- 
er of the 24-volume Esembl-O-Graf Library, 
discussed briefly the increasing demand 
for chronograph watches and the improved 
outlook for chronograph parts in_ this 
country. Mr. Smith, assisted by several 
chronograph technicians from the Esembl- 


——————<, 
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(-Graf Research Laboratories, supervised 
-y 


the contest. ' 
First prize winner was August J. Janke, 


4 watchmaker in the watch repair depart- 


ment of Kaufmann’s Department Store, 
Pittsburgh. Mr. Janke’s time for dis- 
spurg!l. 


assembling and reassembling a chronograph 
mechanism was 17 minutes, 16 seconds. 

F. Strothman, watchmaker for Charles 
N. Hancher Co., Wheeling, W. Va., took 
second prize with a time of 19 minutes, 
45 seconds; and Alex J. Aubenque, co- 
owner of the A. G. K. Watch Repair Shop, 
\it. Lebanon, Pa., won third prize with 
93 minutes, 21 seconds. Of the 17 partici- 
pants, 11 completed the assigned task in 
less than one hour. 

The chronograph repair speed contest 
in Pittsburgh is the second of a series to 
he held in different parts of the country. 
The series was initiated in Buffalo at a 
meeting of the Buffalo Watchmakers Guild 
in January. 


—-_—-—_—————-9 


Fred Brown Observes 50th Year 
With Bradley University 


Tradition has associated boredom with 
people who watch the clock at their work. 
But Fred E. Brown of Bradley University’s 
School of Horology has been watching the 
clock for 50 years, and liking it. He 
has spent the entire first half of the 20th 
century teaching the repair of clocks and 
watches. 

In 1900, at the age of 20, 
Bradley to study horology. He demonstrated 
suficient talent in the for the 
university to ask him as in- 
structor in elementary Later 
he was promoted to head of the finishing 


srown entered 


business 
remain 
watchwork. 


to 


department. 


FRED E. BROWN 
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os 
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When February 3, 1950, rolled around. 


) : ° ° 
Brown entered his second half century, 
and his energies would discourage less 


vital creatures, 

For exercise, he practices on the archery 
range. For more reclining diversions, he 
resorts to music and tool making. He has 
played the violin in the Peoria Symphony 
orchestra for 25 years. 

Brown has witnessed all the major de- 
velopments in the watch business. 

“When I first came to Bradley,” he re- 
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called, “we worked on a very small watch 
known as the ‘O size one. It was carried 
Today, that watch 
man’s watch 


in a hunting style case. 


would be too big for a 
pocket.”’ 
But he isn’t going to rest on his laurels 


and seniority. Brown says he'll just keep 


ticking away at the business of teaching 
his students to keep the watches ticking. 


UNTOMBED JEWELRY 





Jewelry buried in Egyptian tombs 35 cen- 
turies ago and valued at $22,000 was worn 
by Rita Gam in "The Secret of Nefertite," 
an authentic drama presented on the Believe 
It or Not television show on March 22nd 
(NBC-TV 8:00 P.M EST.) This was the first 
time in television history that actual period 
jewelry was used. Queen Nefertite'’s orna- 
ments include a Horus’ eye forehead pen- 
dant, chandelier earrings, two necklaces and 
a lotus flower pendant, symbol of eternity. 


_—_——____— _— = 


Ordnance Firms and Personnel 
To Meet at Hamilton Plant 


The strategic position of the American 
watch industry in the overall national de- 
fense picture will be spotlighted when the 
\merican Ordnance Association, Philadel- 
phia Post, holds an industrial mobilization 
meeting at the Hamilton Watch Co.., 
Wednesday, April 5, 1950. 

General G. M. Barnes, president of the 
Philadelphia Post of the American Ord- 
nance Association, after completing ar- 
rangements with R. M. Kant, president of 
the Hamilton Watch Co., sent out letters 
of invitation on March 3rd to 2,000 firms 
and ordnance personnel comprising the 
membership of his post. Member firms in 
this area are producers and potential pro- 
ducers of ordnance supplies for the armed 


services, 





L. A. Diamond Club Elects 


Arthur V. Ballard was re-elected presi- 
dent of the Diamond Club of Los An- 
geles at a meeting held in the club’s head- 
quarters on February 22nd. Also re-elected 
were I. Temianka as vice president, and 
Frederic A. Kane as secretary. Adolph 
Milner was elected treasurer to succeed 
Akim Riskin. 

Named to the board of governors for the 
ensuing year were: Jean Aleinikoff, Isa- 
dore Glatt, Charles P. Golan, William H. 
Isaacson, Sol J. Lightman, Akim Riskin, 
Nat S. Tarlo and David Widess. 
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selecting Swiss Watch € Bert Hopper, of the National Railway firm’s trophy catalog was off the press 

Material.” Time Service Co., Inc., is expected to early in March and that their industria] 

Don't let this happen to you! Ask leave the Edgewater Hospital, Chicago, catalog was” scheduled for completion 
your jobber today about the many sometime in April after a 10-month con- later in the month. Mr. Williams said that 
benefits from the NEWALL-IZED finement following an automobile accident both of these catalogs are available to the 
“Finger-Print” System. in June, 1949, trade as well as io other industries which 

THE NEWALL MFG. CO. q Major J. T. Montgomery of M. A. Mead might be interested in the products. 

Chicago 2 Illinois & Co., Inc., 109 N. Wabash Ave., Chicago, q Mac Tohn, president of the S M GR 
is vacationing for two months in Arizona. Co., Inc., 317 W. Adams St., Chicago, wa 

q Eisenberg Jewelry, Inc., are now pretty scheduled to leave late in March On a 














Gold=Silver well set up in their new offices and show- three-week buying trip to Czechoslovaki 
rooms at 22 W. Madison St., Miss Doris Before leaving he said he also hoped to ge 
DD Samblom, head of the firm’s jewelry sales into Germany and Austria to examine 
location in January from the company’s , 
wnat Ja eae , da — q The offices of Tucker-Lowenthal Co.. 5 
old quarters in the Merchandise Mart. N. Wabasl “ Niet. 
HODANIZE N. Wabash Ave., Chicago, were being re. 
cago tch & Jewelry Co., 5 N. Wabash , 
_ Wai & Jewelry Co we ba one of the partners in the firm, took ad. 
’ . Ave., Chicago, left March 1 for a Florida . 
, vantage of the opportunity and vacationed 
MARK REG. U. 6 PAT. OFF ' 
pac ate ln formally the appointment of Henry Wilsey < ane Florid . . 
as its treasurer. Mr. Wilsey was formerly ea a a a oe 
Prince, president of S. E. Prince & Sop 
REPAIRED & PLATED LIKE NEW cago credit jewelers. Se. Chivare 
q The Midas Mfg. Co. is the new trade et ee 


force, reports. Eisenberg moved to the new ae : 
’ Ss. Els ewe tems there. 
“ASK ABOUT” | z —— 
Harry Gotskind, president of the Chi- . - 
q Harry Go » presid ' decorated early in March. Herman Tucker. 
vacation. The same firm also announced ns :; ; 
ee a — ™ in Florida during this period. 
Si ive rwa re with the Litt Jewelry Co., prominent Chi- pgp 
(formerly Asmus & Beach), 7 W. Madison 
name for the jewelry firm of Roter & Son. q Louis Wechter, Jr., one of the partners 
Swartz  % Oc The name change came in December, with in the Chase Jewelry Co., 29 E. Madison 














EST. 1917 C. Roter still retaining presidency of the St., took his vacation in California. 
10 S. Wabash Ave., Chicago 3 CENtral 6089 firm. On May 1, the firm plans to move to q Michael Mullen, treasurer of Boyden. 
larger quarters in 29 E. Madison St. The Minuth Co., Inc., 29 E. Madison St., Chi- 
present offices of the company are in the cago, left for a two-and-a-half week com. 


CENTRAL WATCH CO same building. bined business and vacation trip to Florida 
7 ¢ Clarence Williams. Sr., head of the Wil- 


ESTABLISHED 1911 early in March. While he hoped to get 
liams Jewelry and Manufacturing Co, 10 some rest in the South, he also had with 


WATCH REPAIRING S. Wabash Ave., Chicago, reported that his him a case of diamond jewelry samples. 


His departure followed closely behind the 





to the trade return of Robert Minuth, of the same 
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in Miami, Fla. 
q Marvin Rosenthal has joined the Chicagc 
WATCH DIALS vin Rosenthal has joined the ) 
REFINISHED 


Sales Co., 437 N. Clark St., as general 
office supervisor. Frank Edelman, president 
- of the same firm, was out of town in the 
4 DAYS SERVICE early part of March attending the Toy 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


Show in New York. 
603 Metropolitan Bidg., Detroit 26, Mich. 














q Miss Alice Gaines, president of Gaines 
& Gaines, Inc., 5 N. Wabash Ave., Chi- 
cago, reports that 1950 has treated her 
firm very well so tar. The company is now 
running about 10 per cent ahead of 1949, 
she said. 


Newly elected officers of the Golden q Bernard Geier of the M. & G. Co., 55 E. 


ANTHONY J. GREGORY Roosters of Chicago gather in an informal Washington St., Chicago, was due back at 


his office on March 15 after a_ business 

















AUCTIONEE huddle at their annual formal dinner-dance , ! ; 
R at the Congress Hotel, Chicago, on Satur- and vacation trip to New York. 
Serving legitimate jewelers for day evening, February 18th. Left to right: panic 

20 vears Vincent J. Newman, Keeper-of-the-Nestegg : Sacks Urges All-Out Drive 


6956 North Ashland Ave., Chicago 26 | | Walter TI. Connor, outgoing Chanticleer; | For Repeal of Excise Tax 


Irving G. Jensen, the new Chanticleer, and 



































rm —| Sieg Gottlieb, Scratcher. The Jewelers’ Association of Greater 

$70 SILVER — 7 More than 350, the largest attendance in Chicago held a closed meeting on Wednes- 

TARNISH _ the 28-year history of the famed jewelry day evening, March 8. No details of the 

One simple application of Pro-Tex-Sil | organization, turned out for the annual dinner-meeting were revealed, but it was 
will protect beautiful silver from | . : ics 

, tarnish for many weeks. dinner-dance. Souvenir of the occasion was learned that one of the main topics fot 

FREE TEST SAMPLE a smart cigarette case-compact combina- discussion was the future cooperative a¢ 
WELMAID MANUFACTURING CORP. tion. Feature of the evening was presenta- vertising program of the association. 

1737 N. Campbell, Dept. 24, Chicago 47 tion of a $2000 check to the YMCA sum- In the past, the association has enjoyed 

mer camp, favorite Golden Rooster charity. a great measure of success with joint ad- 
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vertising campaigns in the large Chicago 


dailies. . . 
Other business at the meeting included 


the distribution of the organization’s em- 
blem to all members present who were in 
good standing. | 

Ben L. Sacks, executive secretary of the 
organization, again urged continuation of 
the all out drive for the repeal of excise 
With victory now in sight, Mr. 


taxes. | 
Sacks said, this is the time to increase 
efforts in this direction rather than to 


slacken them. 
Plans for the April meeting of the or- 


sanization, to be held during the first week 
of the month, include a gin rummy tourna- 
ment for all interested members. Simon 
C. Gershey, vice president of the Gruen 
Watch Co., who was guest of honor at 
the association’s February meeting, will 
donate a prize to the winner. 

In his bulletin to retail jewelers who 
are members of the association, Mr. Sacks 
urged this month that jewelers located in 
the outlying districts of Chicago give seri- 
ous thought to the impending installations 
of parking meters in these sections. It 
has not yet been decided by city officials 
whether the meters will take both pennies 
and nickels (based on 12 minutes of park- 
ing for each penny) or nickels only (for 
one hour’s parking). Jewelers ought to 
consider the effects of both on their bus- 
iness and make their wishes known to | 
Aldermen and other city officials. 

The bulletin also contained a warning 
to retail jewelers to beware of forged 
G. I. dividend checks. A retailer accepting 
checks without proper identification is re- 
quired to make full restitution. 




















Want to Earn a Big Reward? 


A reward of up to $50,000 may be ob- 
tained by persons who furnish original 
information with regard to the smuggling 





of jewelry, diamonds, pearls, precious 
stones, watches, etc., into the United 
States. 


All jewelers are asked to report any in- 
formation which might lead to the recov- 
ery of unpaid duties to the Jewelers Vigi- 
lance Committee, 17 W. 45th St., New York 
19, N. Y. While it is realized that all de- 
tails in connection with smuggling may not 
be obtainable, all available information 
should be furnished. 

The information will be filed in the name 
of the Jewelers Vigilance Committee and 
the full amount recovered will be paid to 
the person sending the information. The 
name of the person furnishing the infor- 
mation is kept in strict confidence and is 
not made known to anyone. 





Spaulding 
Appoints 
Isabelle 
Joyce 


ISABELLE JOYCE 


Vice-President 
Spaulding & Co. 





Gordon Lang, president of Spaulding & 
Co., jewelers of North Michigan Ave., 
Chicago, has announced the appointment 
of Isabelle Joyce as vice president in 
charge of merchandising, advertising and 
sales. 

Miss Joyce has long been associated 
with Spaulding & Co. and is widely known 
in the field of merchandising, design and 
national advertising. Her work as a de- 
signer of precious jewels is particularly 
distinguished. 

Miss Joyce will continue to 
Spaulding & Co. advertising. 


direct 





NEW OFFICERS OF F. 





H. NOBLE & COMPANY 


W.H. JAHN 


peste 








MRS. L. N. F. M. VLR. T. E. 
KEENE BEDINGER 1st V. P. MORTON DOONAN 
Board Chairman Pres.-Treas. 2nd V. P. Secretary 








F. H. Noble & Co. recently announced 
the appointment of Frank M. Bedinger as 
president and treasurer to succeed Mrs. 
L. Noble Keene, who has relinquished that 
post. Mrs. Keene continues as chairman 
of the board of directors, a position which 
she has held since the death of her father, 
Franklin H. Noble, the founder of the 
business established in 1872. 

William H. Jahn, who has been with the 
company in charge of the Findings Depart- 
ment, was moved up from secretary to first 





FOR APRIL, 1950 


vice president, and V. R. Morton was ad- 
vanced from Credit Manager to second vice 
president. 

Succeeding Mr. Jahn as secretary is 
Thomas E. Doonan, who has served as 
purchasing agent for several years. Dewey 
J. Conover continues as sales manager. 

The firm also announced a vast expan- 
sion program which will include an en- 
larged advertising program for its several 
branches of business. 














GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 

















24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 
FINEST WATCH REPAIRING 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 
Rm. 418 5 S. Wabash Ave. 


CHICAGO 3, ILL. 

















“THE PATHWAY TO SUCCESS" 


OME OR FO ORION 2980 _ ‘ - 
RT ra CPR 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 











leh, Case Pepaning 


Our work costs no more 
than ordinary work # 


BECKER-HECKMAN COMPANY 
29 Kast Madison Street, Chicago 3. Iino 

















THE CHICAGO INSTITUTE OF WATCHMAXING 


Invites you to write for our latest booklet G 
describing the courses and shops, and con- 
taining some pictures and letters from a few 
of the many satisfied graduates and employers 
who can truly explain our successful plan of 
sound training—Accredited by HIA and UHAA. 


CHICAGO INSTITUTE OF WATCHMAKING 
6 E. Lake St. (new location) Chicago 1, Ill. 
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DIAMONDS 


LOOSE 
AND 


CINCINNATI 


and William link, retailer, at 1424 Main 


» = 


ae 


q John Reinersman and John Hengehold, 





r, | formerly associated with the Faigle St. 
MOUNTED | | a a ) i 
| Brothers, have formed a partnership as | @ Louis Lang, treasurer of A. G. Schwab 
manufacturing jewelers under the firm | and Sons, Inc., wholesalers, 229 East Sixth 


name of Reinersman and Hengehold at 528 
Walnut St. 

q Romance is in 
Gerwe Brown Co., 


St., was a guest at the annual banquet of 
| the 24 Karat Club of the City of New 
| York recently. Herbert Schwab of the 
| same firm attended the annual convention 
| ° . . . 
| of the Indiana Jewelers Association held 
| 
j 
| 


THE GERWE BROWN CO. 


CINCINNATI ° NEW ORLEANS 


the air at the office of 
wholesalers in the Tem- 
ple Bar Building. Miss Barbara Schwartz, 
billing clerk, has announced her engage- 
ment to Harry Brians of the watch depart- 
ment, and Miss Virginia Miller, stenogra- 
pher, recently became engaged to Robert 
Richard. Both weddings are expected to 
be spring events. 











woo tibeee 


We SPECIALIZE... 


in special order aw § Sond us your 
specifications. W. id resheedl a design 





Ro 


in Indianapolis in February. 

q Joe P. Acker, a native of Dallas and 
widely known in the jewelry trade, was 
recently added to the sales staff of the 
Gerwe Brown Co. to cover the west Texas 
territory. Ed Karg, a department head in 









without obligation. qin conformity with a program of the the local — — ntl mace a winter 
Retail Merchants Association, all retail | ‘ip over the territory, pending the ap- 





pointment of a permanent salesman. 

q James FEicholz, formerly a= partner in 
Eicholz and Strassel, retailers in suburban 
Newport, Ky., is now manager for Wil- 
liam P. Fassler and Co., watch case man- 
ufacturers at 534 Vine St. 

q Maury Gerwe of the Gerwe Brown Co. 
has returned from a three weeks’ vacation 
in Florida, and John A. Gerwe of the same 
firm and Richard T. Welling, retailer in 
suburban Lockland, Ohio, and their fam- 
ilies are at Fort Lauderdale, Fla., for sev- 
eral weeks. 

q Henry Schulz, manager of the Motch 
Jewelry Store in suburban Covington, Ky., 
combined a week’s business and _ pleasure 
trip to Chicago with his wife in mid-March. 
q Miss Gertrude McManus, long-time sales- 
lady in the retail store of the Frank 
Herschede Co., 8 West Fourth St., has re- 
turned to work after having been severely 
struck by an automobile 


jewelry stores in suburban Covington, Ky., 
are now remaining open Friday nights 
until 9 p. m. and closing on Saturday 
nights at 6 p. m. 


SCHUMER BROTHERS CO. 
Manufacturing Jewelers 


q Charles Beisel, office manager for the 
5 EAST THIRD STREET - CINCINNATI, OHIO : 


Albert and Seifert Co., Ine., played the 
part of “Quintus” in the annual Lenten 
productions of the Passion Play staged by 
the St. John Guild. He has played various 
DIAMON D-CUTTING roles in the religious drama for 27 years. 
q Reported on the sick list recently were 
Carlton R. Gerhard of Mecklenborg and 
Gerhardt, manufacturers, 811 Race St.; J. 
B. Goodman of J. B. Goodman Manufac- 
turing Co., 205 West Fourth St.: 
Joseph J. Lonneman of Cleves and Lonne- 
man, retailers in suburban Bellevue. Ky., 





EXPERT WORK 
SY ey 84144 


Ine... 





LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 


Greater Cincinnati RJA 
Appoints Barg Executive Secy. 


injured when 
on a downtown street. 

4 Miss Florence Boskin has retired after 
12 years as a saleslady in the retail store 
of Richard Aukenthaler, 3644 Warsaw Ave. 
4 Don Moore, who recently purchased the 
W. J. Barker retail store at 435 Main St. 
was to reopen the store on March 17, fol- 


Joseph Barg, who has been in association 
work for nine years and who has been ex- 
ecutive vice president of the Fourth Street 
Merchants Association, Cincinnati, for the 
last four years, has been appointed exec- 
utive secretary of the Greater Cincinnati 
Retail Jewelers Association. His office is at 
704 First National Bank Building, Cincin- 








Harry Greenwold Co. | 


The House of Quality and Service | | 
18 West 7th Street, Cincinnati 2, Ohio || 


lowing extensive remodeling and the I 











° ‘ 
VIRGIN Diamonds |. | 

| stallation of new fixtures. 
| . . 
CELLINICRAFT Jewelry | 4 John Johnson, formerly with Carroll's 
| Jewelers, is now a salesman with George 
HAMILTON WATCHES (Zones 7 and 8) | H. Newstedt and Co., retailers at 100 

Lines of quality and style that give you | Wee Beasth St. 
protected profit. You can a | 4 A. Wanstrath, retailer in the Neave 
these lines to eS oe Se | JOSEPH BARG Building, now has his brother, James, as 
; | os 
Appointed sociated with him as a watchmaker. 
| Executive : ; a 
° | Secretary q Recent vacationers have included Perey 
The Wallenstein-Mayer Co. | Lucas, salesman for Rosfelder Brothers and 
| : i 4 
| ‘o., manufacturers, at 413 Race St., m 
WHOLESALE Co eons “— ¢ -" 

—— , Florida: E. D. Jacobs of D. Jacobs Sons 
Distributors of Nationally-Kaown Co., Inc., wholesalers, 811 Race St., at 





Palm Springs, Calif., for six weeks; Ferd 
Basson, salesman for George H. Newstedt 
& Co., retailers, 100 West Fourth 5t., to 


| 
Makes of | 
| 


JEWELRY SILVERWARE 


Mr. 
Mrs. Jane Kampf of the Kampf Jewelry 


Barg will take over the duties of 


WATCHES APPLIANCES Co., Inc., who has been the association the Mardi Gras in New Orleans and then 
secretary, and he also will develop and to Mexico for six weeks; William W. 
DIAMONDS CLOCKS coordinate an extensive program of asso- Oskamp of Oskamp-Nolting Co., Inc. 
ciation activities, among which will be a wholesalers, 26 West Seventh St., on 4 


9 





Write for 1950 Catalogue 
31 E. Fourth St., Cincinnati 2, O. 














220 


membership drive, better control of “skips,’ 
a jewelry credit bureau and an expanded 
advertising program. 





month’s fishing trip in Florida, and Car- 
roll C. Seghers, retailer, Fifth and Main 
Sts., in Florida. 
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q Recent business trips included those of 
- J. Forbes, manufacturer, 530 Walnut 
- Robert J. Seifert of Albert and Set- 
Co.. Inc., wholesalers, 18 West Seventh 
Haberman, Al Wehry, Cliff 
E. Flanagan of the Flana- 
gan-Kovac Co.. wholesalers, Enquirer 
Building; Ralph E. Goebel, wholesaler, 
Provident Bank Building; William C. Ja- 
cobs of D. Jacobs Sons Co., Inc., whole- 
calers, 811 Race 5t., and Raymond Eibel, 
Robert Gau and Virgil Topham, of Klein 
Brothers Co., Inc., Enquirer Building. The 
latter is a new salesman will cover 
western territory. 


- -—---— @ 


Moses Discusses Retail Sales 
At Cincinnati Jewelers Meeting 


et 
St.; Charles 


Doan and Li. 


who 


Problems now facing retail jewelers were 
discussed by Clarence Moses of Cleveland, 
managing director of the Ohio Retail 
Jewelers Association at a dinner meeting 
of the Greater Cincinnati Retail Jewelers 
Association in Hotel Sinton on March 

President Louis Grassmuck introduced 
Joseph Barg, the new executive secretary 
of the Cincinnati association, who outlined 
a comprehensive program of future activi- 
ties. A number of local manufacturers and 
wholesalers present, and President 
Grassmuck urged their active cooperation 
to insure the success of the expanded pro- 
gram. A committee representing the Whole- 
sale and Manufacturing Jewelers Associa- 
work with the retailers on the 


were 


tion will 
program. 

In his talk, Mr. Moses pointed out that 
during the war the jewelry business showed 
a greater percentage of increased sales 
than did any other retail line, but that in 
1949 jewelry showed a greater percentage 
of loss than other retail businesses, “be- 
cause a great many consumer dollars went 
into the purchase of homes, automobiles 
and other commodities.” 

“There is not much we can do about 
that situation,” Mr. Moses continued, “but 
we can do better jobs of merchandising 
and selling to maintain our competitive 
position.” 

Mr. Moses congratulated the Cincinnati 
retailers on their cooperative advertising 
campaign, which, he said. has attracted 
national attention and which indicates the 
Cincinnati retailers are not retreating be- 
fore the multiplicity of problems facing 
them, but “are coming out fighting to re- 
tain their rightful places in the over-all 
retail picture. Our problems can best be 
met through cooperation, and we’ve got a 
real chance to lick them by sticking to- 
sether.” 

Mr. Moses was introduced by Mrs. Jane 
Kampf. vice president of the state associa- 
tion. The next meeting of the Cincinnati 
group will be held on May 3. and will 
include the annual election of officers. 


—_—_—__-—_ -—-- 


Rosenbaum Opens New Quarters 


George O. Rosenbaum, a jobber and 
wholesale jewelry distributor formerly at 
101 Pendleton St., New Haven, Conn.. 
opened new quarters recently at 177 Church 
St., in the same city. Mr. Rosenbaum had 
been doing business ‘or the past four 
years at his previous location. 
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J. Niven, Cincinnati Jeweler, 


Still Active in Trade at 94 





, ae 


James Niven (left), oldest manufactur- 
ing jeweler in Cincinnati, and_ possibly 
in the United States, was cordially greeted 
by his numerous friends in the business, 
including Arnold Dorst (right), another 
manufacturer, at a recent dinner meeting 
of the Cincinnati Wholesale and Manufac- 
turing Jewelers Association 

Born near Glasgow, Scotland, in 1857, 
Mr. Niven learned the jewelry manufac- 
turing business by serving seven years as 
an apprentice in a Glasgow shop, where 
he melted gold and learned the fine points 
of polishing and setting precious stones. 

Mr. Niven, still hale and hearty at 94, 
came to this country in 1874 and, between 
seven trips back to Scotland, worked in 
jewelry shops in Providence, R. I.; New- 
ark, N. J., and New York City. He re- 
calls that, in those days, he was paid 18 
cents per stone for setting. 

Coming to Cincinnati in 1888 to work 
as a diamond setter, he opened his own 
shop on East Fourth St., in 1892. Upon 
completion of the Harrison Building, now 
the Mills Building, at 31 East Fourth St., 
40 years ago, he moved into quarters on 
the seventh floor, where he still greets his 
customers and friends daily. 


Among these many friends have been 
Harry Lauder and John L. Sullivan, who 


always visited with Mr. Niven in his shop 
on their many visits to Cincinnati, and who 
corresponded regularly until their deaths, 
as did Sir Thomas Lipton with whom Mr. 
Niven was well acquainted as a young man 
in Scotland. He also was acquainted with 
many other personalities in the theatrical 
and sports fields. 

During his years in business, Mr. Niven 
has specialized in diamond setting, and 
many millions of dollars worth of diamonds 
have been mounted in artistic settings in 
his shop. 

Mr. Niven married a Cincinnati girl 
1892, and they observed their 57th wedding 
anniversary last Nov. 1. 


Jewelers Board of Trade 
Elects Klein a Director 





A distinguished honor was _ bestowed 
upon William Klein, treasurer of the 
Jacques Kreisler Mfg. Corp., when the 
Jewelers Board of Trade elected him a 
director. The Jewelers Board of Trade 
held its annual meeting on January 27th 
and notified Mr. Klein of his appointment 
on February 2nd. 

Mr. Klein, who will serve for a period of 
now starts his 16th year with 


Kreisler Mfg. Corp. 


three years, 
the Jacques 








C.W. SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 
WE REFINE— FILINGS 


‘ 
SWEEPINGS - OLD GOLD - SILVER 
AND PLAT NUM. 
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CINCINNATI, OHIO 





SERVICE AND DEPENDABILITY 
For over 75 years 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-813 Race Street 
Cincinnati 2, Ohio 


We distribute all nationally known 
lines of Jewelry and Diamond Rings. 

















ken matsumoto & co. 
Jewelry Display Specialists 
CREATORS OF 
BACKGROUND DISPLAYS 


i109 MAIN ST., CINCINNATI 10, OHIO 
PHONE PARKWAY 1392 

















14K Gold Diamond Earrings 
Set With Selected Quality 
Full Cut Diamonds up to }/, Ct. 





Competitively Priced for True Value 
MEMO. SELECTION UPON REQUEST 


JACK T. GOLDMAN & CO. 


29 E. MADISON ST. CHICAGO, ILL. 

















CALL ON 


ED FREED’S 


THEY KNOW 


ADVERTISING 


LOOKING 


FOR AN 


ADVERTISING 
AGENCY ? 


THE EDWIN FREED ADVERTISING gag 
1S AT 1233-6th AVE. AT 49th ST., . €. 
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Nationally Advertised 


Booths 
FINE 
ENGLISH 
TABLEWARE 


. 


Pamphlets of 14 outstanding 
BOOTHS patterns sent upon 
request 





Address Dept. JC 


MIDHURST 


IMPORTING 
CORPORATION 


129 FIFTH AVENUE 
NEW YORK 3, N. Y. 

















PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 




















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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New Hamilton Color Film 
Now Available For Showings 


A new 16mm color film entitled “How a 
Watch Works” has been produced by the 
Hamilton Watch Co. and is now available 
for jewelers’ showings to local schools, 
clubs, lodges and other consumer groups. 

“How a Watch Works” is a 15 minute 
educational film. It presents via words 
and picture a simple, easy-to-understand 
story of the design and operation of a 
watch. In the film the fundamental ele- 
ments of a timepiece are presented in their 
simplest form. A water hydrant in place 
of the mainspring supplies the source of 
power and a garden hose serves as the 
train—transmitting the power. The water 
flows through a water wheel attached to a 
hand and dial thus recording the flow of 
power. The hose nozzle simulates the 
escapement by controlling the flow of water 
or flow of power. As the nozzle is opened 
to release more water the hand on the dial 
is accelerated and as the nozzle is closed, 
slowing the flow of water, the hand on the 
dial is slowed accordingly. 
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This enlarged filmstrip shows: (top to bot- 
tom) |. Portion of jumbo movement show- 
ing balance and escapement assemblies. 2. 
A simplified example of the four fundamen- 
tal elements necessary in every timepiece. 


Then, arranging these same fundamental 
elements as they are found in a watch, a 
movement is assembled, part by part, while 
the narrator describes the function 
and motion of each part in relation to 
the rest of the movement. In order to as- 
sure sharp photographs which are not pos- 
sible when photographing an_ ordinary 
watch movement, Hamilton constructed a 
jumbo 7!% foot in-line movement—exact in 
every detail—for use in this easy-to-follow 
demonstration. 

The final scenes in the picture are de- 
voted to an explanation of the function of 
the jewels, plates, pinions and staffs. It 
also explains poising a balance wheel, over- 
coiling a hairspring, and other skilled oper- 
ations every watchmaker must master and 
all of which is little understood by the 
average man on the street. 

Since the film was produced primarily 
for public education no attempt has been 
made in the script to commercialize it. 
Jewelers sponsoring the film are urged to 
arrange for as many showings in their 


communities as they believe justified by the 
interest of local organizations in technica] 
information of this kind. 

Indirectly, “How a Watch Works” wil] 
impress potential customers that a watch 
is a precision instrument worthy of the 
utmost care and expert service. 


—— 


Retail Jewelers Council 
Plans Annual Conference 


The members of the Retail Jeweler 
Council are making plans for their spring 
conference which will be held at the 
Greenbrier Hotel in White Sulphur Springs, 
W. Va., on Monday and Tuesday, Aprjj 
17 and 18. 

Discussions will include detailed talks 
on expenses, department sales and _ pro. 
motion. 

Nathan Kurz of Passaic, N. J.; Melvin 
M. Levitt of Wilmington, Del.; Kar) 
Schwemmer of Reading, Pa.; Lester Smith 
of Philadelphia, Pa.; David R. Lakein of 
Baltimore, Md.; Leo D. Kind of Trenton. 
N. J.; Charles H. Shaffner of York, Pa, 
and William M. Wright of Silver Springs, 
Md., make up the membership of the 
Retail Jewelers Council. 





Coskey Moves Hartford Store 
To New Main Street Location 


Frank S. Coskey, a jeweler formerly at 
805 Main St., Hartford, Conn., opened new 
quarters recently at 705 Main St., oppo- 
site the Travelers Insurance Company, in 
the same city. 

A native of Meriden, Conn., Mr. Coskey 
has been in the jewelry business in Hart- 
ford since his graduation from the Rhode 
Island School of Design in 1922. While 
there, he won medals for stone-cutting and 
engraving from the New England Manv- 
facturing Jewelers & Silversmiths Associa- 
tion. He later returned to the school as a 
teacher of jewelry-making for a short time. 

Mr. Coskey is president of the Connecti- 
cut Retail Jewelers Association. He was 
Connecticut state athletic commissioner 
from 1938 to 1945 and chairman of the 
State Voting Machine Commission from 
1932 to 1936. 











TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
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ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 
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FONDEVILLE & CO., INC. 
149 Fifth Ave. ~ wat” York 10, whet 
SWEDISH CRYSTAL 
Kosta Alsterfors 


DANISH CERAMICS (Bing and Grondshl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 
LOngacre 4-7851 
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Coming Events 
a so ‘| Boye 
9.3—Oklahoma Retail Jewelers Associa- 3—Maiden Lane Outing Club, Annual | H AV ILAND 
tion, 44th Annual Convention, Skirvin Summer Outing, The “Greens,” Pleasant- | . 
Tower Hotel, Oklahoma City, Okla. dale, N. J. . | CHIN A 
12——Massachusetts and Rhode Island _5-6—National Wholesale Jewelers Asso- 
Retailer Jewelers Association, Annual Con- ciation, 43rd Annual Convention. Hotel 
vention, Parker House, Boston, Mass. Sheraton, Chicago, Til. — a Sheodore Fuasiland 
15 — Diamond Peacock Club, Annual —7-8—W atch Material Distributors Asso- Pots Pork 
Dinner-Dance, Hotel Somerset, Boston, ciation of America, Annual Meeting, La | 
win | Salle Hotel, Chicago, Ill. : . MADE IN AMERICA 
; 15-17—Kansas_ Retail Jewelers Asso- 15—Twenty-Four Karat Club of the City 
ciation, Annual Convention, Allis Hotel, of New York, Annual Summer Outing, | 
Wichita, Kan. Travers Island, New York. | 
15-17—Kansas State Horological Asso- 24-26—New Jersey Retail Jewelers Asso- 
ciation, Annual Convention, Allis Hotel, ciation, 41st Annual Convention, Claridge 
Wichita, Kan. Hotel, Atlantic City, N. J. | 
16-19—Baltimore China, Glass & Gift 25-26—New Hampshire Retail Jewelers | 
Show, Lord Baltimore Hotel, Baltimore, Association, Annual Convention, Hotel Yoodrre' Hk, And 
Md. Wentworth-by-the-Sea, Portsmouth, N. H. 
16-20—“49th State” St. Louis Gift, Art 
& Housewares Show, Statler Hotel, St. July 
be r , “3 | nis weg g 
er Retail Jewelers Asso- nag: Me York China, Glass & Pottery | 26 WEST 23rd STREET, 
‘ation, Annual Convention, Marion Hotel. cnew, Hetel es Yorker, a. 3. | NEW YORK 10, N.Y. 
Siete Mock Ark , 24-28—Washington Gift Show, Hotel 
93.25—Michigan Retail Jewelers Associ- Willard, Washington, D. C. 
ation, Annual Convention, Olds Hotel, CHICAGO 
Lansing, Mich. August 1ss0 MERCHANDISE MART 
93-28—Allied Jewelry Show, Biltmore 6-10—Buffalo Gift & Art Show, Hotel 
Hotel, Los Angeles. Statler, Buffalo, N. Y. LOS ANGELES 
30-May 2—Florida Retail Jewelers Asso- 13-17—Pittsburgh Gift & Art Show, 302 BRACK SHOPS 
ciation, Annual Convention, Sarasota, Fla. Hotel William Penn, Pittsburgh, Pa. 
30-May 2—Louisiana Horological Asso- 14-17 — American National Retail | 
ciation, Annual Convention, Bentley Hotel, Jewelers Association, Annual Conven- | 
Alexandria, La. tion and Trade Show, Waldorf-Astoria | 
30-May 2—Wisconsin Retail Jewelers As- Hotel, New York. | 
sociation, Annual Convention, Lorraine 28-31 — National Association of | 


Hotel, Madison, Wis. Credit Jewelers, Annual Convention | GEO BORGFELDT 


and National Jewelry Fair, Stevens | 
May Hotel, Chicago, II. | CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 


7-8—Maryland-Delaware-District of Co- Tel. GR 7-0400 














































lumbia Jewelers Association, 36th Annual September CHINA “ GLASS e TABLEWARE 
Convention, Shoreham Hotel, Washington, 3-8—Allied Gift and Jewelry Show, EARTHENWARE @ GIFT and ARTWARES 
D. C. Hotel Adolphus, Dallas, Texas. | erntianatinis 

7-9 — South Carolina-Georgia Retail 4-8—Dallas Gift Show, Hotel Baker, Dal- | 
Jewelers Association, Annual Convention, las, Texas. | 
Biltmore Hotel, Atlanta, Ga. 10-14—Cleveland Gift & Art Show, Hotel | ciaundaemaaisidiionieneso takai tonneelll 

14—Horological Institute of America. Statler, Cleveland, Ohio. | ait WINDSOR WARE 
Annual Convention, Raleigh Hotel, Wash- 17-20—Western Jewelry Show, Biltmore | arp 
ington, D. C. Hotel, Los Angeles, Calif. | (a English Earthenware 

14-16—New York State Retail Jewelers 24-25—Iowa Retail Jewelers Association, | U.S.A. Representatives 
Association, Annual Convention, Hotel Annual Convention, Fort Des Moines, Hotel | FISHER, BRUCE 2 CO. 
Governor Clinton, Kingston, N. Y. Des Moines, Iowa. | | Phila.: 221 Market St. * New York: 1107 Broadway 
28-29—United Horological Association 28-29—American National Watchmakers |_ | 
of America, 17th Annual Convention, Fort Association, Annual Convention, Hotel | 
Des Moines Hotel, Des Moines, Iowa. Pfister, Milwaukee, Wis. 
| ENRIGHT - LeCARBOULEC, INC. 
’ : - . Slap , . iree ~ ¢ ’ 
Milwaukee Wholesalers Ass'n directors. Elected to serve as directors at | CRYSTAL from SWEDEN 
Re-elects Patzwald President the meeting were Louis H. Gollberg of | STEMWARE. BOWLS. VASES. PERFUME 
M. A. Mead & Co., Inc., and Erwin Berk. | BOTTLES and SMOKING ACCESSORIES. 

E. M. Patzwald of E. M. Patzwald Co. Herman Weingrod, secretary of the asso- | Send for 36-page illustrated catalog 
was re-elected president of the Milwaukee ciation, stated that the group intends to | 160 FIFTH AVENUE NEW YORK 10, W. Y. 
Wholesale Jewelers Association at a meet- entertain retail jewelers at the forthcom- | Telephone: CHelsea 2-3702 and CHelsea 2-2558 
ing of the board of directors of that or- ing Wisconsin Retail Jewelers Association 
ganization held on February 17th. Other convention to be held from April 30th | 
officers elected at the meeting were Orrin through May 2nd at the Lorraine Hotel in | 
T. Wals of Edward M. Wals & Son, Inc.. Madison. | DECORATIVE 
vice president, and Herman Weingrod of Other directors of the association, in MARY RYAN ACCESSORIES 
M. Weingrod Co.. Inc .. secretary-treasurer. addition to Messrs. Gollberg and Berk, are: 

The association, which is comprised of A. C. Kuesel, A. C. Kuesel & Son; E. M. FURNITURE 
13 distributing firms, also held a meeting Patzwald; Herman Weingrod; Wm. J. __ GIFT AND ART 
on February 13th at the Wisconsin Club to | Kilb, Kilb-Beck Co, Inc.; A. C. Possin, | [iQ ORAsORS ERD-eR MAIN Sie —e 
transact business and to elect two new A. C. Possin Co., Inc., and Orrin T. Walls. Mecchandieg. Seek. Clana: 7 : 
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ractical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section A—Part 1: Correct Shaping and Sharpening of Square Script Gravers (Cont. ) 


Before using either stone, saturate 
them with oil. This may be done by 
pouring and spreading on a little oil 
at a time, allowing it to soak into the 
stone, and repeating the procedure 
until the stone will absorb no more. 
Oil, especially prepared for oilstones, 
may be bought from any dealer in 
jewelers’ supplies, or the automobile 
motor oil sold as “Grade SAE 10,” may 
be used. 


The India stone is used to “rough 
out” or grind the faces. The Arkansas 
stone is used to “smooth out” or polish 
away the coarse lines remaining from 
the India stone. Emery paper is the 
final polishing agent, and should be 
used in grit 4-0. 

After grinding a face, using the 
India stone, it should be immediately 
presented to the Arkansas stone, no 
further adjustment to the graver sharp- 
ener being necessary. Care must be 
taken to level up the stones so that no 
change results when turned over from 
one side to the other. The three faces 
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A. Correct FACE For. 
AVERAGE WORK. 

B.CoRRECT BELLY For 
AVERAGE WoRK. 

C.COoRRECT FACE ANGLE 
FoR AVERAGE WORK. 
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(b. Stoning belly and face) 
(c. Polishing) 


Section A—Basic Exercises 
1. Correct shaping and_ sharpening of 
square script gravers:— 
(a) Use of mechanical dewice; 
(b) Stoning belly and face; 
(c) Polishing. 
. Cutting parallel straight lines. 
. Cutting curved parallel lines. 
. Cutting circles in hair-lines; synchroniz- 
ing eye, hand and block. 
. Cutting parallel shaded lines. 
. Cutting curved parallel shaded lines. 
. Cutting shaded circles. 
. Cutting script ovals—hairlines. 
. Cutting script ovals—shaded. 
. Shading beauty-cut; basic script letter 
formation. 
. Shading beauty-stem; basic script let- 
ter formation; balance and proportion. 
. Shading double-C cuts. 
. Shading double-cut. 
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are ground on the two stones first. 
When all three are complete, the graver 
is placed in the handle and polished by 
hand on 4-0 emery paper placed on 
top of a flat piece of glass (Fig. 13). 
Figure 8 shows a graver sharpened 
for average work. The belly is always 
sharpened first and the two sides must 
meet at a point as in Figure 8-B. The 
same amount of metal is ground away 
on both sides so that the line of centers 
(L-L’) is not disturbed. If more is 
ground away on one side, then the line 
of centers is disturbed causing it to 
bend sharply to the right or left as the 
case may be. 

As the two sides of the belly are 
ground away, an important condition 
arises which we will call “belly angle” 
(Fig. 10). The amount of belly angle 
depends entirely on how much metal 
is ground away on both sides. Belly 
angle is a very important feature, since 
it directly involves “lift” (Fig. 10-C). 

Lift decides for you how high or low 
you must hold your graver to the arti- 
cle or plate when making a cut. This 
should be carefully studied and experi- 
mented with, because herein lies the 


source of most graver troubles. Yoy 
would find that a very low degree of lift 
or belly angle will cause difficulty jp 
cutting. Also an extremely high degree 
is next to impossible to handle. The 
student will find his happy medium 
through experimenting. In discussing 
lift, it is in relation to average cutting 
on average work. As_ the student 
progresses and begins cutting on curved 
surfaces. he will find the lift will have 
to be changed to suit the surface. 
Curved surfaces usually demand an in- 
creased lift whether concave or convex. 
Flat surfaces can be cut with a lower 
lift. The student should adapt the 
eraver to suit his hand. The lift for 
average work should be at least high 
enough for the engraver to get his 
fingers comfortably underneath the 
graver handle. 
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A. For WiDe SHADE Lines AND SHALLOw CUTTING. 
- FoR NeEEPER CuTTING; NOT So WINE. 
FOR A NEEP CUT ; NARROW. 
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Fig. 11 is self-explanatory, but here 
a word of caution. Avoid extremes 4s 
in Fig. 11-C. For average work, Fig. 
11-B is ideal. If Fig. 11-C were matched 
with a belly as in Fig. 9-A, the two 
extremes would be of no value. If 2 
wide shade line is desired, it must be 
remembered that the result is obtained 
by altering the belly and not the face. 
The right edge of the graver is brought 
slightly forward, because all of the cut- 
ting is done on that side, and this helps 
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WATCHMASTERS ARE BEING 


SOLD THROUGHOUT THE WORLD 


THAN 
ALL OTHER 
WATCH-TIMING 
MACHINES fn r5c0cecrn otf 

COMBINED Sum “gC 
Why? 





GUARANTEED ACCURACY 
1/1,000th of 1% 
ENDURING CONSTRUCTION 





It stands up 
CLOSELY-SPACED RECORD 
ASK FOR for dependable analysis 
e R fF FE and speedy rating. 
, COMPLETE SERVICE 
Watch err pear you. 
—~—.__ fi ; ADVERTISING HELPS 
eae Master Largest choice in the field 
Write for Catalogues No. 1 & No. 2 
DEMONSTRATION PUBLIC ACCEPTANCE 
(CONVENIENT TIME PAYMENTS) want WatchMaster tested work 


American Time Products, Ine., 580 5th Ave., N. Y. 19, N. Y. 











the tool to cut more readily. To execute 
a shade line in script, the graver is 
laid over on the right side consider- 
ably. By bringing the right edge slight- 
ly forward (Fig. 11-B) it is not neces- 
sary to lay the graver over quite so far 
to get the desired width of shade line. 

Fig. 12 is also self-explanatory. It is 
only necessary to add that a higher face 





A. BELLY ANGLE SLIGHT; Not Muciw LIFT. 

B. INCREASED BeLLy ANGLE; More LIFT. 

C. STILL More BELLY ANGLE RESULTING 
IN GREATLY INCREASED LIFT. 


angle is desired on cutting hard or 
tough metals. A low angle would break 
too many points. A graver with a low 
face angle cuts more readily and makes 
a smoother cut and should be used on 
all softer metals that will not endanger 
the point. 


POLISHING 


Great care should be taken to de- 
velop correct polishing methods because 
therein lies the reason for the success 
or failure of a smoothly executed cut. 
Assuming that a graver has been prop- 
erly faced, the problem of obtaining a 
good polish is undertaken. First, place 
the graver in the handle and polish the 
belly as shown in Fig. 13. This must 
be done by placing the side or face to 
be polished perfectly flat on 4-0 emery 
paper; pull towards you, always away 
from the point of the graver. Placing 
the fingers as shown in the illustration, 
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A. FoR CuTTING THin HAIRLINES. 

RB. For SHADE Cuts OF AVERAGE WIDTH. 

C. FoR WINER SHANE LINES; BAD For 
MAIRLINES. 


press lightly as the motion is begun. 
In polishing thusly, always place the 
emery paper over the glass piece or 
section over which the graver sharp- 
ener slides when facing gravers. This 
guarantees, a firm, hard, and smooth 
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surface which will minimize the risk 
of rounding the edges. 

Short careful strokes of about one- 
half inch in length are more easily con- 
trolled than long strokes and the risk 
of rounding the edges is reduced. How- 
ever, the beginner must be very per- 
servering in this particular task. This 
is hand work and requires skill to 
execute successfully. Much practice is 
required before a beginner can com- 
plete the job without rounding the 
edges. Many strokes are not necessary. 
A few slow, careful strokes are enough 
to insure an adequate polish. The 
amount of hand polishing will depend 
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A. Face ANGLE HiGH or LESS THAN 45° 


FRom PERPENDICULAR... STRENGTHENS 
POINT BuT DEEPENS Cur. 

B. FACE ANGLE Low oR GREATER THAN 
45° FROM PERPENDICULAR. 
WEAKENS Point But CuTS MORE 
READILY AND LESS DEEP. 


to a degree on the fineness of the 
Arkansas stone. 

It is advisable when polishing new 
faces to use a fresh piece of emery 
paper. The first polishing stroke will 
leave a trail on the paper, which should 
show an even stroke, perfectly uniform. 
If the graver face is not contacting the 
emery paper in a flat position, the trail 


Figure 


flatness and this “feel” may be relied 
upon more and more as experience ns 
gained. 

Among finished engravers, differen 
viewpoints are often held on polishing 
methods. Many contend the correg 
way to polish the belly is to drag the 
graver sideways, away from the point 
over the emery paper. In this manner 
the motion of the strokes is paralle] to 
the cutting edges. This method is yery 
good; results are excellent, but begin. 
ners usually have great difficulty in 
preserving flat faces. It is not sug. 
gested that beginners try this method 
until more experience is acquired. 

How much to polish the faces? Look. 
ing down at the two sides or faces of 
the belly, the left side is the Cutting 
edge and deserves more attention. This 
face should receive more actual polish. 
ing or rubbing on emery. The edge 
must be smooth, free of scratches and 
burrs. The right face may be polished 
just enough to remove lines and burrs 
created by the stones. The one face on 
top of the graver, “the face” of the 
tool, does not necessarily require any 
polishing other than that done on the 
Arkansas stone. If burrs are showing 
on this face, it is naturally wise to rub 
it over emery paper once or twice but 
not for the purpose of polishing. Re. 
member that a brilliant cut depends on 
the brilliance of the polish on the left 
side of the belly (the left side of the 
belly when viewing both sides at once 
becomes the right side when in actual 
cutting position). Acquiring a high 
polish on the face is not only of no 
real value, but is generally detrimental 
to good results. 


}2 








USE 4-0 EMERN PAPER. 
FOR ALL FINAL POL- 
ISHING AS ILLUSTRATED. 
PLACE EMERY PAPER 
ON GLASS. 




















will show deeper on one side than on 
the other. This demands an immediate 
correction if rounded edges are to be 
avoided. After a considerable amount 
of practice, the student will develop in 
his fingertips a “feel” or “touch” for 


To summarize, the left face of the 
belly (viewing both sides) receives 
more polishing attention; the right side 
of the belly is less important, and “the 
face” of the graver receives little or 
no polishing on emery paper. 


(To be continued) 








There’s a Two-Fold Profit 


In the Sale of Engraving 


Personalized merchandise is an important selling fac- 
tor for the retail jeweler, both in its added attractive 
ness and prestige to customers, as well as its “imsut- 


ance” value in eliminating returns. 
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NORTHBURY— Here’s abeauty with 
full quarter-hour Westminster 
chime movement. Your choice of 
electric or 8-day. Exquisite ma- 
hogany cabinet. Numeral ring in 
silver with etched numerals filled 
in black. Ht. 11”; wdt. 8 °46””— 
$65.00**, 


DYNAIRE— An electric time move- 
ment in cabinet of blond birch or 
rich brown mahogany finish. 
Smart; modern... especially ap- 
pealing to home-makers. Silver- 
finished dial; Roman numerals. 


Ht. 534”; wdt. 10'4’’"—$16.50** 
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MORE MODELS 


by SETH THOMAS 














POISE—Rare beauty in an occa- 
sional clock with mellow-toned 
alarm movement in rich mahog- 
any case. Correct for living room 
or boudoir. Roman numerals, 
black hands, gold trim. Ht. 
5 46”; wdt. 5 %e6” — $14.95** 





SIMSBURY—A clock everyone will 
like to own. Your choice of elec- 
tric or 8-day. Both with full 
Westminster chime. Rich brown 
mahogany cabinet with matched 
ae veneer front. Ht. 8°s”; wdt. 14” 
—$57.50** 








\KE a look at them. They're luxurious clocks 
T ... beautifully styled and precision-made as only } 
Seth Thomas* craftsmen know how to build them. 
Both electric and keywound. They're attention-getting | 
clocks. Now’s the time to display them for Easter... | 
and don’t forget they’re ideal gifts for Mother’s Day, | 
Father’s Day, and June weddings ahead. 

You'll see these and other top-quality Seth Thomas | 
Clocks for every room in the home, and for every 
gift purpose, advertised extensively in prominent 
magazines. Tie in with this advertising. It’s designed 
to help make more sales for you. Let your store be 
known as headquarters for Seth Thomas Clocks and 
other quality merchandise by featuring these fine 
new models now. They’re merchandise of the kind | 








that appeals to your best customers. Good profit- 
makers, too. You can always look to Seth Thomas 
for the very finest in clocks. Seth Thomas Clocks, 


Thomaston, Connecticut. 


* Reg, U.S Fat Off. ** Retail...]ax extra 


A division «cf General Time Corporation 
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LYNTON— Introduced in January. Scored an immediate hit. 
Amazing value at only $27.50**. Choice of electric or 8-day 
keywound movement. Strikes hours and half-hours. Com- 
bines smart styling, masterful workmanship, topmost quality. 
A sales leader. Ht. 8 °46’’; wdt. 16°4”. 


SETH THOMAS | 
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LARM CLOCK INVENTOR — Who invented the 
alarm clock? When? Where? (Question No. 6212) 
I. R. G. 


Answer—Nothing is definitely known about when, 
where. or by whom the first invention of alarm clock 
mechanism was made. The earliest references to any 
clocks are vague about dates but indicate that these were 
at first simply machines for striking bells at pre-set hours 
in convents or other religious establishments. In other 
words, the earliest “clock” was an alarm clock; the 
mechanism for showing time on a dial was a later develop- 
ment. 

Church alarm or “program” mechanisms for striking 
bells are referred to as being in use somewhat rarely 
during the 13th century. During the next century, the 
combination of time-telling dials with alarm or striking 
mechanisms on clocks made as architectural features of 
buildings, arrived. Next, smaller clocks for time-telling, 
alarming, and striking, appeared for use in homes. For 
more than a century thereafter, nearly all clocks had 
alarm work and shortly after the year 1500, when spring- 
driven portable clocks or watches were introduced, some 
of them had alarm-work features. 

So it must be said that there are no definitely known 
dates, nor inventors’ names, concerning the invention of 
alarm clocks. 


INE CUT DIAMOND—What is the meaning of the 
expression: “mine-cut diamond,” and what is the 
effect of this on the value of a stone? (Question No. 


6213) L. S. Y. 


A nswer—tThe term as you quote it is derived from 
the fuller term “old mine cut,” applied to a form cus- 
tomarily given to diamonds prior to the discovery of the 
South African mines, when most of the world’s supply 
of rough diamond came from Brazil. It was then fashion- 
able to cut diamonds with the girdle of elongated outline 
instead of circular as this is preferred nowadays. The 
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volume of stone above the girdle was greater with the 
“table” higher above the girdle than is in vogue now. 

These old-mine uncut diamonds often are recut into the 
modern 58-facet “brilliant” form with circular girdle to 
improve the brilliancy. In re-cutting, the stone of course. 
loses weight. Both this, and the cost of recutting, have 
an effect of lowering the cost-per-carat of an old-mine 
diamond, compared with the price per carat of a modern- 
cut stone of similar quality of material. 


_— COLOR—How can we make a good job of 

restoring the pink color to a large cameo, in a 
brooch that has gone through a fire? This changed the 
color of the background of the figure to a dirty gray. 


(Question No. 6214) M. C. 


A nswer—tThere is really no satisfactory way of re- 
storing the original pink color to shell cameos that have 
been through a fire. Of course, a pink coating could be 
given superficially to the background shell of the cameo 
by painting it with pink air-drying enamel but that would 
hardly be satisfactory to the owner of the jewelry. We 
know of no other way in which the shell surfaces could 
be made pink again. 


ALANCE MOTION—We have a watch here, a 12- 
size, which has a fine balance motion in dial-up or 
dial-down positions, but this falls off very much in all 
of the on-edge positions. Could this be due to faulty 
cleaning? We use L. & R. machine and solutions. (Ques- 


tion No. 6215) F. L. K. 


A nswer—yYour suggestion that the difference in mo- 
tion could be due to faulty cleaning, should not be con- 
sidered. The cause should be looked for in some mechan- 
ical defects. Among the possible faults are: loose or 
mis-centered balance hole jewel; some escapement fault 
that could add friction to the action of the balance- 
assembly only in a vertical position of the watch; a 
slightly bent balance pivot; a cracked balance hole jewel, 





THE JEWELERS’ CIRCULAR-KEYSTONE 











Mr. J. Mandel, proprietor 
of Mandel’s Jewelers, Turtle 





Creek, Pennsylvania 


“Whether a cash sale, charge sale, payment, or 
a credit, the customer’s record and our record 
always agree, since they are printed simultane- 
ously in a single operation of the register. 

‘The register indication provides quick, positive 
supervision by both the customer and employee, 
assuring that correct amounts are recorded. 

There is never any question about the register’s 
legible figures, or the mechanically computed 
balances. Customer confidence is enhanced by 

the printed, unchangeable records. The transaction 
totals locked in the register provide convenient, 





THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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‘Our National Sales Register 
gives us control, saves 
builds confidence. 
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economical control with a considerable saving 
in detail work and auditing.”’ 

So writes Mr. J. Mandel about the modern 
National Cash Register System in his jewelry 
store. If you want to increase sales through better 
service to customers, get better cash-control, and 
simplify your record-keeping...talk over your 
problems with the man who can help you—your 
National representative. He has the benefit of 
his company’s 65 years’ experience in building 
better business systems. Ask him to survey your 
present methods, and 
recommend a system 
exactly suited to your 
jewelry store’s needs. 












CASH REGISTERS © ADDING MACHINES 
ACCOUNTING MACHINES 
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or one of these with hole out-of-round, or rough (un- 
polished) inside; the balance very badly out-of-poise; 
some improper contact between any part of the balance- 
assembly and any other part of the movement, in the 
vertical positions of the watch. We could hardly list all 
of the many other possible faults; but the above may 
afford some clue for you, in your search for a cause of 
the variation of motion. 


Pyne POWDER—Would it be perfectly safe to 
use the jewelry cleaning powder called “Sparkl”? 
Directions say simply dissolve it in cold water, which 
is easy to use; but we do not want to take a chance of 
harming jewelry with it. Could you guarantee safe 


results? (Question No. 6216) R. J. L. 


Answer—We are frequently asked questions of this 
nature, and in these cases, we explain a rule we go by 
and the reason for it, as follows: We do not express 
opinions on proprietary or trade-marked products. These 
are made on formulas developed by their manufacturers 
who sell products on the basis of claims they make for 
them, implying a guarantee of the results claimed for 
their use. Any question of merits of the products is a 
matter between the maker and the purchaser of the goods. 
To be ready to give valid opinions, we would have to 
buy and try everything that is advertised for sale under 
a trade-mark, which is impracticable. 

It would be different if we were asked, for example, 
“Is cyanide of potassium good for cleaning silverware?” 
because that chemical is a standard market or commer- 
cial product, and not a proprietary combination of chemi- 
cals invented and advertised by a manufacturer. Most of 
the branded preparations, if they have been long enough 
in use to have established a reputation, will be found to 
justify their makers’ claims; otherwise, they soon dis- 
appear from the market by failing to inspire “repeat” 
sales. You could judge the merits of “Sparkl” by trying 
it on some goods in your stock, and observing the results. 
Otherwise, you could use it on the basis of the manu- 
facturer’s responsibility for making good on his claims for 
his product. 


UMINOUS PAINT—It strikes me that I could save 
money by scraping luminous paint off old clock and 
watch dials, mixing this with some suitable liquid and 
using it for repainting figures on dials where damaged. 
What kind of varnish or liquid would be good for this? 
Our material house does not have luminous paint in stock. 


(Question No. 6217) O. H. 


Answer—Our recommendation is that you buy new 
luminous paint from some material dealer. Hammel. 
Riglander & Co., Inc., 395 Fourth Avenue, New York 
16, New York, have been supplying dealers with this 
material, put up in outfits with brushes and instructions 
for applying it. Although some dealers may not have 
it in stock, you could no doubt find this outfit for sale 
by writing other firms whose addresses you can find in 
their advertisements in THE JEWELERS’ CircULAR-KeEy- 
STONE; or if you would write Hammel, Riglander & Co.. 
Inc., they could give you addresses of dealers who have 
this paint in stock. We do not believe you could make 
luminous paint from old material, that would be satis- 
factory. 
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ff PEMACNETIZING TOOLS—I felt almost sick at 

discovery I made—that my lathe, bench-vise, coup. 
tershaft, staking-tool base, and engraving block, are ajj 
magnetized, which I realize endangers the watches on my 
bench. What can I do to demagnetize big things like 
these? (Question No. 6218) W. H. 


Answer — Often, but unnecessarily, watchmakers 
worry about the larger tools showing magnetism when a 
small compass needle is brought near to them. This jg 
probably due to the magnetic currents of the earth itself 
having some influence on all objects made of iron or steel, 
as indicated by their effect on a very sensitive thing like a 
small compass needle. 

If you will lay some small steel object, like a watch 
jewel screw, on a piece of cardboard, and approach this 
gradually near to the “magnetized” tool, usually the 
latter will not attract the screw. This shows that the 
intensity of the magnetism in the tool is so low that it 
can have no effect whatever on steel parts of watches; 
hence, can be safely ignored. 

A similar test on tweezers, staking-tool punches, screw. 
drivers and any of the smaller tools may be tried. Any 
tool that will not attract or hold small steel watch parts 
need not be demagnetized, and is nothing to be con- 
cerned about. 


OLOR-FINISHING—I wish to be informed about 

these new dye processes instead of electroplating, for 

color-finishing large quantities of costume jewelry made 
of cheap soft metals. (Question No. 6219) L. 5. Y. 


Answer—For information on processes for coloring 
costume jewelry, other than by electroplating, we suggest 
that you write explaining the work desired, and sending 
samples of it, if possible, to: Oscar A. Hillman & Sons, 
North Attleboro, Mass., and/or to Warner Electric Com- 
pany, 1512 Jarvis Avenue, Chicago 26, Illinois. 


OLATILE SOLUTIONS—Lately I have been hearing 
of dangerous fires caused by watch cleaning solutions 
used in machines. One solution I make up myself con- 
tains acetone. Then the rinse is naphtha. Both of these 
are inflammable, I know. Please send a formula for 
cleaning and rinse solutions that have in them no inflam- 


mable ingredients. (Question No. 6220) W. S. T. 


Answer—What you have been told about danger is 
probably that a spark or electric arcing at the commu- 
tator of the motor driving the machine may set fumes 
of the acetone or of the naphtha on fire. We can say 
thousands of watchmakers have been using similar solu- 
tions in cleaning machines for years without accidents 
from fire. Some of them use even more volatile petro- 
leum liquids than naphtha without danger. Mightn’t it 
be, if you do have authentic reports of fires, that some- 
thing else set the fires than the motor, or that the motor 
was in bad order? Any kind of materials or equipment 
may be misused so as to be dangerous, but this does not 
say that such things should be discarded. 


If you have any remaining doubts about safety in this 
matter, why not write the makers of your cleaning ma- 
chine about it? They should be able to answer authori- 
tatively from their wide experience. 
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SHOW YOUR WARES! The “open-vision” 
front of this attractive jewelry store in Rush- 
ville, Ill., lets passers-by see the entire store 
interior ... and the merchandise for sale . . . 
even after closing time! The sparkling, mo- 
dern front is of black and gray Currara 
Glass, Polished Plate Glass, Pittco Metal and 
Herculite Doors. An arresting front like this 
will bring more customers to your store, too. 





Sold!...to the lady who was “just looking” 


HE store front that permits un- 
6 Iprsenmente vision from the 
street helps turn “lookers” into 
buyers. That’s why so many jewelers 
have employed “open-vision” de- 
signs when remodeling their stores. 





“ 
Store fronts 
and Interiors 


by Pittsburgh 











An “open-vision” front turns the 
entire store interior into an eye- 
catching, sales-producing display. 


Give your sales a boost—and get 


the edge on your competitors — by 
modernizing your jewelry store with 
an attractive, inviting store front of 
Pittsburgh Glass and Pittco Store 
Front Metal. Modernization is not 
just an expense, but rather an in- 
vestment in the future of your busi- 
ness. And be sure to do a thorough 
job when you remodel — inside and 


Pittsburgh Plate Glass Company 


2062-0 Grant Building, Pittsburgh 19, Pa. 
Without obligation on my part, please send me a FREE copy of your book on store 
modernization, *“Modern Ways for Modern Days.” 


out. It’s the complete moderniza- 
tion that pays the biggest dividends 
in increased sales. If you desire 
terms, they can be arranged through 
the Pittsburgh Time Payment Plan. 

Ask your architect about Pitts- 
burgh Products. He is familiar with 
these recognized leaders and will see 
that you get a well-planned, econom- 
ical design. In the meantime, write 
for one of our free descriptive book- 
lets on store modernization. Just 
mail the coupon below. - 
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1881 (R) Rogers (R) Employ 
Novel Consumer Appeal 


The current campaign of Oneida, Ltd., 
for 1881 (R) Rogers (R) on its new pat- 
tern, Brookwood, continues publicity on 
Del Mar, Plantation, Surf Club and Capri. 
Based on “Good Taste Today,” a series of 
advertisements stressing individual prob- 
lems and situations in table manners. It is 
running during the first six months of 1950 
in four magazines, Life, Look, True Story 
and Photoplay, a total of 17 ads and a 
total readership of 54,178,864. They are 
quarter-page ads, aimed at the young home- 
maker and her table manners. The con- 
sumer is invited to write in for the booklet, 


“42 Tips on Table Etiquette.” 
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This campaign does not underestimate 
but is patterned after the most successful 
newspaper and magazine features based 
on one of the most powerful of basic 
urges—self-improvement. 





Catalog from Leif Brothers 


A new catalog from Leif Brothers, 2 
W. 47th St., N. Y., ring manufacturer, de- 
scribing their 1950 line, has been pre- 
pared for dealer use. It is well classified 
and has illustrations of the jewelry prod- 
ucts made by this company which include 
rings of all types, lapel buttons and pins, 
watch attachments, mountings and _ bridal 
sets. 


——__-_—_ @ 


Imported Black Forest 
Cuckoo Clocks Available 


Frank Kauffmann, importer-wholesaler, 
formerly at 1485 Third Ave., New York 
City, and now in Port Jefferson, N. Y.. 
American representative of Black Forest 
Cuckoo clocks, a popular household item 
before World War II, announced that 
these cuckoo clocks are once again avail- 
able wholesale. 

The clocks striking the full and _ half 
hour with a gong, are of various sizes and 
designs and are handcarved. Every clock 
is fully guaranteed. For price list write 
F. Kauffmann, Main St., Port Jefferson, 
_ =: 
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Reed & Barton Announce 
Advertising Plans for 1950 


With Life magazine spearheading its reg- 
ular list of 17 of the nation’s leading mag- 
azines, Reed & Barton announced its 1950 
advertising campaign. 

Each month this year, full-page and 
half-page Reed & Barton sterling flatware 
ads in color will be seen by Life’s more 
than 28,000,000 readers. 

In addition to Life’s reader audience, 
Reed & Barton advertising will reach an 
estimated additional 23,000,000 women each 
month in such outstanding women’s ser- 
vice magazines as Ladies’ Home Journal, 
House & Garden, Seventeen, House Beau- 
tiful, Mademoiselle, Charm, Harper's Ba- 
zaar, Town & Country, Glamour, Living 
for Young Homemakers, Gourmet and the 
four leading bridal publications. 

Total readership of Reed & Barton mag- 
azine advertising for 1950 will average 
over 50,000,000 each month. 


Esquire Offers Father's Day and 
Graduation Merchandising 
Aids to Jewelers 


A set of sales-building Father’s Day and 
graduation merchandising aids are being 
offered free by Esquire magazine to jewel- 
ers, the magazine announced. 

The set includes display cards geared to 
Father’s Day selling, reprints of jewelry 
advertising in the July issue of Esquire 
and “Esky” who has been reproduced in 
an eight-inch high, moulded rubber sta- 
tuette, in full color, with copy on its base 
reading: “You Saw It In Esquire.” There 
is a slot into which is inserted a _ card 
promoting both Father’s Day and gradua- 
tion gifts. Information regarding these 
tools can be secured from Harold B. Acker- 
man, Merchandising Manager, Esquire, 
Inc., 366 Madison Ave., New York 17. N. Y. 


O-B Dealer Aid 


Ostby & Barton Co. will offer a free ring 
size card and birthstone chart in their 
Mother’s Day advertising in Life and Look. 
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The card is designed to stimulate pur- 
chases of O-B rings as gifts for Mother's 
Day and all occasions, and to help locate 
ring customers for the retail jeweler. This 
offer is described as being in keeping with 
the O-B Partnership Plan of passing on 
the benefits of direct selling to the retailer. 





























Display for Kreisler's 
“Tiara” Group 


The new Jacques Kreisler display for 
the “Tiara” series of women’s watch bands 
accents the “Tiara” brocade gift box with 
a cut-out silver “Tiara” overhead. Tie. 
backs of wired blue velvet accommodate 
two other “Tiara” group watchbands. 





Shown on the left, “Monte Carlo,” a slim 
band with a simulated aquamarine stud- 
ding the sides, priced at $10.95. Center, 
in the gift box, “Alencon” is pierced with 
filigree work along the sides and has three 
rhinestones on each end to flank the watch, 


retails at $8.95. On the right, a watch 
band decorated with large baguette and 
navette shaped rhinestones, priced at 


$22.50. All “Tiara” bands have Marvelock 
ratchets or Dull-lock snaps with safety 
chains and come in colors of yellow, pink 
or white gold. 





Mount Vernon Begins Operation 
In Attleboro 


Mount Vernon Co. 
operation in Attleboro in the modern fac- 
tory building recently vacated by American 
Metal Crafts. Mount Vernon Silver is a 
wholly owned subsidiary of Gorham Manu- 
facturing Co. of Providence. Harry A. 
Malinowski, formerly with Frank M. Whit- 
ing & Co., is the factory superintendent. 
The entire production of Mount Vernon 
will bear the Gorham trademark and will 
be sold by Gorham sales representatives. 


Silver has begun 


Client Serves Agency 
in Water Shortage 


A midtown New York advertising agency 
found a way to keep its male employees 
neat on “waterless Friday,” despite the ban 
on shaving. Numbering among its clients, 
Schick, Inc., BBDO announced the crea- 
tion of a Schick Barbershop, with free 
shaves to all employees on Friday via the 
electric shaver method. 
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‘Compare forresults! 
‘Compare for price! 


and you will choose 
the GREEN 
if ENGRAVER 








Get Speed and that 
“Craftsman's Look" with a 
GREEN ENGRAVER 


The Green Engraver is the sturdiest, most efficient port- 
able built. Now unskilled clerks can do fast, expert engrav- 
ing on curved and flat surfaces, whether silver, gold, plati- 
num, brass, steel or plastic. Letters (Blocks, Script or Old 
English) are always uniform, sharp, clean-cut. Engraves 
three sizes from each set of master type. 

Find out how you can save time and labor with the Green 
Engraver—write today. 


* Price does not include master type and spectal work helding fixtures. 


GREEN INSTRUMENT CO. 
369 PUTNAM AVE. 
CAMBRIDGE, MASS. 


West Coast Distributor: Higbee & Dorrer 
315 West 5th St., Los Angeles, California 
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Over 15,000 jewelers, stationers 
' and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
pe speed, simplicity and ease of 
‘4 ©peration assure you of 

s extra profit. 
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STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calif 
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chronograph watch repair 


Of the many tools developed to aid the watchmaker 
during the past 50 years, none has brought greater 
tangible returns than the new 24-volume Esembl-O-Graf 
Library. 

Opening an entirely new field of profitable watch 
repair, the Esembl-O-Graf Library enables you to 
service any chronograph watch on the market in less 
than 1/3 the time formerly required. Each volume gives 
you complete step-by-step procedure for a particular 
easily identified chronograph movement. Each page is 
complete in itself, giving concise, fully-illustrated in- 
structions for assembly or disassembly of one part. Noth- 
ing is left to guesswork or memory; every style screw 
and its exact number of threads, every intricate adjust- 
ment and oiling procedure is described in brief, direct 
terms. 

The Esembl-O-Graf Library is a tool, not a textbook. 
It is ready for immediate use when you need it, like 
any other tool on your bench. No outside study is neces- 
sary. Order this amazing new working library from 
vour local watch material dealer today and begin to 
reap chronograph repair profits immediately. 


Your purchase of the Esembl-O-Graf Library entitles you to the 
continued services of our chronograph technicians. Should you en- 
counter an unusual problem which you cannot remedy, you may 
send the chronograph to our laboratory for analysis; or, if you 
prefer, our technicians will complete the job at a nominal charge. 


This service is available to all registered owners of the Esembl-O- 
Graf Library. 


ONLY $7.00 DOWN brings you the 
complete 24 vol. Esembl-O-Graf Library 


You pay the remainder in 21 easy monthly installments of 
$7.00 each. See your local watch material dealer NOW.* 





NAME 





Tee eee eee eee eee eT eee ee 


STREET 


ee eee ee ee ee eee eee eee ee eee eee eee ee eee ee ee cee eee oe eee ee eT 


CITY 


TOC eee eeeeeeerer eT Cee ee eee ee ere eT Cee er Tres 


YOUR DEALER........ 


Cees eeeseeesereeeeeeseee jo ** ..§ «+ e@68.e66 









* If your dealer cannot supply you, send us the 
above form, giving name of dealer. Your 
order will be attended promptly. 





A VOLUME FOR EVERY MOVEMENT 
A PAGE FOR EVERY PART 
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RESEARCH LABORATORIES 


SALES DEPARTMENT 
FIRST FLOOR, CHAMBER OF COMMERCE BLDG., PITTSBURGH 22, PA. 
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Rolfs ‘it's June’ Window 
Display 

Rolfs, West Bend, Wis., has available 
for its dealers an “It’s June” window dis- 
play to aid in building sales for Gradua- 
tion, Father’s Day, Anniversaries and Wed- 
dings. 





The display consists of a main center- 
piece (size 18 in. x 24 in.) reproduced 
in a dark green. The illustration in this 
centerpiece ties up with their color ad in 
the Saturday Evening Post. Seven smaller 
units keyed to the many June gift-giving 
occasions complement the display. It is 
available to dealers at no cost. 


Bretton's New Animated Display 
Wired For Sound 


Bruner-Ritter, Inc., of New York City, 
manufacturers of Bretton watch bands, are 
distributing through their wholesalers a 
permanent display. 
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In this day-and-night display, sculptured 
Bretton Beauty moves her arm up and 
down and taps on window. Full-color 
Technichrome photograph flashes a sales 
message on a gilt framed walnut back- 
ground. The “Display of a Lifetime” is 
easy to install and operates on AC or DC. 
This is 20 in. high, 18 in. wide, 15 in. deep. 

Display may be obtained through whole- 
salers with an assortment of six each of 
Bretton’s new Gold Stripe and Medalist 
men’s bands and nine each of Bretton’s 
new Queen Elizabeth and Symphony 
women’s bracelets. 
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New Admark Catalog 


A new catalog showing the complete line 
of Admark identification bracelets, key- 
holders, keychains, money clips and other 
items, has been published. Catalog can be 
secured from Admark, 714 Sansom St., 
Philadelphia 6, Pa. 





Award for International 


For its many outstanding achievements 
in designing sterling silverware patterns, 
the International Silver Company has been 
voted the 1950 Gold Award of the Fashion 
Academy. 

In announcing the honor bestowed upon 
International Sterling, Emil Hartman, di- 
rector of the Fashion Academy, pointed 
out that this is the first time in the or- 
ganization’s history that a silverware com- 
pany had won the Gold Award. 





President E. C. Stevens, of The Interna- 
tional Silver Company, is shown receiving 
the 1950 Gold Award of the Fashion Acad- 
emy from Emil Hartman (right) director 
of the Fashion Academy. 


Paulson's New Regulator 


Paulson Time-O-Graf records as you reg- 
ulate; one of the new features in regu- 
lating watches with the Paulson Time-O 
Graf. 

The effects of moving the regulator are 
instantly recorded on the continuous tape, 
in all positions. The watch need not be 
taken back to the bench to move the reg- 
ulator. It is done while the watch is on 
the Paulson Time-O-Graf. The changes in 
rating are noted on the tape. 





New Wedding Ring 
Is Bridal Wreath 


A new wedding ring style introduced 
here for the current season has a bridal 
wreath motif. 

Created by David Sarkin, the circlet has 
a series of marquise ovals and floral shapes, 
studded with 24 small diamonds all the 
way around. It is available in white pal- 
ladium. 

An important fashion note in this bridal 
wreath ring is the fact that its width is 
about 5/16 of an inch. It is therefore 
wide enough for those who favor the in- 
creasingly popular wide circlets, yet styled 
to please women with more conservative 
tastes in fine jewelry 





New Cabinet For 1847 Roger; 
Bros. 


A stand-up blond oak cabinet of mod. 
ern design has been introduced by the 
1847 Rogers Bros. division of The Inter. 
national Silver Co. 





The chest holds 62 pieces. Together the 
chest and silver retails for $79.75. It con. 
tains a complete service for eight includ. 
ing 16 teaspoons, 8 dinner knives, 8 dip. 
ner forks, 8 soup spoons, 8 salad forks, 
2 tablespoons, one butter knife, one sugar 
spoon, one gravy ladle, one cold meat 
fork and either 8 butter spreaders or 8 
iced drink spoons. 

The chest also will be available in dark 
walnut. 





"Writing Demonstration’ in 
Parker Ad 


A virtual writing demonstration of the 
Parker “51” pen, with a new aeromatic 
ink system, is provided for consumers in 
a series of full-color national magazine 
advertisements scheduled for publication 
in March. : 

Five “51” pens, each fitted with a dif: 
ferent style point ranging from very fine 
to broad, are shown weaving vari-colored 
lines over the ad layout. “In this way,” 
explains David G. Watrous, advertising 
manager for Parker, “we can _ represent 
the pen as it actually performs. This 
new technique now makes it possible to 
demonstrate utility also, as the pens ap- 
pear to write before your eyes.” 


new Parker’S?... 








The functional theme is furthered as 
readers are offered a view of the pen with 
barrel removed, ready for filling. 

From March through June, the campaign 
is set to run in eight major publications, 
including Saturday Evening Post, Life, 
Time, Newsweek, National Geographic, 
Esquire, Splendor and The American 


Weekly. 
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Ronson Easter Display 


The Ronson Art Metal Works, Inc., has 
made available to retailers a series of holi- 
jay displays to help the dealer sell] more 
Ronson lighters. The first in the series 1s 
the Easter display shown here. 





displays are 


three-dimensional 
lithographed in full-color on heavy card- 
hoard and designed to present an array of 
Ronson lighters. They are so constructed 
that they are easy to set up and can be 
used for window or counter display. 


These 


Air Express Shipments Increase 


Air express shipments handled in nation- 
wide service increased 10.2 per cent in 
January compared with the same month 
a year ago, the Air Express Division of 
Railway Express Agency reported recently. 

More than 318,000 shipments weighing 
an estimated 6,103,000 pounds were han- 
dled during January for the nation’s sched- 
uled certificated airlines. Gross revenue 
exceeded $1.5 millions, a gain of 7.7 per 
cent over January, 1949, it was announced. 


—__—_____» 


Timex to Manufacture 
Hopalong Cassidy Watches 


Timex, a product of U. S. Time Corpora- 
tion, has just been licensed by William 
Boyd for the manufacture of “Hopalong 
Cassidy” watches and clocks—U. S. Time 
reports that shipments to the trade should 
start from their Timex factory at Abilene, 
Texas, early in June. 

Two models will be available, a regular 
size number to retail at $4.95 and a smaller 
size called “Junior” at $6.95. Each watch 
will be engraved with a personal message 
from “Hoppy.” 





The picture shows P. Godart, Director 
of Sales of The U. S. Time Corpcration and 
William Boyd signing the agreement. 
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Display Firm Readies For 
Excise Tax Action 


As soon as Edwin Freed, head of Freed 
Displays, learned of pending Congres- 
sional action on the reduction or removal 
of excise taxes, he went to work. Soon 
the thousands of jewelers on the Freed 
mailing list will receive an offer of a 
200-piece Excise Tax Sales Service for 
only $9.90. 

The service consists of over 150 price 
tickets—over 20 multi-colored silk-screened, 
easeled showcards, ranging in size from 
1 in. by 12 in. window strips, 3 in. by 5 
in. slogan cards, 4 in. x 9 in. accessory 
cards to 7 in. x 14 in. center cards—all 
with different slogans—all flashing the 
good news of price reductions. 
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There are 20 flashing 11] in. x 17 in. 
banners—colored in silk-screened colors, 
including gold, black, red and cream. Each 
banner carries a separate “topper” that 
changes to fit whatever action the govern- 
ment takes. They’re right if the govern- 
ment lowers the tax; they’re right if the 
government eliminates the tax. 

Mr. Freed emphasizes that this is the 
only time it will be offered. 





Flex-Let Initiates 
Television Campaign 


To help retailers increase their sales of 
Flex-Let watch bands during the coming 
gift-giving season the Flex-Let Corp. of 
East Providence, R. I|., is launching a tele- 
vision campaign in all major American 
markets in addition to its regularly sched- 
uled national magazine advertising. 

The Flex-Let television commercials, in 
the form of 20-second film playlets, are 
already being shown on a 13-week basis in 
12 major communities. Eighteen  addi- 


tional communities will be added as the 
season develops. 

The campaign is currently covering such 
important cities as Atlanta, Boston, Chi- 
cago, Cincinnati, Cleveland, Dallas, Detroit, 
Ft. Worth. Los Angeles, Minneapolis, Phil- 
adelphia and St. Paul. 

















New Gruen Display 


One of the new window fixtures is the 
Gruen Watch Company’s ferris wheel di: 
As the wheel slowly revolves, every- 
view of the 
“seats.” 


play. 
one gets an excellent 
Gruen watches on watch box 
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This new Gruen ferris wheel display is 
of metal construction finished in gold 
with a wood base. 


Advertising Schedule 
For Brookwood Pattern 


Oneida, Ltd., announced recently the 
spring and summer advertising schedule for 
Brookwood, the latest pattern in the 1881 
(R) Rogers (R) silverplate line. The full- 
page, four-color introductory  advertise- 
ment featuring three pieces of the new 
silverware superimposed on a photograph 
of a young bride and groom will appear in 
the April 17 issue of Life magazine. 

Life, Look, True Story and Photoplay 
magazines will be used for a total of eight 
insertions during April, May, June and 


July. 
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A bridal chest has been designed ex- 
clusively for the Brookwood pattern. A 55- 
piece service for eight in the chest will 
retail for $49.75, no federal tax. 
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Advertising Schedule for A.S.R. 


The A.S.R. lighter advertising theme for 
1950 is “The Gift Lighter.” First of a 
series of several full-page Life advertise- 
ments ran in the issue of March 27, which 
featured the Heritage Table Lighter now 
made in copper and brass as well as rho- 
dium, 

Other national magazines now scheduled 
for space through 1950 include Good 
Housekeeping and Vogue with others to 
be added for the holiday buying season. 
This series is planned and placed by the 
Federal Advertising Agency. 


New Kramer Line Accents 20s 


The Kramer Jewelry Company, 48 W. 
37th Street, New York, is emphasizing 
the 1950 version of the ’20s in its new 
line of jewelry. Today’s version of the 
flapper decade is quite modified to con- 
form to modern styles but nevertheless 
the flavor is definitely there. 

Kramer’s collection includes just about 
everything to go with the short hairdos, 
plunging necklines, and bare arms of pres- 
ent fashions: wide bracelets, wide bands 
for the fingers, long earclips that detach 
to do double duty as earrings and shower 
clips, and lengthy strings of pearls. Prices 
range from approximately $4 to $24 retail. 





Swiss Offer Mother's Day 
Display to Retail Jewelers 


A full-color three-dimensional display 
aimed at boosting watches as Mother’s Day 
gifts is being distributed to the retail 
jewelers of this country by The Watch- 
makers of Switzerland. 

The point-of-sale display includes a 
center-piece on which three watches from 
the jeweler’s stock can be exhibited. A 
carnation is superimposed on a card read- 
ing, “Love to Mother from the Family.” 
while the display itself is headlined, “The 
Perfect Gift—a watch with a quality 
Swiss jeweled-lever movement.” 





Four subsidiary cards accompany the 
center-piece, each carrying a separate sales 
story: “Give Mother a fine dress-up 
watch—a fine every-day watch—a fine 
‘second’ watch—the latest type of watch.” 
The five display pieces can either be used 
as a coordinated window exhibit or as sep- 
arate displays in the jeweler’s store itself. 

This display, distributed without charge 
to the retailer, is the fifth in an annual 
series of merchandising promotions offered 
by The Watchmakers of Switzerland. 
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Kreisler “Mystery Shoppers 
Contest" Winners Announced 


Jacques Kreisler’s nation-wide competi- 
tion for jewelry dealers, the “Mystery 
Shoppers Contest,” was climaxed with the 
announcement of 12 winners who share 
$2,000 in cash awards. Names of the re- 
tail winners were announced by Tobias 
Stern, President of the Jacques Kreisler 
Mfg. Corp. of North Bergen, N. J. 

First prize winner R. B. Schorsch of 
Slavick Jewelry Co. in Los Angeles, found 
himself richer to the tune of $1,000. The 
second prize for the sum of $500 went to 
Paul J. Hoffner, Hoffner Jewelers in Heller- 
town, Pa. Additional prizes of $50 each 
went to ten other winners. 





The 12 cash prizes in the “Mystery Shop- 
pers Contest” were awarded by Kreisler to 
jewelers who best completed a_ slogan 
starting with “I recommend Kreisler 
Watch Bands because... .” 

First Prize Winner Schorsch wrote, “I 
recommend Kreisler watch bands because 
they are styled to enhance the beauty of 
all watches, soundly constructed for maxi- 
mum trouble-free service and backed by 
the Kreisler guarantee of quality.” 

The three-man board of judges, all prom- 
inent figures in the jewelry industry in- 
cluded P. M. Fahrendorf, JEweLers’ Ctr- 
CULAR-KEYSTONE President and Publisher; 
Harry Bromley, Vice President of National 
Jeweler, and Albert Haase, Executive Di- 
rector of the Jewelry Industry Council. 








Eversharp 
Appoints 


Owens 


GERALD T. OWENS 
Assistant 
Vice-President 
in Charge of Sales 





Irving A. Kathman, Vice-President jy 
charge of Sales at Eversharp, announced 
that Gerald T. Owens has been appointed 
his assistant. 

Owens joined Eversharp in 1938 ag ter. 
ritory representative. Since then he has 
moved steadily up from District Manager 
to Regional Sales Manager of the South. 
west, and now to his present position of 
Assistant to the Vice-President. 
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Johnson Takes on 
Phillips-Buttrick Line 


Don Johnson, who maintains a display 
showroom at 101 Tremont St., Boston, 
where the Wolfenden line of sterling silver, 
hollowware, steak sets and related serving 
pieces are shown, has taken on the line of 
Phillips-Buttrick Co. of New York. This 
company manufactures men’s and women’s 
dressing cases, manicure sets and_ fitted 
evening bags. 





—_—______ 


Resen Catalog Published 


O. M. Resen, manufacturer of wedding 
rings and mountings, which uses the reg- 
istered title “Rings of Royalty” for its 
products, has published a_ beautifully il- 
lustrated catalog. With 150 of their best 
designs photographed in kodachrome color 
included in the book, it also includes com: 
plete descriptions of Resen’s latest ring 
styles. New pages will be added periodi- 
cally to keep it up-to-date. It may be or 
dered from the company at 62 W. 47th 
Street. New York. 








Recent Ostby & Barton Appointments 





EDWARD KURTZ 
(Ostby & Barton Co.) 


ARTHUR 


Ostby & Barton Co., announced the ap- 
pointment of Edward Kurtz, Arthur 
Schwartz, and Philip Levy as sales repre- 
sentatives. Kurtz will travel in the Middle 





SCHWARTZ 
(Ostby & Barton Co.) 





PHILIP LEVY 
(Ostby & Barton Co.) 








Southeastern states. Schwartz will cover 
New York with the exception of West 
chester County. Levy will be in the Mid 
western states. 
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- News of Personnel 














N. P. HAMILTON 
(Telechron Inc.) 


Russell T. Woodward, marketing man- 
aver of Telechron Inc., announced the ap- 
pointments of N. P. Hamilton as assistant 
to the marketing manager and M. W. Wil- 
son as product service manager. 

Sy Rosen has been appointed to the 
Flex-Let sales force and will cover the 
Manhattan and Bronx Boroughs of New 
York City, it was announced by Jules 
Hochman, sales manager, Flex-Let Corp., 


M. W. WILSON 
(Telechron Inc.) 


| 





SY ROSEN 
(Flex-Let Corp.) 


East Providence, R. LI. 

Joseph H. McClain has been appointed 
sales representative in the Richmond ter- 
ritory for the Toastmaster Products Divi- 
sion of the MeGraw Electric Company, W. 
EK. O’Brien, the company’s general sales 
manager announced. O’Brien also named 


John B. Westberg as junior sales represen- 


tative for the Chicago territory, where he 
will work under F. W. Rexford. 

















EARL GRIMSELY 
(Elgin Nat'l Watch 
Co.) 


ROBERT L. 
VANDERVOORT 
(Elgin Nat'l Watch 
Co.) 


Three additions to field sales staff of 
Elgin National Watch Company, have been 
announced by Andrew L. Rowe, vice-presi- 
dent in charge of sales: 

Earl Grimsely was named representative 
in the Indianapolis territory. 

Robert L. VanDervoort was appointed 
Elgin representative in the Omaha terri- 
tory. 

James M. D. Worrall will serve as field 
representative in North and South Caro- 
lina. 

Enger-Kress Personal Leather Goods Co., 
West Bend., Wis., announced the appoint- 
ment of Vic Albiero as sales representa- 


New Appointments at Elgin and Enger-Kress 





JAMES M. D. 
WORRALL 
(Elgin Nat'l Watch 
Co.) 


VIC ALBIERO 
(Enger-Kress Co.) 


tive for the Southern Illinois, Mo., Okla., 
and Arkansas territory. 

Announcement of the appointment of 
William H. Katz as Eastern Seaboard rep- 
resentative for the Ermer Jewelry Man- 
ufacturing firm, 242 Green St., Brooklyn, 
N. Y., has been made. 

The Kelbert Watch Co., Inc., 608 Fifth 
Ave., N. Y., announced the appointment 
of Mora A. Wallof as their representative 
in Col., Okla.. Tex., N. M., and Billings, 
Mont. I. L. Schuman, sales manager also 
announced that H. M. Lipman has been ap- 
pointed representative in Cal., Ore., Wash., 
Utah, Nev., and Idaho. 








Feature Lock TV Films 


Feature Lock’s special television films 
will be available for distribution about 
Apri] 25. 

Both films picture the romantic and sen- 
mental approach that is so universally ap- 
pealing, and in addition to the story, they 
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emphasize the patented locking device of 
Feature Lock engagement and wedding 
rings. Provision has also been made for 
a 10-second spot for individual store sell- 
ing messages. 

The films are available to jewelers 
through their distributors by the Feature 


Ring Co., 126 W. 46th St.. New York City. 











Downey Heads 
New Elgin 
Dealer Service 


GEORGE DOWNEY 
Director of Dealer Services 





George Downey, a member of the Elgin 
National Watch Company’s sales depart- 
ment since 1937, has been named director 
of dealer services to supervise direct-by- 
mail assistance to jewelers and represen- 
tatives, 

Andrew L. Rowe, 
charge of sales, said Downey will head 
a staff handling order and serving func- 
tions. The new department represents @ 
combination of services formerly handled 
by three separate branches in the sales de- 
partment. Centralization of these func- 
tions under Downey’s direction will result 
in quicker and more effective handling of 
jewelers’ problems, Rowe explained. 


vice-president in 





Gem Displays Reveal 
Promotion Units 


Gem Displays recently announced a new 
set of colorful, silk-screened display cards 
accompanied by various-sized smaller cards 
and shelf units, on diamonds, watches, 
silverware, etc., and hundreds of imprinted 
matching price tickets. 

In order to acquaint jewelers who are 


not as yet familiar with Gem’s services, 


Larry Evans is making a free 30-day offer. 
For particulars, write Larry Evans, Gem 
Displays, Inc., P. O. Box 103, Station “G,” 
Specify whether a 


New York 19, N. Y. 


cash or credit jeweler. 


Camfield Names | 
Cramer 
Chicago Sales 


Head 


WILLIAM B. CRAMER 


Chicago District Sales 
Manager 





William B. Cramer has been named Dis- 
trict Sales Manager in Chicago, it was an- 
nounced by A. C. Sanger, vice-president 
of the Camfield Manufacturing Co., Grand 
Haven, Michigan. 

For the past five years, Cramer has been 
in charge of merchandising traffic appli- 
ances for the Milwaukee, Wis., retail chain 
of Ed Schuster stores. In his new capacity, 
Cramer will supervise sales and merchan- 
dising activities in Chicago for Camfield 
Automatic “Tete-a-Tete” Toasters and its 
other products. 








Special Notices 


“Situation Wanted”—Regular type only $1.25 
a 25 words; additional words, 5 cents per 
word. 


“Help Wanted’’—“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 


$5.00 first 25 words; additional words 20 cente 
per word. 


Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 
To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of 1 »ndations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








engraver ; 0 


and fine 3 
“A., 4189,”’ 


Address 


A-1 watchmaker 
years’ experience. 
care J C-K. 





BOOKKEEPER, typist, full charge; many 
years’ jewelry experience. Address ‘‘M., 
4468,’ care J C-K. 





EXPERIENCED; silver, watches, jewel- 
ry saleswoman; estimating, displaying, 
ete.; references. Address “C., 4564,” 
‘are J C-K. 





INCREASE your business through this 
man, equipped to operate a modern 


credit jewelry store. Address “B., 4574,” 
care J C-K. 





YOUNG man; thorough experience orders, 
stock, inventory; desires position with 
watch company: best references. Ad- 
dress “T., 4504,” care J C-K. 





WATCHMAKER, desires position, school 
graduate ; South preferred; will go any- 
where: own tools: single man. Address 
“G., -4547,” care J C-K. 





TOP salesman, 15 years’ experience retail 
credit ; trim windows; assist in buying; 





seeks position; well recommended. Ad- 
dress “S., 4525,” care J C-K. 
WATCHMAKER;; plain engraver, wants 


position in the South, married: experi- 





enced; unquestionable references. Ad- 
dress “L.K., 4432,” care J C-K. 
WATCHMAKER: desires position in vi- 


cinity — Litchfield, 
married; 20 years’ 
Address “D., 4486,” 


Conn. : age 40; 
high grade shops. 
care J C-K. 





JEWELER; A-1; all around man, on 
highest grade platinum and gold work, 
desires position. Address “J., 4496,” 
care J C-K. 





FIRST class jewelry jobber, stone setter 


and engraver: over 30 years’ experi- 
ence; best references; East preferred. 
Address “R., 4473,’’ care J C-K. 





EXPERIENCED man seeks position with 
wholesale jewelry firm; full knowledge 
orders, stock and takinz care of ac- 
counts. Address ‘“‘V., 4505,"’ care 


FIRST class watchmakers, experienced in 
all types of chronographs and timers; 
available at once. Write “A., 3301,” 
care J C-K. 





SALESMAN ; retail; 10 years’ experience ; 
graduate of the Gemological Institute; 
desires position with reputable concern. 
Address “H., 4464,” care J C-K. 





WATCHMAKER; import experience; age 
34; repairs and casing; all tools in- 
cluding Watchmaster; must be steady; 
New York City. Address “T., 4526,” 
care J C-K. 





A-1 jeweler and diamond setter, desires 
permanent position in retail store; now 





employed, but seeks change; best of 
references. Address “G., 4494,” care 
J (C‘-K. 

EARNEST watchmaker; young, indus- 


trious ; complete experience with chron- 


ographs and timers; available  im- 
mediately. Theodore A. Locher, 2355 


Hillview St., Pittsburgh 27, Pa. 





RETAIL jewelry salesman; credit store 


preferred; 25 years’ experience; mid- 
dle-aged; married; highest references. 


Dave Marlin, 191 E. Royal Forest Blvd., 
Columbus, Ohio. 





WATCHMAKER available; A-1 mechanic 
with 12 years’ experience and best of 
references and workmanship; top Sal- 
ary expected. Address “N., 4502,’’ care 
J C-K. 





FEMALE bookkeeper; very highly quali- 
fied; particular aptitude operating cal- 
culating machines; age 33; married; 
Newark or Manhattan preferred. Ad- 
dress ‘‘A., 4573,’’ care J C-K. 


oiovo, 





WATCHMAKER; 25 years’ experience ; 
must be permanent; best of references ; 
$70 per week; have Wisconsin, Indiana, 
Iowa licenses; go anywhere. Address 
“E., 4433,” care J C-K. 








ENGRAVER: highly skilled, desires per- 
manent position in high class store; long 
experience, monogram and _ lettering; 
A-1 reference; South Tennessee pre- 
ferred. Address “D., 4435,”’ care J C-K. 





MARRIED man; 45 years old; 28 years’ 
experience in all branches of jewelry 
business; foreman last five years; re- 
pairing; manufacturing, special orders, 
setting. Address “T., 4568,’ care J C-K. 





WATCHMAKER, clock and jewelry re- 


pairman, salesman; chronographs; best 
of references: B.T.S. graduate: 17% 
years’ experience; no bad habits. Ad- 


dress ‘‘B., 4509,”’ care J C-K. 





GENTLEMAN: 38: manager - salesman; 
experienced all phases cash and credit 
operation; has much to offer to right 
party; university graduate; A-1l refer- 
ences. Address “'S., 4474,’ care J C-K. 





DESIGNER; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
Art School, 217-01 Corbett Rd., Bay- 
side, L. I. 





JEWELER; about 10 years’ experience on 


platinum, gold; can do light special 
orders and repairing; wishes position 
anywhere; moderate salary. Address 
“C., 4351,” care J C-K. 





married; 15 
promotional 


salesman; 338; 
vears’ retail cash, credit, 
sales, window displays, all phases of 
operations; excellent qualifications ; ref- 
erences. Address “‘D., 4511,’ care J C-K. 


MANAGER, 





RETAIL salesman and manager: B25 
eight years’ cash-credit experience in 


all phases of jewelry business: reliable 
references : desires position with Nevada 
concern. Address “C., 4311,” care J C-K. 








ENGRAVER; experienced; fine jewelry, 
hollowware, monograms, crests: desires 
permanent position with first class firm ; 
no trade shops: references. Address “N., 
4241,” care J C-K. 


INSTRUCTOR-jeweler; 12 yeare 
ence ; references ; knowledge 
repair, diamond setting, engravij 
family man; _ desires position we 
future. Geo. Drown, Leasure Ave New 


€Xperj. 
Jewelry 





Castle, Pa. » New 
ee 

MANAGER; 43; complete knowledge os 
retail jewelry business x 


inc ins on 

lections, sales, buying and adverts 
have high sales record; 13 eagle cal ! 
last firm; 20 years’ experience - pl 
South. Address “K., 4557,” care J CK 


—$—$_______ 

DIAMOND man; experienced assort 
extensive knowledge diamonds: adapt. 
able to selling and traveling; excellen 
references ; ambitious, trustworthy - de. 
sires permanent position. Address | “p 
4562,”’ care J C-K. " 








ee 


DIAMOND setter; all types of Setting 
with jewelry making and repairing ex. 
perience ; married ; one child; desires 
permanent position anywhere. William 

Taus, 1516 Shakespeare Ave., Bronx 59 
. Y. : 


+ 





et 


MANAGER and watchmaker, wishes to 
locate in New England, New Jersey op 
Eastern Pennsylvania; present position 
as manager; no credit store desired: 
references. Address “V., 4477,” care 
J C-K. 





ee 


THOROUGHLY experienced and conscien- 
tious watchmaker seeking position jy 
retail store; careful and efficient work- 
er; sober and dependable; minimum 
comebacks. Address “R., 4503,” care 
J C-K. 








WATCHMAKER, stonesetter, jewelry re- 
pairman; three years’ experience; age 
28; married; capable of store manage- 
ment; will locate any place; own tools: 
references. Address ‘“G., 4516,” care 
J C-K. 





DIAMOND man; experienced all branches 
diamond industry; enjoying good health 
and excellent character; available at 
$100 week to established, reputable New 
York firm. Address “J., 4320,” care 
J C-K. 





SALESMAN; fully experienced credit 
jewelry business; excellent diamond 
man; admirably qualified handling win- 


dows, advertising, strong promotions; 
early forties; married. Address “J, 
377,’’ care J C-K. 








outstanding 
credits, collections, 
window displays, 
accustomed 
operation. 
‘-K. 


MANAGER: 44; married; 
reputation; sales, 
buying: advertising, 
personnel co-ordination ; 

most successful voluminous 
Address ‘“‘K., 4219,” care J ¢ 








SALESMAN; manager: assistant to the 
owner; thoroughly experienced in lead- 
ing retail jewelry store; registered Jew- 
eler American Gem Society: age 29; 
married; capable of assuming respons!- 
bilities ; references gladly furnished. Ad- 
dress “L., 4466,” care J C-K. 


ies 





MANAGER - salesman, acquainted with 
retail credit chain operation; promo- 
tional minded ; aggressive ; knowledge of 
diamonds and watches, ete. ; presently 
employed; 22 years’ retail experience, 
West Coast preferred; bondable. Please 
write, “E., 4580,’ care J C-K. 








EXPERT sales promotion manager, with 
experience in promoting jewelry_sales, 
stocks and stores throughout the I nited 
States: will work on permanent salary 
or temporary percentage basis: 800 
references. Address “E., 4438,” care 
JI C-K. 

—E 








TOP level jewelry salesman-manager, 
complete Knowledge installment bust 
ness: merchandiser, credits, collections, 
sales promotions, display; 15 years 
solid experience in New York area, 
salary and percentage. Address “L. 
4498,” care J C-K. 
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SITUATIONS WANTED—Continued 














—_— 
yOUNG man ; single; full knowledge of 

nationally advertised brands of silver- 

ware, clocks and jewelry, seeks position, 
preferably in East, with progressive 
jewelry firm, wholesale or retail; best 
references. Address ‘“H., 4294,’ care 
J C-K. 

ee 

wATCHMAKER ; experienced ; 32; thor- 
oughly capable handling, purchasing and 
selling bands, cases, materials and allied 
lines; desires position with reputable 
wateh concern, In either or both capac- 
ities; New York preferred. Address “S., 
4500," care J C-K. 

EE 

MANAGER - salesman ; 25 years’ experi- 

‘ence; thorough knowledge of diamonds 
and colored stones ,; fine jewelry and 
watches; special order work; now em- 
ployed ; desires change ; employment 
with high class retail firm only. <Ad- 
dress “B., 3303,” care J C-K. 











————— 

VATIONALLY known, highly respected 

~ buyer, merchandiser, sales builder; ver- 
satile retail executive manager ; 38; will 
consider challenging proposition with 
expansion-minded chain or major de- 
partment store. Address “B., 4482,” 
care J C-K. 








EXPERIENCED watchmaker, seeks per- 
manent position in first class retail 
store; can handle the position without 
assistance or supervision; _ efficient, 
sober and bondable; can also do minor 
ring sizing and jewelry repairing. Ad- 
dress “M., 4501,”’ care J C-K. 





TOP jewelry man; complete knowl- 
edge of installment and cash jewelry 
business; buyer, merchandiser, sales 
promotions, advertising and general 
manager; 13 years wth large New 
York City chain. Address ‘“M., 
4560,” care J C-K. 








ENGRAVER; master craftsman; 35 
years’ experience; seeks position busy 
season, November through March; warm 
climate; interested only where highest 
type work required; exclusive store or 
trade shop; contract desired ; references 
exchanged upon personal interview. Ad- 
dress “W., 4478,” care J C-K. 





OFFICE man; 35 years of age: married; 
13 years with leading manufacturer of 
engraved wedding rings: best of ref- 
erences; thoroughly experienced all 
phases office routine and management; 
seeks position with manufacturer or 
wholesale jeweler; would relocate. Ad- 


99 


dress “G., 4533,” care J C-K. 





ARE you looking for me: am presently 
employed but desire change for pro- 
gressive organization ; am 32, with over 
13 years of diversified jewelery experi- 
ence as buyer-manager for retail jew- 
elers; jewelry merchandiser for adver- 
using organization ; sales supervisor for 
jewelry sales promotion organization ; 
New York preferred, but willing to go 
elsewhere; minimum $7,500. Address 
“W., 4506," care J C-K. 








MANAGER and promotion man; thorough 
knowledge diamonds, watches and jew- 
elry for the past 25 years; experienced 
all operations retail jewelry stores, cash 
and credit, also chain and department 
stores; fully experienced mounting 
diamonds and other jewelry with a 
great saving; capable of building en- 
thusiastic sales organization; presently 
employed Midwest, prefers change to 
New York area; excellent references. 
Address “L., 4519,’ care J C-K. 








MANAGER, 44, family man; lifetime in- 
stallment jewelry experience; thorough 
knowledge accounting, advertising, buy- 
Ing, credits and collections, displays, 
Office systems, promotions, selling, train- 
ing personnel, ete.; past experiences, 
talents, and ability same as your own, 
broad statement but can back it up; 
prefer large, legitimate installment op- 
peration; nominal salary and commis- 
Sion, plus bonus for increased volume; 
no contract demands; will hold job on 
Own merits; if you have place for top- 
flight, right-hand man, invetsigate. Ad- 
dress “K., 4465,” care J C-K. 








Lines Wanted 





PACIFIC Coast representative, desires 
finely finished manufacturer's line; ex- 
cellent following: volume assured. Ad- 
dress “W., 4451,” care J C-K. 





COMPLETE cultured pearl line wanted 
by established Pacific Coast representa- 
tive ; particulars and references address, 
“i. 4462, care J Cok, 





STERLING hollowware line wanted by 
exceptional West Coast representative ; 
popular and low price field preferred. 
Address ‘“H., 4458,’ care J C-K. 





TOP flight salesman, desires competitively 
priced silver plate line for West Coast; 
volume assured; best of references. Ad- 
dress “F., 4457,” care J C-K. 





WEST Coast salesman, desires fine watch 
line comprising automatics and alarm 
watches; for full particulars and ref- 
erences address, ‘‘D., 4456,” care J C-K. 





MIDWEST representative with Chicago 
office, selling to wholesalers, seeks con- 
nection with reputable manufacturer. 
Address Circular 188, Room 1415, Hey- 
worth Bldg., Chicago 2. 





PACIFIC Coast salesman, desires factory 
line platinum cases, attachments, brace- 
lets; years of selling; best references; 
commission basis. Address “C., 4483,” 
care J C-K. 





SALESMAN; neat, experienced, desires 
connection with reputable manufacturer 
of ladies’ or gent’s outstanding line gold 
jewelry, for metropolitan New York. Ad- 
dress ‘‘k., 4559,’ care J C-K. 





EXCELLENT opportunity for manufac- 
turer; outstanding representative wants 
priced quality line for West Coast. For 
particulars and references please ad- 
dress, “L., 4442,” care J C-K. 





GOOD salesman, wishes position with 
reliable jewelry, watch or silverware 
manufacturer, for California; depart- 
ment retail stores. H. S., 237 So. Serrano, 
Los Angeles, Calif. 





SALESMAN; with 20 years’ experience 
selling high grade _ sterling silver in 
greater New York and _ Philadelphia, 
now available for a line in same ter- 
ritory. Address “‘N., 4561,” care J C-K. 





MANUFACTURERS’ representative in the 
Gift & Art Bldg., 225 Fifth Ave., New 
York City looking for additional good 
salable lines of china, glassware or other 
suitable products. Address “J., 4517,’ 
care J C-K. 








WEST COAST salesman, established over 
10 years, desires fine watch line; abil- 
ity to influence and maintain important 
volume of business; finest references. 
Address “J., 4441,” care J C-K. 





EXPERIENCED salesman, with Chicago 
office, wants line for Midwest, for job- 
bers and large outlets. Address Circular 
183, Room 1415, Heyworth Bldg., Chi- 
cago 2. 








SALESMAN; gent’s and ladies’ gold, 
gold filled watch cases; excellent fol- 
lowing major importers and jobbers; 
complete knowledge office, factory and 
styling: currently employed. Address 
“J., 4535,” care J C-K. 





DESIRE manufacturer’s line of popular 
priced sterling silver and silver plated 
hollowware, by factory representative 
in the Gift and Art Bidg., 225 Fifth 
Ave., New York City. Address “K., 
4518,” care J C-K. 





ZIRCON ring line wanted, by salesman 
having large trade in Chicago and 
vicinity; can get large volume for 
competitive line. Address Circular 
186, Room 1415, Heyworth Bldg., 
Chieago 2. 





SCSTABLISHED manufacturers’ agents 
covering Wisconsin, Minnesota, lowa, 
Upper Michigan, contacting jewelry, de- 
partment store and gift trade, desire 
additional high type lines from manu- 
facturers only; no watches. Address 
“C., 4430,” care J C-K. 





WANTED; manufacturer’s line of cos- 
tume jewelry selling direct to retail 
jewelers; have over 250 active ac- 
counts in Chicago and area; com- 
mission. Address Circular 185, Room 


1415, Heyworth Bldg., Chicago 2. 





TOP notch manufacturer’s representative, 
experienced, excellent producer, desires 
to change lines; interested in gift and 
houseware lines for jobbers, premium 
users, department stores, etc.; cover 
Midwest: commission basis. Address 
Circular 187, Room 1415, Heyworth 
Bldg., Chicago 2. 





JOBBING items wanted; well Known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout’ the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gifts, stationery and leather 
goods stores. Address “H., 2006,” care 
J C-K. 


Side Lines 











COSTUME jewelry boxes; profitable side 
line ; easily carried. Address “W., 4571,” 
eare J C-K. 





SALESMEN wanted to carry our line of 
men’s jewelry as a side line; several 
territories open. Bert L. Kaufman Co., 


9 Maiden Lane, New York City 7. 





SALESMAN: to carry ladies’ rhinestone 
watch cases, as a side line, in the Mid- 
dle West. Victory Novelty Co., 239 
Fourth Ave., New York City 3. 





SALESMEN wanted, with established re- 
tail following, to carry complete line of 
silver plated hollowware ; some protected 
territories still open. Address “YV., 4569,” 
care J C-K. 





SALESMAN, with large retail store fol- 
lowing : we manufacture a better line of 
diamond platinum watches and attach- 
ments: must cover mid-west and south. 
Address “F., 4545,’ care J C-K. 





SALESMAN: experienced; carry line for 
wholesaler, selling to our established 
accounts throughout New England; ex- 
cellent lines: 15% commission. Address 
**H., 4495,” care J C-K. 





SALESMEN: ealling on wholesale and 
large retail outlets; to carry well known 
Lemaire binocular line; several terri- 
tories open; established traveling men 
only. Address “E., 4487,” care J C-K. 





SALESMAN wanted; America’s finest 
line of identification bracelets; su- 
perbly finished, competitively priced. 
Admark, 714 Sansom St., Philadel- 
phia 6, Pa. 





WANTED: sales representatives contact- 
ing retail jewelers, to carry promotional 
plan for jewelry as side line; write for 
details giving areas covered. Bracy & 
Bracy, 14900 Lakewood Heights Blvd., 
Cleveland 7, Ohio. 





SALESMAN wanted by manufacturer of 
ladies’ and gent’s 10k and 14k stone 
rings, diamond rings and wedding rings ; 
also 14k crosses: to the retail stores on 
commission basis: Pacific Coast, also 
Chicago. Address “‘T., 4332,” care J C-K. 





(Continued on page 240) 
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SIDE LINES—Continued 








(Continued from page 239) 





SALESMEN to carry well known Hong 
Kong expansion watch bands, mann- 
factured by Howe Tack Trading Co. 
of Hong Kong; all territories open 
in America; commission basis. Ad- 


dress ““M., 4521,” eare J C-K. 





SALESMAN, with a non-conflicting side 
line, to represent a manufacturing jew- 
eler with mountings, wedding rings, 
etc., of the better grade; fast selling 
product: commission basis; state terri- 
tory vou cover. Address “V., 4492,” 
care J C-K. 





LEADING New Jersey manufacturer of 
1/20 12K gold filled jewelry, popular 
price range, has Midwest and Southern 
territories open for ambitious salesmen 
with car; liberal commissions ; non-con- 
flicting side line not objectionable. Ad- 
dress “*R., 4524,’ care J C-K. 








SALESMAN wanted; to travel Chicago 
and Middle West, to carry as a side 
line to fine retail trade, old estab- 
lished manufacturer’s line of ladies’ 
and men’s high grade 14K gold 
jewelry and novelties; commission. 


Address “*Y., 4531,”’ care J C-K. 








MIDWEST salesman, represent Samuel 
Abramson, manufacturer’s exclusive 
line 14K gent’s mountings and ladies’ 
fancy rings; the right man has an op- 
portunity of a lifetime; large following 
in territory. Address “E., 4414,’’ care 
4 CK. 





THREE, well established, protected terri- 
tories open; one of country’s most com- 
plete lines of G.F. and sterling rings 
for pawn shops, jewelers, department 
and gift stores: excellent opportunitv 
for right man; answer in detail, with 
references, ete. Address “K., 4583,” 
care J C-K. 








SALESMEN; long established concern 
offers profitable complete side lines 
of popular priced diamond rings 
and 14K gold seamless wedding 
rings, to men with established retail 
following; inquires treated with 
utmost confidence. Address “G., 
4152,” care J C-K. 





MANUFACTURER; wants salesmen to 
carry side line of popular priced sterling 
silver hollowware; must be experienced 
and have a following of retail jewelry 
and department stores; commission 
basis; give full particulars and refer- 
ences; territories open: New England 
and Midwest and South. Address “Y., 
4507,”" care J C-K. 





SALESMEN; most territories, to carry 
small line to jewelry and department 
stores, tailored accessory jewelry, re- 
tailing $2 to $10, manufactured from 
metal new to this field: without com- 
petition and with highest acceptance; 
action assured to competent men; 15% 
commission. Address ‘“‘R., 4586,’ care 
J C-K. 





SALESMEN: with established retail fol- 
lowing, wanted by manufacturer of na- 
tionally advertised pearl line, attrac- 
tively boxed and priced right; New 
England, Pennsylvania, Delaware, and 
Maryland; Southwest open: give de- 
tailed information as to experience, fol- 
lowing, etc. ; commission: protected ter- 
ritory. Address “A., 4426," care J C-K. 




















EXCLUSIVE representation for jobbers— 
sales organizations; if you are a reli- 
able organization, established in your 
area, this is an opportunity to secure 
an agency for a fast moving line; please 
reply only if you are to do a volume 
business for a nationally advertised gem, 
mounted and unmounted. Address “V., 
4528,”" care J C-K. 





SALESMEN: manufacturer of sterling 
silver novelties and outstanding baby 
line; sold nationally ; popular with lead- 
ing jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores; only top notch salesmen 
with strong following; good territories 
open; commission basis. Address “N., 
1253,”’ care J C-K. 





MANUFACTURER, wants salesmen to 
earry side line of popular priced 
sterling silver hollowware; must fe 
experienced and have a following of 
retail jewelry and better department 
stores; commission basis; give full 
particulars and references; _terri- 
tories open: New York to California, 
South. Address “P., 4585,” care 
J C-K. 








Help Wanted 











WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 











RETAIL jewelry store salesman, experi- 
enced; long hours. Juell M. Bie, 7810 
Fifth Ave., Brooklyn 9%, N. Y. 





WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
| C.K 





WE have an opening for a first class, 
general jewelry repairman; salary $ 15 
a week. Keller & George, Charlottesville, 
Va. 








GENERAL repair man and diamond set- 
ter; an all around experienced man. 
Star Jewelry Co., 109 E. 12th St., Fort 
Worth 2, Texas. 





JEWELER: good mechanic; with fine 
ideas to take charge of a shop of about 
six jewelers; write in detail. Address 
“Z., 4490,” care J C-K. 





SALESMAN; wanted by manufacturer of 
exclusive line of men’s rings, sold direct 
to jewelers; non-conflicting lines per- 
mitted. Address ‘D., 4256,’ care J C-K. 





ENGRAVER: jewelry and silverware let- 
tering and monograms; must be com- 
petent; good proposition. Lee Kreisch, 
10 W. 47th St., New York 19, N. Y. 





DIAMOND salesman wanted, with follow- 
ing in the East, to call on retail stores 
for a long established diamond house. 
Address “A., 4453,” care J C-K. 





noe 


SALESMAN; leading wholesaler, estab- 
lished 65 years, wants man to carry 
famous national lines in well established 
territory ; liberal arrangements. Address 
“RY, 4584,” care J C-K. 


CAPABLE gold jeweler; mus 
on repairing and remodeling. - pert 
and prong setting ; for Ohio trade peel 
give all particulars first letter Adee 
“S., 4448,” care J C-K. * <Addregg 





Se 


GOLDSMITH; general knowledge of je 
elry work; opportunity for good —_ 
ducer; quality repairing and man _ 
turing ; retail store southern Calif of 
write in detail to, “A., 4539,” care Tex 





lt rrr 


JEWELER and setter on special org 
work, platinum and gold: large south. 
ern trade shop; 40-hour, five day week: 
guaranteed year around job. Addres. 
“S., 2482,” care J C-K. = 





POLISHER ; first class, all around Polishe 
for gold and platinum; must know oo 
to rhodium plate on gold: give refer 
ences in first letter. Clein Bros, 71, 
Edgewood Ave. S.E., Atlanta, Ga’ ” 





$e 


PROMOTIONAL-MINDED men, with re. 
tail jewelery experience, to supervise 
retail sales for a nationally known sgaleg 
organization; salary and commission 
Address ‘‘D., 4112,” care J C-K. ) 








SALESMAN, with following, either jn 
New York City or on the road, rep. 
resenting well established diamond 
importing concern. Write “YW, 


4529.” care J C-K. 





——— 


JEWELER; on the better class of work, 
on platinum and gold; give information 
in detail, how many years experience, 
salary, etc.; fine place to work and a 
very fine opportunity for a good me- 
chaniec. Address “J., 4489,” care J C-K. 





ENGRAVER; capable, young man seeking 
permanent position with future; quality 
basically good with chance to improve 
under top man; retail store southern 
California. Write in detail to, “C, 
4540,” care J C-K. 





COMBINATION watchmaker, to take 
complete charge store ; 50% commission, 
including profit on sales: store is also 
for sale; $3,500 with stock, $1000 with- 
out stock. Wolfes Jewelry Store. Berke- 
ley Springs, W. Va. 





DIAMOND setter; first class, all around 
diamond setter for gold and platinum 
watch cases and rings; give references 
and salary desired in first letter. Clein 
Bros., 7% Edgewood Ave. S.E., At- 
lanta, Ga. 


— 








WANTED; experienced certified master 
watchmaker, by air conditioned retail 
store which appreciates fine work; po- 
sition permanent; give salary, experi- 
ence and references in first letter. 
Brock’s Inec., Rome, Ga. 








AGGRESSIVE salesman in managerial 
capacity for established credit jewel- 
ry operation, in North Carolina; ex 
cellent opportunity; state age, edu- 
cation and experience. Address “H., 


4548,” care J C-K. 








SALESMEN: with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; €* 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 


nd 





WANTED, experienced store manager 
for large New England jewelry 
chain; handsome salary and com- 
mission; replies confidentially 
treated. Address *A., 4587,” care 
J C-K. 


—— ns 
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HELP WANTED—Continued 





eo 
++ aetablished firm, desires salesman 
LOT hs rare. selling gold and dia- 
: d mounted jewelry ; prefer man who 
omg good following with better retail 
joweleTS ; Southern territory open, A. 
Taffe & Son, Inc., 608 Fifth Ave., New 


York City. 








__ 


SALESMAN ; for old established na- 
~ tionally known diamond and colored 
stone ring house, to cover Pennsyl- 
yania, Virginia, West Virginia and 
other tributary states. Reply in con- 
fidence to, “E., 4354,” eare J C-K. 





__ 


sALESMAN ; experienced ; to sell well 
— established gold filled line to 


known, < ee 
jobbers; liberal commission ; please 
1 us with full details; territories 


furnisl J “ , 
available are West Coast, South and 


Southwestern states. Address “P 
4446,” care J C-K. 





—_——————— 


SALESMAN; who has good retail 
jewelry store following in New York 
City and nearby territory, for estab- 
lished well-known, complete pearl 
line; state experience, age and de- 
tails in confidence. Address “A., 


4589.” care J C-K. 








SALESMAN to handle established terri- 
tory in Oklahoma and surrounding ter- 
ritory; watches, diamonds, jewelry, 
watch material and jewelers’ supplies ; 
we are offering an excellent proposition 
for an experienced man. Robco, 12338 
Hunt Bidg., Tulsa. 





CREDIT jewelry store in’ southern 
Ohio, wants an aggressive salesman, 
in a managerial capacity, with thor- 
ough knowledge of the jewelry busi- 
ness; good salary and excellent fu- 
ture; confidential. Address ‘“F., 


4488.” care J C-K. 


TOP flight traveling salesman, to carry 
complete jewelry line, selling to retail 
jewelers, department stores, etce.: good 
territories open in southeastern states: 
no side lines permitted; give all infor- 
mation in first letter; must be experi- 
enced. Address ‘‘H., 4440,” care J C-K. 





REPRESENTATIVE for New England 
and New York state; have estab- 
lished accounts and well known 
throughout this territory and entire 
country; substantial diamond and 
colored stone ring line for delivery; 
all replies confidential. Address “P.., 
4523,” care J C-K. 





JEWELRY salesman; experienced, with 
following in Midwestern Territory, to 
carry non-conflicting, active line of well 
known men’s mountings: opportunity 
for capable man; give full information 
which will be treated in strictest con- 
fidence. Rosenthal & Kaplan, 126 W. 
46th St., New York 19, N. Y. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





WANTED; jewelry shop foreman for re- 
pair and special order department, of 
retail store, employing 15 workmen: 
must be able to produce himself, besides 
supervise others ; state experience, qual- 
ifications and salary expected. Coleman 
EK. Adler & Sons, 722 Canal St., New 
Orleans, La. 








WANTED; A-l] all around jeweler, who 
can do general repairing, special order 
work, new work and setting ; permanent 
job; 40-hour week guaranteed: , time 
and one-half for overtime; excellent 
working conditions in large southern 
city. Address “F., 4439,” care J C-K. 


——— 





SALESMEN;; with retail jewelry follow- 
ing, to represent established whole- 
sale jewelry concern, with nationally 
known lines; most territories open; 
drawing account against commis- 
sion; write stating age, experience, 


ete. Address “*N., 4444,” care J C-K. 





CREDIT jewelry store manager, Pitts- 
burgh chain; excellent opportunity for 
aggressive, promotional minded man: 
must have window trimming experience 
and credit operation: write stating age, 
Personal background: enclose recent 
photo. Address ‘“‘N., 4470,” care J C-K. 








BUYER; for old and well known New 
York ring house, who has expert 
knowledge of diamonds and how to 
mount them for sale to retailers; 
state qualifications and salary ex- 
pected; all replies in strict confi- 
dence. Address “N., 4522,” care 


J C-K, 


WATCH salesmen, with following 
among retailers, wanted for western 
states, southern states and middle 
west, by established importer, for 
popular priced, complete, up-to- 
date Swiss watch line; commission 
basis; no objection to non-conflict- 
ing line. Address “A., 4508,’ care 
J C-K,. 





MANUFACTURER, since 1920; compact 
line, better quality die struck 14K and 
platinum wedding rings and mountings, 
and full line of colored stone guard 
rings; requires representative with 
established retail following for South 
and ' we Address “Y., 4572," care 
J C-K. 


——__ er ———— $e 





SALESMAN, to Midwest and Coast whole- 
salers, wanted by manufacturer of gold 
engagement ring sets and fancy types 
of ring mountings: this line is being 
successfully used by the top accounts 
in the territory; owner of business has 
heretofore done all the selling and now 
seeks man experienced in this field. Ad- 
dress “E., 4436," care J C-K. 








—_—e 


WEST COAST mounting house; well 
established, with a good line, wants 
midwestern representative; must be 
well connected with wholesalers and 
volume users, and cover territory 
thoroughly; good earnings assured; 
no objection to non-conflicting side 
lines. Address “G., 4461,” care 
J C-K. 





SALES promotion and advertising direc- 
tor; large southern retail credit jeweler 
with branches, has opening for person 
with extensive background and knowl- 
edge of advertising and sales promo- 
tion; person must be creative with many 
ideas in promotion; write giving com- 
plete background and previous employ- 
ment. Address “C., 4510,’’ care J C-K. 








WHOLESALE jewelry salesman; expe- 
rienced; with good following in Vir- 
ginia and Carolinas; marvelous op- 
portunity for right man with lead- 
ing Mid-western wholesaler carrying 
complete lines of watches, diamonds 
and jewelry; write full particulars, 
stating age, experience, ete. Address 


**T., 4244,” care J C-K. 








MANAGER for large, high-type retail 
credit jewelry store with major loca- 
tion in St. Louis; must be fully ex- 
perienced in successful store manage- 
ment: give complete details regarding 
experience and personal background 
and enclose photograph; state yearly 
earnings for past three years; all in- 
quiries will be held strictly confidential. 
Address “M., 4443,’ care J C-K. 





WHOLESALE jewelry salesman; expe- 
rienced, with good following in In- 
diana and Illinois; marvelous oppor- 
tunity for right man with leading 
Mid-western wholesaler carrying 
complete lines of watches, diamonds 
and jewelry; write full particulars, 
stating age, experience, etc. Address 


“P., 4243,” care JC-K. 





4 


JEWELRY salesman, with established 
following among jewelers, and now ¢all- 
ing on them, to carry side line of ring 
house in business over 25 years; this is 
a beautiful comprehensive line of ladies’ 
and men’s solid gold rings; we offer 
above average commissions to the right 
man: when answering, mention states 
you are now traveling. Address “V., 
4450,” care J C-K. 


ED 





SALESMAN; a Pacific Coast representa- 
tive is wanted by one of the oldest and 
largest watch attachment houses; the 
man we want is now employed and 
calls on the retail jeweler and depart- 
ment store; he must be capable and of 
outstanding ability to carry our line in 
conjunction with present affiliation ; give 
full particulars in first letter; liberal 
commission. Write “T., 4449,” care 
J C-K. 





JEWELRY repairman and engraver, stone 
setter: best of working conditions, well 
equipped shop: this is a permanent po- 
sition with a future, in one of the finest 
jewelry stores in Southern Montana; we 
want a conscientious and reliable man 
whose work will create good will and 
steady customers: please state salary 
required and qualifications in first let- 
ter. Contact, Harry Miller, Jeweler, 
Bozeman, Mont. 





JEWELRY salesmen can you carry an- 
other line? We have streamlined our 
well known ring and mounting line 
so that it can be carried with a non- 
conflicting side line; well established 
territory in Texas, Oklahoma and 
adjacent states, also Pacific Coast; 
gives opportunity for excellent in- 
come and assured future for ambi- 
tious salesmen; replies confidential ; 
we will not contact present emplovy- 
er. Goodman & Co., 42 W. Wash- 
ington St., Indianapolis, Ind. 





(Continued on page 242) 
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For Sale 


Stores, Stocks and Businesses 








(Continued from page 241) 





MILWAUKEE, Wisconsin jewelry store, 
established 1881; can be purchased for 
cost of merchandise inventory and repair 
eX ee Address “B., 4454,’ care 





WATCH, clock repair shop, Westchester 
County, near New York City; owned by 
a high class, reputable watchmaker; 
large, airy store. Address “E., 4512,’’ 
care J C-K. 





FOR SALE: jewelry store in live West 
Texas town; oil, cattle, farming; estab- 
lished 25 years; A-1 location; clean 
stock, valuable franchises. Address “A., 
4532,” care J C-K. 





OLD established Detroit jewelry store, 
recently remodeled ; centrally located on 
Woodward at Grand Blvd.; reasonable 
rent; $16,000; leaving city. Address 
““A., 4481,"" care J C-K. 





MUST sell, due to death of owner; jewelry 
store, established 17 years; excellent re- 
pair business ; main thoroughfare Jersey 
suburb; will sell at inventory around 
$10,000. Address “E., 4542,’ care J C-K. 

‘ 





FOR SALE; jewelry store, San Francisco, 
Calif. Peninsula; clean stock; all watch 
franchises; leading silverware fran- 
chises ; new fixtures; good location, ap- 
proximately $28,500. Address ‘‘D., 4431,” 
care J C-K. 





CASH jewelry store for sale; established 
25 years; Hamilton, Longines, Elgin, 
Gruen watches; priced at inventory, 
plus fixtures; approximately $20,000, or 
can be reduced. Address, Box 1051 M, 
Pasadena 20, Calif. 





PROFITABLE 15 year old business, lo- 
cated in exclusive shopping center; all 
glass front; carpeted floors; air-condi- 
tioned; very clean stock; $10,000 to 
$15,000; two stores, can manage only 
one. B. L. Turner, Corpus Christi, Texas. 





JEWELRY store, within 15 miles Boston: 
owner retiring; clean stock, modern fix- 
tures; excellent repair income; can re- 
duce stock if desired, but minimum of 
$5,000 cash required. Address “W., 
4538,” care J C-K. 





PHOENIX, Arizona; up-to-date retail 
jewelry store; healthiest climate; ex- 
cellent location; long lease: moderate 
rental; plenty repairs; unlimited op- 
portunities; inventory $20,000: reduce 
to suit. Address “C., 4576,” care J C-K. 





FOR SALE; established eastern North 
Carolina jewelry store; best silverware, 
china, watch lines; good lease; $50 
month rent; $12,500 to handle complete ; 
owner has other interest. Address “H., 
4534,”" care J C-K. 





CREDIT jewelry store for sale in the heart 
of downtown Miami, Florida; excellent 
location ; small inventory ; can be bought 
very reasonable; eight years at present 
lease. For particulars write, Box 149, 
Miami, Fla. 





FINE reputation; beautiful jewelry store 
and excellent watch repair business; 
$12,000 inventory; opportunity for re- 
fined jewelry salesman, gemologist or 
watchmaker; 50,000 population; 36 
miles from Los Angeles. Address, Vic 
Silver, 407 W. 17th St., Santa Ana, Calif. 


MODERN jewelry store, established 10 
years; 15 miles from Pittsburgh, in 
an industrial center; ideal for chain 
or independent; all first class fran- 
chises, and facilities to accommo- 
date optometrist. Address “C,, 


4455,”’ care J C-K., 





MANUFACTURING jewelry plant (for 
sale; comprises stock and tools; doing 
now $75,000 business a year and could 
be easily doubled or tripled ; would take 
a partner or sell outright ; would require 
at least $100,000; when answering state 
if financially able. Address ‘‘M., 4491,” 
eare J C-K. 





RARE opportunity; modern jewelry 
store established 60 years, in fam- 
ous east coast city; finest cash and 
credit patronage; all national brands 
watch and jewerly lines; inventory 
$50,000; ill health compels sale. 
Address “D., 4541,” care J C-K. 





JEWELRY store; established 30 years in 
New Jersey; population 60,000; five 
minutes from New York; good lease; all 
nationally advertised merchandise : 
good repair business; inventory approx- 
imately $50,000; will sacrifice; reason 
for selling, other interests. Address ‘“‘S., 
4567,” care J C-K. 





GOLDEN opportunity; illness forces 
owner to sacrifice profitable Wichita, 
Kansas jewelry store; best business 
location in city of 200,000; over 
three year lease, low rent; modern 
fixtures; four years old; clean stock. 


Address “R., 4447,” care J C-K. 





JEWELRY store chain; three stores in 
California; best locations, San Joaquin 
Valley towns; attractive leases; newly 
remodeled; stock clean and excellent ; 
volume $175,000 net; jewelry only; in- 
ventory $65,000; dollar for dollar on 
stock: same basis accounts receivable, 
guaranteed; alterations, furniture, fix- 
tures at depreciated book values; shows 
large net profit. Qualified individuals 
write to, “C., 4344,” care J C-K. 





STORE for sale; the most beautiful store 
in one of the larger cities in the state 
of West Virginia; modern to the minut- 
est detail: brand new stock; have in- 
vestment little over $65,000; trade draw- 
ing population over a half million; rea- 
sonable rent; to a person or persons who 
wants to buy it as a going business we 
will make special concessions and terms ; 
also can reduce stock to suit : reason for 
selling, ill health. Address “A., 4419,” 
care J C-K. 





FOR SALE; old established jewelry 
business in southern city of 35,000; 
leading store for over 50 years; 
fine agricultural section; selling be- 
cause I am retiring; inventory about 
$39,000; want to sell as a going 
business on account of sentiment 
and reputation; no auctioneers; 
don’t answer unless you mean busi- 
ness and have cash to handle; will 
lease building for length of time; 
all clean stock. Address “P., 4471,” 
care J C-K. 








FOR SALE; jewelry store in Pennsyl- 
vania, doing about $50,000 to $75,000 
worth of business for the last 15 years; 
a very good industrial town, including 
all kinds of foundries and factories; 
enough repair work for two or three 
watchmakers; inventory $35,000; lead- 
ing makes of watches; Hamilton, 
Gruen, Elgin, Longines - Wittnauer, 
Omega, Bulova and Seelands; Keep- 
sake diamonds; Sunbeam and General 
Electric appliances, also Parker pens; 
population of town about 10,000 to 
15,000, including surrounding territory ; 
long lease; reasonable rent; quitting 
due to health. Address “K., 4107,” care 
J C-K. 


__—_—_—— 
For Sale 


Tools, Equipments 
i 


USED tools, benches, lathes , 
machines, staking tools, ete oeening 
Gallien, 220 W. Fifth St.. Los atwet: 
13, Calif. » MOS Angeles 











——————___ 


FOR SALE; manufacturing equipme 
over 200 used 9” rubber molds in ai 
condition; excellent line for th 
reasonably priced. Call, Levitt » ~, 
mercy 5-8410, New York. + 





———————_____ 


ARCH CROWN celluloid and _ pare. 
ment tags, available in all colors 
and sizes; send for catalog; factor, 
and office moved to 277 Halsey §. 
Newark 2, N. J. 








HOROLOGIST tools made particularly for 
watchmaker’s lathe of finest hardeneg 
steel, specially treated to hold Cutting 
edge; can be sharpened on fine India 
stone; made in one size only, 3/32 x 
3/32 x 2% inches long; price, 75¢ each 
Send money order to, W. W. Ellis, 17 
E. Sharon Ave., Glendale, Ohio. 








JEWELERS’ display cards, jewelers’ dia. 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks ; printed supplies 
of every description. Write for samples, 
Dauer Printing Company, Manufactur. 
ers, Printing, Engravers, 31 East 22nd 
St.. New York 10, N. Y. Algonquin 
4-2174. We ship open account, parce] 
post, or express to any part of the 
United States. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





WANT to purchase; established jewelry 
store; southern California preferred; 
up to $35,000 cash to invest. Address 
“K., 4220," care J C-K. 





SPECIALIZING in auction, or flat sale, 
for profit for you; wire or write for 
dates and terms; confidential. S. G. 
Terban, 22 Tremont St., Boston, Mass. 





IF you would like to retire from busi- 
ness without conducting a_ special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shay, 
Chicago, II. 








WANT to purchase; established jewelry 
store; good location, lease, etc. ; give all 


details: all information confidential. 
Address “C., 4434,” care J C-K. 





WANT to purchase; established jewelry 
store New England, New Jersey or East- 
ern Pennsylvania; $7,500 to invest, I- 
formation confidential. Address “T, 
4476,” care J C-K. 

——— 








JEWELRY stores wanted by chain store 
organization seeking to expand its OP- 
erations; will consider every store 1 
any city; all replies confidential. Ad 
dress ‘‘J., 2740,’’ care J C-K. 
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BUSINESS OPPORTUNITIES —Cont. 





— . 7 
) SITION wanted by a live-wire, 

PRO aghly experienced credit manager- 
salesman; can invest $15,000 ; prefer 
credit type operation , East Coast pre- 
ferred. Address “K., 4497,” care J C-K. 


__ 

\UCTIONS; successfully and ethically 

" eonducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 

EEE 

WANTED to purchase; established cash 
or credit jewelry stores, located in south 
opr southeast, including Florida; give 
full details including annual volume; 
ql] information strictly confidential. Ad- 
dress “J. 4549,” care J C-K. 











cieetaigenemnneiin 
GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 


page 33. 








HIGHEST cash buyers of jewelry stores, 
stocks, fixtures, good will, accounts re- 
ceivables; high type personnel; coast 
to coast; all correspondence confidential 
National Capital Co., 545 Fifth Ave., 


a 


New York 17, N. ¥ 





COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
irade references. 18 Tremont St., 
Boston, Mass. 





Es —__— 


WANTED to sell my interest in a pro- 
gressive credit jewelry store, 100% lo- 
cation; large New England city; popu- 
lation over 200,000; large accounts re- 
ceivables ; cash required, approximately 
$16,000. Address “P., 4565,” care JC-K. 





AUCTIONEER; 11. successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confidential, Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 





JEWELER-optician ; main street corner 
location, business district downtown 
Toledo, O.; over $7,000 per year net 
profit; can be greatly increased: $150 
rent; lease; same owner 22 years; re- 
uring with stock $10,000. A. Koryta, 
Inc., 1311 Schofield Bldg., Cleveland, O. 








SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 








NEW ENGLAND established manufac- 
turer of better grade jewelry boxes 
and display pads for silver settings, 
is looking for progressive salesman 
with experience; possibility for 
partnership for capable and _ inter- 
ested party; all replies confidential. 


Address “D., 4579,” care J C-K. 








THIRTY-EIGHT auctions during past 30 
months ; copies of letters of recommen- 
dation from all parts of America sent 
on request ; our clientele comprises both 
large and small jewelers, jewelers who 
care ; conducted the two group auctions 
for St. Louis. Missouri, six largest firms 
In 1932-3. America’s Foremost Jewelry 
Mytoneer-Thomas J. Faussett, Howell, 


AUCTIONEERS interested in liquidat- 


ing stock profitably; we purchase 
inventories and conduct dignified 
profitable auctions; 25 years’ suc- 
cessful experience, disposing of 
jewelry stock; finest references. 
Gabriel Flutie, 310 West End Ave., 
New York City. 





AM ready to pay you cash, dollar for 
dollar, for your stock, providing you 
have been an established cash jeweler 
for a period of years and enjoy a good 
reputation; will take the store over as 
a going, or going out of business; not 
interested in any credit stores; or if 
you are in financial difficulty I will help 
you finance your business, pay up your 
obligations, and help you stay in busi- 
ness; I have bought and sold over 100 
stores in my 40 years of business; all 
correspondence held in strict confidence. 
Herman Kimmel, 48 W. 48th St., Room 
703, New York, N. Y. 





CASH for you immediately; R. A. 


Zanone & Co., will solve your prob- 
lem by paying cash for your store 
now, or conducting a_ successful 
auction or flat sale; more than 25 
years’ experience; your reply held 
in strictest confidence; references: 
Dun & Bradstreet, Union & Planters 
National Bank & Trust Co., Mem- 
phis, Tenn. Write, wire or phone 
today. R. A. Zanone & Co., 110 
Madison Ave., Memphis, Tenn. 
Phone 5-0660. 





WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
erations; highest bank and trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





BEN JACOBS, America’s well known, 


reputable auctioneer, cash buyer of 
jewelry stores and surplus stocks, 
or, will personally conduct auction 
sale for you anywhere in a dignified 
and courteous manner; have liqui- 
dated seven outstanding jewelers in 
1949; firms names on request; bank 
and trade references. Write, wire 
510 Madison Ave., New York City; 
401 Jewelers Bldg., Boston, Mass.; 
324 Irwin Keasler Bldg., Dallas, 


Texas. 








A. E. Gates & Associates, jewelry auc- 


tioneers; if you are retiring from 
business, or wish to reduce your 
stock, a dignified auction conducted 
by experts in selling jewels, art ob- 
jects, all classes of goods carried in 
first class stores, with the ability to 
describe each piece correctly and 
convincingly, inspiring the most dis- 
criminating customers to buy during 
and long after your auction is over; 
our proven ability of many years’ 
successful selling for leading jewel- 
ers throughout the United States, 
will also apply to you; we can sell 
all or any part of your stock, quick- 
ly and profitably; write or wire for 
terms and dates. A. E. Gates, Great 
Southern Hotel, Hollywood, Fla. 
Vel, 32544, 





WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business; unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, Ill. 


ASN TRL AEE AL I I. ENON TERE EA 
Wanted to Purchase 











HIGHEST prices paid for old watches 
and movements regardless of condition ; 
check sent by return mail; shipments 
held pending your approval of payment. 
Feinstein Bros., 5 S. Wabash Ave., Chi- 
eago 3, Ill. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





JEWELRY store; prefer city of over 
20,000 population, within 100 miles of 
New York: will invest up to $15,000. 
Write particulars to, “F., 4513,” care 
J C-K. 





WANTED, two hall clock movements, 
hour and half hour strike; repairable 
condition; with or without dials. Hei- 
land & May, 204 S. 17th St., Philadel- 
phia 3, Pa. 





CASH ffor inactive Community Plate, 
Rogers 1847 and Holmes & Edwards; 
we pay retail, less 40% for unused 
silver; used silverware also purchased ; 
any quantity; please send list; old 
sterling flatware and hollowware 
wanted. Vroman’s Silver Shop, 520 W. 
7th St., Los Angeles 14, Calif. 





SPOT cash for your surplus stock 
watches, diamonds, and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 





CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled serap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; _ refer- 
ences; National Bank of Commerce, 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet. Wein- 
men’s, Dept. K, 108 Beale Ave.., 
Memphis, Tenn. 





(Continued on page 244) 
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Watch Work, etc., for 
the Trade 








(Continued from page 243) 





GOOD watch repairing for the trade: rea- 
sonable prices ; price list sent on request. 
Leslie Hammond, 1112 Mahantongo St., 
Pottsville, Penna. 





SINCE 1921; reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





STAFF fitting, only $2.25; send complete 
balance only and model number ; we sup- 
ply staff, fit and true. Watchmakers 
Supply, 4 Corlott Bldg., Akron, Ohio. 





FINE watch repairing for the trade since 
1925: prompt mail service; all work 
guaranteed. Manhattan Watch Repair 
Co., 21 Maiden Lane, New York, N. Y. 





WATCH repairing. for the trade; de- 
mand and get the best; guaranteed 
service; reasonable rates. H. B. 


Boyer, Box 662, Greenville, S. C. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week's ser- 








vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 

BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service: rea- 
sonable price list upon request: mail 
orders invited. David Migdal & Co., 
109B Summer St. 

SPECIALIZING in repairing chrono- 
graphs and all types of watches: all 


watches timed by the Watchmaster: 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





ELECTRIC clock motors repaired like 
new; we specialize, McClintock, Ham- 
mond and Sessions; also general clock 
repairing, electric and spring wind. 
Send to, Ace Watchmakers, 35 S. Dear- 
born St., Chicago 3, IIl. 





QUALITY watch repairing for the 
trade; every detail carefully attend- 
ed to and all work guaranteed; mail 
orders invited. O. Aron, 62 W. 47th 
St.. New York 19, N. Y. Luxemburg 
2-35939. 





EXPERT watch 
days’ service: all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 


repairing: eight to 10 








Ave., New York 32, N. Y. Lorraine 
8-6370. 
BEST workmanship; plain and compli- 


cated watch repairing: a thorough and 
well done job at lowest possible prices; 
special attention to mail orders: price 
list on request. Carl Lieberman, 116 
Nassau St., New York 7, N. Y. 





THIRTY years’ experience precision 
watch repairing for better jewelers. 
including chronographs and compli- 
cated watches; Watchmaster timed; 
fully guaranteed; prompt delivery; 
price list upon request; also fine 
jewelry repairing and diamond set- 
ting. Paul Fisherkeller, 1001 Chest- 
nut St., Philadelphia 7, Pa. 
































IMPORTANT; your watch repairs; any 
make, any size watch accurately re- 
paired and at today’s most reason- 
able prices; we offer vou the finest 
craftsmanship, fully guaranteed 
prompt service and postage prepaid; 
for nearly a third of a century, this 
has been ovr policy; send us a trial 
package today; prices quoted on re- 
quest. National Watch Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 





TWENTY-FIVE years of experience 
in fine watch repairing; services 
include repair on chronographs. 


vibrate hairsprings and all types of 
complicated watch repairing; Watch- 
master machine assures accurate 
timing; work guaranteed, prompt 
delivery in three to six days; price 
list upon request. H. Spielman Co.. 
9 Maiden Lane, New York 7. N. Y. 
WOrth 4-3377. 





KNOW your vibrator; mail direct: same 
day service; flat $1.75; Breguet $2.50; 
staffs fitted, $1.25 with Vibration, $1.75 
without, Jewel pins fitted $.75; deal 
with an established concern and enjoy 
these advantages; free services, restud, 
recollet, poise, hairsprings unraveled, 
regulator pins fitted ; ask for Vibra-Pac, 
an exclusive patent pending method of 
returning a hairspring in beat and at- 
tached to both balance and cock; no 
further adjusting necessary; write for 
free envelopes and containers. Hair- 
spring Vibrating Co., 406 32nd St., P.O. 
Box 330, Union City, N. J. 








Special Order Work and 
Repairs for the Trade 








ALL style beads’ restrung, plain or 
knotted: prompt service; reasonable 
prices. Mrs. Helen Stump, 202 State St., 


Shillington, Pa. 








ENGRAVING of the better § grade. 
Weiss & Hauck, 10 W. 47th St., 
Room 1209, New York 19, N. Y. 
LU 2-1916. 





PEARLS and beads restrung: rosaries 
repaired by experts for the trade; right 
prices; prompt service: monthly billing. 

Woodman’s, 55-B Eddy St., Providence, 

ea 


\- 





DIAMOND setting, expert work; New 
York and out-of-town; prompt service; 
prices right; stones supplied on request. 
Sam Weisel, 87 Nassau St., New York. 


PEARLS restrung plain or knotted; all 
work returned same day received. 
Walter Job & Son, Manufacturing 
Jewelers, 502 Dime Bank Bldg.. 


Seranton 3, Pa. 








LAPIDARY: complete service: stones re- 


cut, repolished, repaired, drilled, en- 
graved, encrusted: new stones _ for 
replacements; special opal, star sap- 


phire doublets. Ace Lapidary, Red Cross 
Bldg., Jamaica, N. Y. 

















GOLD and platinum special orders 
repairs, assembling and finishin’ 
castings and findings; work seal 
teed; references; very rapid I 
Melart Jewelry Co., 93 Nassau rs 
New York City. WO 4.5584. 00 





JEWELRY repairing, diamond settin, 
and special order work; finest week. 
manship guaranteed; one-day ge. 
vice on sizing; no job too small, no 
job too large; estimates cheerfyl}, 
given. Progressive Mfg. Jewelers, |] 


John St., New York City. 





Se 


JEWELRY repairing, diamond Setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St.. Detroit 26. Mich. 





To Let 


TOP floor jewelry building, 9-11 Franklin 
N . 


St., Newark, N. . elevator: 3000 
square feet. Inquire, Morris County 
Realty Co., Dover, N. J. Telephone 


Dover 6-0370 





$e 


OFFICE and vault space available for 
reliable, out-of-town two or three rep- 
resentatives: 47th St., heart of jewelry 
center, New York; reasonable. Address 
: 4577,” care J C-Ix. 


+ “9 








Miscellaneous 





JOURNAL contains 
valuable information for watchmakers 
and students: send 15c. stamps, for 
sample copy. Dean Co., 116-A Nassau 
St.. New York 7, N. Y. 


WATCHMAKERS'’ 








| 


WANTED; “Souvenir Spoons of <Amer- 
ica,”’ published in 1891 by the Jewelers’ 
Circular Publishing Co.; also by Gor- 
ham: souvenir spoons wanted, with 
enamel bowls. Address ‘‘A., 4094,” care 
J C-K. 





333 questions and answers: practical for 


benchwork reference or review of 
watch repair; examination-type queés- 
tions: illustrated solutions; regularly 
$2.50: introductory price, $1.75. Chi- 


cago School of Watchmaking, 1608 N. 
Milwaukee Ave., Chicago 47, Ill. Room 
100, 


_lLlLC—"=Ee 





EXECUTIVES and Salesmen; why 
own a car? travel the carefree way; 
rent a 1949 sedan by month or yeat; 
write or ‘phone for complete details. 
Carservice, Inc., Northern Blvd., at 
50th St., Long Island City 1, %. Y. 
Surrey Building. RA 6-4960. 


a —————__—e — — —— 





WATCHMAKERS; enjoy the higher ar 
ings and prestige of a chronograp 
technician without slighting your regu- 
lar watch repair business ; learn chreat 
graph watch repair in the world's first 
complete and _ fully illustrated — 
plicated watch course, five-montis 
veteran-approved course, day OF = 
ning classes. Write for complete . 
formation Desk 18 C, Western Penne 
vania Horological Institute, 706 Smith- 
field St., Pittsburgh 19, Pa. 
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Successful Wholesale Jewelry Business 
Of 40 Years Standing—Upper Midwest 


Offered For Sale on Account of Owners Illness 
Stock and Fixtures, Approximately ... . $90,000 


ESTABLISHED CONNECTIONS WITH ALL THE LEADING MANUFAC- 


TURERS CAPABLE STAFF WILL BE OF GREAT ASSISTANCE TO NEW 
OWNERS. 


INFORMATION GIVEN ONLY TO BONAFIDE PURCHASERS. 


APPLY BOX "C., 4484" 


The Jewelers Circular-Keystone 


100 East 42nd St., New York 17, N.Y. 






























































Just Published ! i a Newest, Best Seller 
BXN for Your 
ART OF THE LAPIDARY | ~~ Silver and Gift Trade 
B > ~*~ 
FRANCIS J. SPERISEN | Se T s } M 


. Transparent Protectors 
$6.50 
om renee for Silver, China, Linen 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street New York 17, N. Y. 





@ Moth Proof, Tarnish Proof 
Remittance must accompany all orders. Do not send cash e Dirt, Dust and Moistur e Proof 
| o Perfect Visibility, Easy Access 
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e Tough, Crystal-ciear Vinylite 


| = = : —— e Beautifies Cupboards, Cases, 
; Al | great frarr ¢ @ 68 e efc. 
nvelope e Vinylite protectors 
SUPERIOR 4 BRACELET | | inva" nerchonse 
WATCH OIL 


silver, china or linen. Roll-type 





units with 12 or more pockets for 
flat silver. Roll unit for 6-pc 
silver place setting is marvelous 
for “bride trade." Among units 








= available, and list prices, nation- Designed by Lucile Whittier 
os = ally advertised: Now, Nationally advertised 

B Trim Unit for 6-pe Flat Silver place setting ................ $1.25 
S Trim KIT for 72-pe Flat Silver service ...................0.. 6.75 
12 units, each 15x19" ... .$5.00 6 Units, 12x13" ........ 2.00 
16 units, Ass't Sizes .... 5.00 | Unit, 18x24" ........ 2.00 
| 3 Units, each 16x20".... 2.00 | Unit, 24x30" ........ 3.00 
| | Shelf Protector, 27" deep by 36" wide ................... 1.00 


THETRIM Company inincen’ 40% 


545-JCK Gladstone S.E., Grand Rapids, Mich. 
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are businessmen 
COLD- 
BLOODED? 











OF COURSE NOT! Literally, their normal body tem- 
perature is 98.6—same as laborers, engineers or any other group 
of people. And, figuratively, they’re no more, or no less, cold-blooded 
—as a group. 


We all know unreasonable generalizations can be dangerously 
false. Common sense and on-the-job experience show us the value 
of dealing specifically with ideas, problems—and people. 


Let’s not make the big—and costly —mistake, then, of generaliz- 
ing on religious or racial groups. Adopt and carry out these common 
sense principles: 


1. Accept—or reject—people on their individual worth. 


2. Don’t listen to or spread rumors against a race or a 
religion. 


3. Speak up, wherever we are, against prejudice. Work 
for understanding. 


Published in the public interest: 


THE JEWELERS’ CIRCULAR- KEYSTONE 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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EXCISES FAR FROM SETTLED 


March 16 President Truman signed the bill eliminating 
the taxes on oleomargarine. Thus ended an _ historic 
struggle for freedom from an unfair Federal tax. It had 
been fought for decades. Here is proof of what we said 
last month regarding the total elimination of the jewelry 
excises—“It can be done.” 

It can’t be done by saying at this stage, “The tax fight 
is settled. we get 10 per cent instead of 20.” 

In the first place we don’t yet have the 10, and unless 
we all bear down on our Senators and Representatives. 
it may be many, many more months before we do. 

Every day the 20 per cent remains, we are losing im- 
portant volume. Every day you put off writing your 
Representatives and Senators explaining the unfair bur- 
den of the tax. you are postponing the enactment of 
legislative relief. 

Your Jewelry Industry Tax Committee and influential 
individuals in the industry have softened up your Wash- 
ington officials. They have plowed and made fertile the 
soil for the sowing of your letters and wires. Your efforts 
can bear fruit. 

This issue of THE JEWELERS’ CIRCULAR-KEYSTONE 
reaches you at a time when you will have the oppor- 
tunity to personally visit, and telephone, the people you 
sent to Washington. Present plans call for an Easter 
recess of Congress from April 7 to April 17—and you 
can bet that most of the legislators will have returned to 
their home districts to make preparations for the forth- 
coming elections. This means that for at least a full week 
after Easter you will be able to make a personal appeal 
to the men who can do something quickly to end the 
indecision on excise tax repeal. 

During recent weekends few Democrats and Republi- 
cans from “close districts’ have hung around Washing- 
ton. In this election year, they re home mending fences. 
Show them your fences and tell them how important it 
is to have them mended—quickly. 

This is no time to be resigned to the tax settlement; 
this is no time to assume that everything’s taken care of. 
Don’t forget there'll be no summer session this (election) 
year. Remember, too, that the history of Washington 
legislation shows an average of some seven months as 
the time between the introduction and the passage of a 
bill. 

This whole question of excise tax repeal is too danger- 
ous and costly for us to fool around with. Now is no 
time to rest on it. Call your local newspaper for the home 
address of your Congressman and Senators; visit them if 
they are anywhere near; phone them if you have to. In 
any event, write or wire them. They ll be glad to hear 
from you. for they’re sensitive to your wishes—particu- 
larly this year. 


There are no excise-tax handicaps to overcome in in- 


creasing your repair services. Push them—Keep your 
customers in the habit of coming into your store. 
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WHO'S CONFUSED? 


Who isn’t? 

Time was when Washington, D. C., was the business 
home of our Federal Government. Now it’s headquarters 
for everybody's business. Time was when they spent prac. 
tically all their time there on domestic problems. Now 
it's the repository for every nation’s difficulties. 

Time was when Washington was a place where little 
fellows were told they would go if they studied their 
lessons real hard. Now they tell them it’s a place where 
they should look for money in their old age and security 
as soon as they leave go the strings on their mother’s 
aprons. 

Time was when things were simpler all around. That 
was before the days of telephones, television, airplanes 
and other systems and devices which gave those first to 
use them a temporary advantage: cancelled as soon as 
everyone had them. Eventually, these conveniences settle 
on the necks of everyone as an unshakable burden, 
another problem of progress. 

This is not cynicism, it is to say to you—you're no 
different; right now “everybody's confused.” It is to 
point out that there are reasons for being so—but no 
need to stay that way. 

There is no day’s work so big, no problem so great— 
no situation so complicated that it cannot be handled. 
You can’t wish it into solution, you can’t damn it into 
submission, you can't love it into melting. You can work 
it into simplicity by cutting it into smaller pieces which 
you can manipulate; smaller pieces which you can get 
completely within your vision, can thoroughly grasp, can 
competently handle. 

Concentration of attention—that is the answer. In the 
hands of the honest it is a builder. 

Diversion is confusion. The spawning ground for false 
ideologies. The easy way out for the weak; those who are 
hopelessly lost and tired of the game. 

There is nothing to fear today except our own bad 
judgment, our own lack of character, our own danger 
of weakening. We are most afraid of the things we our- 
selves have created. 

But we’re afraid—and that’s good. It means we recog: 
nize the dangers. it means we are thinking. It means that 
we are alert to finding the right way to a better Govern- 
ment, a more sane employment of our man-made devices, 
a more enjoyable fulfillment of our daily tasks. 

We can do it. 

As Elbert Hubbard said, “Man stumbles through the 


ages—but he always stumbles upward.” 


Seserflat JRE 
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Your customers are sure to notice—sure to love—this unusual 
chest filled with fine Community silverware. It’s finished in dark 
brown mchogany, lined in ruby-red velteen which is Kenized* 
treated to prevent tarnish. The cover panel is dramatized 
with white satin trim behind the knife handles. 


ron Display the Sweetheart Chest open, standing on edge, with 
R\\ =a « the price card and dramatic display (illustrated) adapted 
QY SWRA from a Jon Whitcomb “sweetheart” painting. In the home, the 


‘ 


: »\\ \\\\\ cover will stand upright when open, as in other Community chests. 


Order from your wholesaler today 
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TIE IN WITH COMMUNITY'S SEARCH FOR JON WHITCOMB’S MODELS 


This new Sweetheart Chest is a naturalto use =— national magazines and 97 newspapers in 
with your special model-search display. In- 80 cities are working to send prospective 
stall them in your window now—the model prize winners into your store! Do your part— 
search runs until May 1. Remember, 10 great put window display in now! 
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